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FREEMAN Value ann Freeman Advertising 


Reproduced above is a current Freeman advertisement from 
The SATURDAY EVENING POST. It’s a typical example 
of the way the attention of men everywhere is being at- 
tracted not only to Freeman Master-Fitters, but to the 
entire Freeman line. 

The shoe merchant who sells Freemans has a franchise of 
steadily increasing value. He can offer smartness, comfort, 


and economy — in shoes that are known to his trade. Our 
advertising backs up his advertising and merchandising. 
Sales are more easily made — and customers stay sold! 
Investigate the Freeman line now. Say the word and our 
representative will call. Or write for the latest Freeman 
catalog, showing 175 styles designed to build business for 
progressive merchants in 1937. 


FREEMAN SHOE CORPORATION, BELOIT, WISCONSIN 





When writing advertisers please mention Boot and Shoe Recorder 
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VOICE of the TRADE 


HBARRY R. TERHUNE from West 
Los Angeles writes: 

“Cold today—down to 61 this 
morning. Stores downtown were 
simply mobbed. Sidewalk and 
street traffic jammed from 10 A.M. 
until 5 P.M. Yesterday I was out 
hoeing in shorts during the middle 
of the day. Hoping you were the 
same... .” 





Thanks, little sunshine spreader. 
We were shoveling snow and the 
thermometer was 12 above. 


* * * 


BBLANCHARD U. SHRINER, 
president of French, Shriner & 
Urner, manufacturers and retailers 
of men’s shoes, announced an in- 
crease in wages, effective immedi- 
ately, in both their factory and 
retail stores. Asked to comment on 
this increase, Mr. Shriner said: 
“Ever since the firm started over 
half a century ago, it has been the 
policy of the company to pay its 
employees as liberally as our vol- 
ume of business allowed. We be- 
lieve that the steadily increasing 
demand for the better grade of 
men’s shoes which we make and 
sell has now reached a point where 


we are justified in sharing with our 

employees thé results of this in- 

crease in sales. The present-day 

demand for quality is evidently a 

permanent one, and we are happy 

to make these wage increases.” 
* * * 


COMMODORE ELMER J. BLISS, 
famous yachtsman as well as shoe 
man, authority on the fitting of 
soldier’s feet and a sportsman gen- 
erally, is off to Havana for the 
Christmas holidays and from there 
he plans to encircle the globe by 
sea. 

As head of the Regal Shoe Com- 
pany, he spent a most active shoe 
life and did more to popularize 
the window as “the stage on which 
the shoes appeared as actors,” than 
perhaps any man in the trade. He 





leaves the shoe business in the 
competent hands of his son, Elmer 
J. Bliss, Jr., who has been in pac- 
ing position for a number of years 
and in command for the past three 
years. 

The Commodore looks forward 
to a happy sight-seeing cruise the 
world over. 
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SHOE men, both retail merchants 
as well as manufacturers, are in- 
vited to attend the meeting of “The 
Science of Proper Shoe Fitting,” 
conducted by the National Shoe 
Retailers Association on Monday 
night, Jan. 4, 8.15 P.M. in the 
Grand Ballroom of the Palmer 
House. This meeting to be held 
during the National Shoe Fair will 





attract shoe men who recognize 
the importance of better fitting. 

The public demand for more 
intelligent fitting service and con- 
stant growth of those merchants 
who have emphasized this feature 
of their business has created an in- 
terest in the science of proper shoe 
fitting, which will, unquestionably, 
make this meeting a highlight of 
the Shoe Fair. 

The program includes the names 
of not only leading shoe men in 
the field of proper fitting service 
but medical men as well who have 
received high fame for their re- 
search work on foot ailments. 

William Pidgeon, shoeman of 
Rochester, New York, will be gen- 
eral chairman of the meeting. He 
has served as association president 
of New York State Shoe Retailers 








Association, also the Rochester as- 
sociation. He is recognized as an 
authority on shoes, lasts and feet. 

This educational meeting prom- 
ises to give to the merchants at- 
tending the National Shoe Fair a 


comprehensive review of “The 
Science of Proper Shoe Fitting.” 
The National Shoe Retailers Asso- 
ciation, under whose development 
the program was arranged, invites 
all shoe men to attend this meeting 
to hear these well-known authori- 
ties on shoe fitting. 


* * * 


CHARLES B. DULCAN, SR., 
vice-president and general manager 
of The Hecht Co. in Washington, 
D. C., says: 

“A Christmas bonus of more 
than $30,000 will be distributed to 
employees. In line with bettered 
conditions, in line with the spirit 
of the times, we are convinced that 
the distribution of funds always 
inaugurates a practical and sound 
cycle, wherein additional spending 
power means additional buying 
power, which in turn recreates 
prosperity. 








“We feel that this holiday dis- 
tribution is just and right; and we 
shall distribute and share the earn- 
ings of our business whenever the 
situation warrants, to those who 
are helping us to produce, and 
through whose efforts our store 


progresses.” 
* * 


SENSITIVE soles! The soles of 
the feet feel the cold more so than 
do the ankles. That’s because the 
soles are always protected by 
leather. The ankles, being exposed 
to the weather the year round (ex- 
cepting for those who wear boots 
in Winter) get hardened to the 
cold. But the soles are not like- 
wise hardened. So, when the 


leather wears thin on the bottoms 
of the shoes, the cold strikes at 
the sensitive soles of the feet and 
cold feet follow. 
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REVOLT AGAINST SMUT 





—Samuel Goldwyn, of Metro-Gold- 
wyn-Mayer, Hollywood, says in a 
recent issue of New York Times 
—Magazine Section: 

“An amusement built upon obscenity can- 

not live. 

“Obscenity was leaped upon as the means 

of stheding deleting audiences. Each 

time the audiences started to vanish, 
everything possible was tried except the 
idea of offering them better pictures. As 

a young producer, | watched the cinema 

get dirtier and smuttier. 


“I remember well one day, years ago, in 
the Knickerbocker Hotel in New York, 
when the head of a great circuit of suc- 
cessful theatres came over,to me and said: 
"'Sam, why don't you make vamp pic- 
td They're certainly hot at the box 
office.’ 


"| answered: When the vamp pictures are 
forgotten I'll still be making pictures. And 
in the long run my pictures will be suc- 
cessful, because | believe above all else 
in good taste. 


—And Mr. Goldwyn's prediction 


has proven correct. 


—The moving picture industry has 
its Will Hays 


—And | am nursing the opinion 
that the publishing business may 
soon be calling for its censor. 


—The insidious invasion of the 
American home by pornographic 
literature, no matter how attrac- 
tive may be its make-up, is a 
problem that is causing serious 
concern on the part of clean- 
minded publishers and advertisers 
alike. 

—Smut isn't essential to an adver- 
tising appeal, although we are 
living in an age of more or less 
sex expression. 


—No doubt there will be, in time, 
a natural reaction away from this 
promiscuous display of vulgarly 
suggestive literature. 

—But in the meantime it is well for 
the advertiser to realize that he 
is known by the media he uses. 


Fase 6 Toate 


President 








HBROOKMIRE BULLETINS, IN- 
CORPORATED, in their bulletin 
of December 5, said: 

“Domestic cattle slaughter in 
1937 will probably be smaller than 
in 1936. Shoe production, which 
established a new high record in 
1935 and is estimated to make an- 
other new high in 1936, has a fa- 
vorable outlook for 1937. Hide 
stocks sometime during the coming 
year should begin to fail in notice- 
able volume. Higher imports 
should result, and prices of hides 
should gradually work upward. 

“Usage of leather for products 
other than shoes has made an even 
better relative gain than demand 
from the shoe industry. Further 
broadening of this demand is prob- 


able.” 
2-8 s 


THE Shoe Travelers Association 
of Chicago has established an Em- 
ployment Bureau. This bureau is 
for the benefit of members of the 
association and also for the manu- 
facturers who wish to secure ex- 
perienced salesmen. There is no 





charge for this service and a num- 
ber of concerns have secured rep- 
resentatives through this agency. 
Manufacturers and jobbers who 
have vacancies on their sales force 
or who contemplate additions, are 
invited to contact the Chicago Shoe 
Travelers Association, Parlor 8, 
Morrison Hotel, Chicago, Ill. This 
service is open to all members and 
shoe salesmen who are looking for 
lines. 

Great care is taken in securing 
the right man for each position 
and all applications must be passed 
upon by the Employment Commit- 
tee as to fitness, character and 
ability before action is taken. 


* * * 


THIRTY-THREE pieces of leath- 
er, just delivered by a Salem 
leather manufacturer, brought $1,- 
068.20. The leather was a specialty 
stock, for mechanical purposes and 
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not for shoes. The price figures 
out to $1.35 a foot—which gives 
an idea of the worth of a high- 
grade specialty leather. For $1.35, 
the price of this specialty leather, 
ene may obtain a pair of shoes. 

* 


iv 
. 
e 
e 


*©A COMPLEX organization can- 
not function with the high-grade 
trade as well as the relatively 
smaller specialty shop,” remarked 
“Ted” Huggins, whose stores are 
in Pasadena and the Wilshire dis- 
trict of Los Angeles. “One cannot 
hold one’s identity so well in the 
larger stores. All is not easy sail- 
ing in the shops of our size. Take 
the Junior League girls for instance, 
many of whom trade with us. They 
present a complex problem as each 
of the 40 girls must have a wide 
variety of individual shoes fitted 
right, and that takes quite a stock. 


* * 





“Most all good styles originate . 


with the customers. The right peo- 
ple, wearing the right things, is 
what makes a fashion. It is good 
business to watch people when 
they buy. Doing this is a great help 
in giving us ideas through which 
we can create our own styles. 


“Some good customers will help — 


out to the point of guaranteeing 
to wear the first pair of anything 
that is fashion-right. And we all 
know the importance of having the 
first of a new trend worn by people 
whose dress is watched and copied. 
We have found that if the right 
people know one is trying to give 
them fashion-right footwear, they 
will do anything to help. Not only 
that, they will pay a good, fair 
price for the privilege, too. These 
good customers like the smart 
things. They know what is ;smart 
and there is no fooling them. So if 
one is fortunate to be the first“with 
the new fashions, their trade is im- 
mediately forthcoming.” 


* * * 


HXOB AND NOB is the farm at 
Francestown, N. H., of Sidney W. 
Winslow, president of the United 
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Shoe Machinery Corporation. And 
Hob & Nob sheep, of the Suffolk 
breed, won ten prizes at the recent 
International Livestock exhibition 
in Chicago. 

* * * 
CHARLES F. BRANNOCK of 
Syracuse, N. Y., says: 

“Leadership in the retail shoe 
business demands a modern, scien- 
tific system of shoe fitting. The 
old-fashioned size stick is being 
relegated to the archives of ancient 
history along with the cigar store 
Indian. 

“Shoe customers today expect 
efficient, intelligent service, the 
prime requisite of which is an 
effective means of .measuring the 
foot so that the shoe salesman can 
readily determine the correct size 
the foot requires.” 

* * * 


BBUSINESS WEEK tells of men 
elected to office in New Hampshire, 
in which several good shoe men 
were named as bankers. Probably 
they are bankers, but in a super- 
ficial way for once a shoeman— 
always. 

Among those listed were Francis 
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P. Murphy, vice-president and gen- 
eral manager of the J. F. McElwain 
Company; Arthur B. Jenks, who 
was vice-president of the F. M. 
Hoyt Shoe Company and a shoe 
man all his life until he retired; 
and Charles W. Tobey, who was 
at one time president of the F. M. 
Hoyt Shoe Company. 


* * * 


DDRY shoes! Shoes get a bit dry 
when the heat is turned on to warm 
the store in Winter. Dry shoes are 
hard to fit. They’re stiff, lacking 
the pliability that is expected of 
shoes; and if very dry, they’re a 
bit cracky of grain. 

That’s according to physical 
science. A dry twig from a tree 
always breaks easier than a twig 
with the sap in it. 

So moisten up the air in the 
store when the heat is on and keep 
the shoes on the shelves from get- 
ting too dry. The ways to moisture 
may range from a pan of water on 
a gas flame to make it steam or 
one of the vaporizing machines 
that are commonly known as air 
conditioners. 








"Did yuh hear what he said, Poil? | got an aristocratic foot." 
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Consensus 
On 
COLG 





The transparent shov 

boxes shown in this pho- 

tograph were originated as 

a Christmas idea for gift slippers 

and are now being promoted in 

New York by Saks Fifth Avenue. 

Larger sizes are planned for later produc- 

tion and suggest possibilities for the display 

of Spring shoes.. They would be especially 

effective in color promotions, with ribbons 
matching the shoes for tying. 
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Boxes shown from Decoll, Inc. : 
Shoes by Courtesy of Saks Fifth 


Avenue. 


DO you remember Mr. Landon’s 
Madison Square Garden slogan on the 
eve of the election. “No one can be 
sure” ... he repeated over and over 
again until the crowd took it up and 
the rafters rang. 

No one can be sure . . . that’s the 
way many merchants feel about color 
this Spring. It’s the most confusing 
season and the most perplexing prob- 
lem. Here we are, after a Winter 
of overwhelming majority for black, 
offered the most varied palette of 
colors that the shoe trade has ever 
seen. Here we are, with not one blue 
but a whole range of blues. Here 
we are with dozens upon dozens of 
different tans. Not only the perennial 
gray problem but a new beige dilem- 
ma. Neutral colors. Pastel colors. 
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Early indications of how buyers are choosing from the 


many colors that are called for the coming season. 


Coronation colors (or should we call 
them Neo-Coronation now? ). 

What’s the answer to all the em- 
barrassment of riches? We wish we 
could offer a color formula for the 
next six months. We can’t. The sit- 
uation is too much subject to change, 
but at least we could find out how 
the preferences stand at present. So 
we did. We interviewed tanners and 
found how their colors were selling 
at the moment. We talked to buyers 
and got their reactions. And here’s 
the current consensus of opinion. 

The general feeling is that the black 
wave which now engulfs us will carry 
on into February . . . that black shoes 
will sell in greater volume and last 
longer than last Spring. This plus 
for black is expected to cut somewhat 
into the usual Spring demand for 
blue, although blue by Easter is ex- 
pected to be the volume choice. 

Blue to the volume buyer means 
Marine, as usual. The big orders for 
leather and fabric are on this safe 
selection. 


THERE are three other blues in the 
picture. In the smooth leathers of 
the top grades, a dark shade a little 
lighter, and more purplish than ma- 
rine is registering for high style shoes. 
An outstanding kid tanner and a lead- 
ing calf distributor are both selling 
this shade in quantity. It harmonizes 
with the deep violet blues that are 
indicated in high style ready-to-wear. 

The two other blue tonalities are 
not designed for costume-matching, 
but as contrast shoes. Slate blue (the 
Ardoise shade), with its medium value 
and distinctly grayed cast, remains a 
novelty of limited significance. An 
early interest in sampling this color 
indicated that it might be taken up 
and extensively promoted, but so far 
it has not made any great stir in 
shoe buying. 

The other contrast blue, the Corona- 
tion shade of Regal Blue, on the other 
hand, is showing considerable activ- 
ity, due largely to its immediate pro- 
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motion in resort types. It is notable 
here that shades on the dark side of 
the official color are best. Buyers 
want a good clear bright “flag” blue 
for all-overs and trimmings on white. 
At its best in resort and Summer types, 
it will also be played to a limited 
degree in all grades of shoes as a 
Spring “extra” shoe. 


WHETHER or not Coronation pro- 
motions are as important as they were 
expected to be before the abdication, 
this color is an important novelty 
selection. It was prominent in ready- 
to-wear (chiefly in touches on black 
or white) before the Coronation 
loomed up on the fashion horizon. 

Pastel blues, together with all the 
other pastels are, of course, also in 
the picture for resort or Summer shoes 
—in their usual limited way. 

For the sake of simplification, we 
divide the brown family into two 
families—the actual browns and the 
tan or russet range. 

Brown is not an important volume 
factor, as compared with black. High 
style buyers realize, however, that 
there must be some brown shoes in 
the picture because beige is so strong- 
ly indicated in Spring suits and coats. 

The trend in leather buying is to- 
ward lighter tones. Just as Marrona 
succeeded to Indies, so is Cinnamon 
becoming more important than Mar- 
rona, particularly in the smooth leath- 
ers. The feeling is that the browns 
will be best in formal types of shoes 
and that tailored and sports shoes 
should be merchandised in the bright- 
er, lighter, russet range. 

In the russets (or tans) Spanish 
tan is the conservative volume selec- 
tion. The Chaudron shade, with its 
rosier cast is preferred in upper 
grades. An extremely rosy shade is a 
high-style kid color. There are several 
high tan shades in calfskin on the 
market, but these are dangerous busi- 
ness for anything but limited high 
style promotion. 

[TURN TO PAGE 35, PLEASE] 
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Are Retail 


@NE of the most significant changes that has taken 
place in the technique of merchandising during the 
past twenty years has been the tendency on the part of 
the retail buyer to purchase to a pre-determined price 
level. Formerly, the buyer went into the market and 
bought what he considered to be the best values. He 
then retailed the items at whatever price was necessary 
to give him the required markup. Now the buyer, as 
a general policy, goes into the market not only with 
the retail price in mind but the markup that he is 
going to get. He buys to a price level and what he 
can pay is more or less arbitrarily determined for him. 
True, he does not take exactly the same markup on 
all items, but there is a very narrow range in the costs 
of items that go into a particular price level. 

Now why did this change in merchandising come 
about—has it logical basis for being and will the prac- 
lice continue? 

Price lining is a contemporary of stockturn. It is 
one of the means adopted by retail stores to simplify 
stock keeping and stock analysis and at the same time 
maintain assortments as to size, color, style, etc. 

Now the purpose and advantage of price lining as 
it was originally conceived and practiced are many. 
It was found that practically all consumer wants could 
be satisfied by having a complete assortment at spe- 
cific price levels. 

Price lining, if it is properly done, makes selling 
easier by giving complete assortments in material, 
color, size, style, etc., at definite priced lines. Each 
price level is aimed at a specific level of consumer 
purchasing power. 

Once the price level that a consumer is interested in 
is identified, selling and,service can be directed to the 
value-giving qualities which satisfy consumer wants. 

Price lining makes advertising and display easier, 
giving an opportunity to concentrate consumer atten- 
tion on values and assortments at specific price ranges. 
It makes buying easier because the buyer is purchasing 
to an established retail price level and can concen- 
trate on the best values which will give the required 
markup at this retail price level. 

Price lining makes stock control and stock analysis 


much simpler. It speeds up stockturn because it pro- 
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Shoe Prices 


vides an assortment at a lower investment than would 
be possible if there were no price line. 
Because of these advantages, price lining has gained 


wide acceptance in the past fifteen years. 


Obstacles in Price Lining 


Now what are the obstacles or disadvantages of 
price lining or fixed price merchandise? 

If price lining is rigidly adopted, it tends to freeze 
conditions. / 

It is generally admitted, now, that during the latter 
part of the 1920’s there was too much strait-jacket- 
ing or rigidity developed in price. The mechanical 
advantages in system and merchandising which should 
have accrued to a proper price lining system were 
neutralized and dissipated because of failure to adjust 
the consumer price levels to changes in basic industrial 
costs. 

Greater and greater emphasis is being placed by 
merchants in general upon flexibility in merchandising, 
so as to prevent any artificial distortion of our eco- 
nomic structure. 

We may conclude, therefore, that price lining or the 
merchandising to an established retail price level, has 
potential advantages, but that it must be adopted and 
practiced in such a way as not to strait-jacket or pre- 
vent flexibility. 

Innumerable examples can be given in which dis- 
tributors admit frankly that “we were too slow in ad- 
justing our price levels downward during the period 
from 1929 to 1932.” 

There is one example particularly of a shoe chain 
that watched more than half of its clientele go to a 
lower priced level store waiting on the theory that 
what they lost below they would gain from the higher 
priced customers coming down to them. They ab- 
sorbed the decrease from general price levels by build- 
ing a better shoe on the theory that a better shoe at 
the same price would maintain volume. But many 
of the higher priced stores were quick to see that they 
must cut their prices and hold their clientele, which 
they did. The result was that the higher priced clientele 
did not change patronage and the lower priced clientele 
went to the low priced chain. 
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by 
JAMES L. FRI 


before 


THE TANNERS’ COUNCIL 





When Rising Raw Materials and Labor Costs 


Meet an Immovable Price Policy What Happens? 


This chain store wrote in its records the following 
conclusions: “In times of falling prices it.is a good 
policy to build a better shoe up to a certain point, but 
if we are to hold our clientele price levels must also be 
adjusted.” Now this conclusion in reverse gives us 
the only sound approach to a period of higher prices. 


Price Lining in Shoe Retailing 


Now in shoe merchandising two characteristics are 
inherent which make price lining not only a very in- 
teresting and vital factor, but has caused it to be 
applied more intensively to shoe retailing than per- 
haps any other industry. 

Going back to the premise that one of the major 
advantages of price lining tends to permit concentra- 
tion on specific price lines, and to simplify stock con- 
trol problems and thus increase turnover, we find this 
reason most applicable to the shoe business where 
assortments of sizes and styles are of prime importance 
in over-the-counter selling. That is why price lining 
has been carried to such extremes in shoe retailing. 

It may be concluded that it was a good merchandis- 
ing policy to adjust consumer prices downward dur- 
ing the period of falling prices and that some retail 
distributors, particularly fixed price chain stores, ad- 
mittedly erred in not making these adjustments early 
enough. 

Conversely, may it not be concluded that these prices 
should be automatically adjusted upward during peri- 
ods of rising prices and that there will be some dis- 
tributors who will again err in not making these 
changes when they should be made? There will be 
some types of distributors who will permit a system, 
a merchandising mechanism of potential merit, such 


as established retail price levels, to interfere with this 
adjustment. 

Now we must be perfectly fair in evaluating proper 
merchandising policies. Consumer resistance to price 
increases is well recognized. It is not as easy for the 
retailer to retrace his steps on the upward trend. 
Whereas he may gain by heading the parade in price 
decreases, he wants not to head the list but to be near 
the end on price increases. Broad and well organized 
pressure from the rear is the only factor that will cause 
him to raise prices. As long as he can find a producer 
who will supply him with goods at a cost which will 
permit him to continue his present consumer prices, 
he makes no change and he should make no change. 
His “obligation and duty” to the consumer preclude 
him from raising his present prices simply because 
costs of manufacture or raw materials have increased. 

This question of set price lines on a rising market 
is a practical one, testing the balance of power within 
the industry, at least, the temporary balance of power. 
Unless and until an industry representing the manu- 
facturer and an industry representing the major raw 
materials working from basic industrial facts as to 
manufacturing costs and raw material costs bring 
broad and effective pressure on the distributor to 
break through these established consumer prices, the 
producer will continue to show a loss. 


Application of Fixed Prices to the Shoe Industry 


If you will visualize the consumer price levels as 
represented by the ceiling of the room, the retailer’s 
costs or the manufacturer’s selling prices as _repre- 
sented by the floor, and the leather prices as repre- 

[TURN TO PAGE 32, PLEASE] 
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ARTHUR D. ANDERSON, Jr., Promotion Manager 
National Shoe Fair 


National Shoe 


THE National Shoe Fair is an opportunity for the 
manufacturer of shoes, leathers, accessories, and allied 
supplies and products, to contact the shoe buyers in 
attendance and to book orders in preparation for the 
early Easter, March 28, and the Spring and Summer 
seasons of 1937. 

The National Shoe Fair of 1937 should contribute 
to better buying, better planning—the improvement 
of trade relations and the promotion of sounder busi- 
ness economics. 

It is fitting that this great national market place, 
within easy modern access to every merchant in Amer- 
ica, should hold at the beginning of a new and better 
year, a Fair that is coordinate, controlled and prompted 
by voluntary agreement between the National Shoe Re- 
tailers Association and the National Boot and Shoe 
Manufacturers Association. 

This project has a mutual interest to the manufac- 
turer who shows his wares and wants the sincere friend- 
ship of the merchant who distributes the shoes; and 
both work in the public interest. 

Every manufacturer can benefit in proportion to the 
scope of his business. Every merchant can benefit by 
study of the displays representing every type of shoe 
in human use. This industry is going to set its best 
foot foremost in 1937. There is the cooperative spirit 
of the merchants and shoeman of Chicago gathered 
together to plan not only the hospitality of a National 


Fair Will Be 


‘Shoe Fair, but also the fellowship of the trade and 
ihe friendliness and the neighborliness of a great 
city proud to hold this exposition of the New Year— 
to tell the nation that shoes lead the way to progress 
and prosperity in 1937. 

The era of modernization and installation of new 
store fronts and remodeling interiors is expanding 
throughout the retail field at a rapid pace. Believing 
the physical improvement of shoe stores has a direct 
influence in increasing store traffic, the National Shoe 
Fair, to be held in Chicago, January 4, 5, 6 and 7, 
will introduce 12 miniature models—all smart style 
suggestions for store front modernization. This ex- 
hibit will enable shoe merchants contemplating chang- 
ing their fronts or building new stores an opportunity 
to see 12 miniature store fronts, unsurpassed in design, 
material, and construction features. 

The miniature store fronts (not drawings, but actual 
scale models) constructed by the Pittsburgh Plate 
Glass Company, bring to the merchant attending the 
Shoe Fair the most up-to-date ideas in store front 
modernization. Here the shoe operator will find con- 
crete examples of how new fronts can be profitably 
used to attract more trade. 

The new trend in retailing, toward better appearing 
fronts, compels every merchant to make a survey of 
his retail district to determine if potential customers 
are being attracted to his competitor because of a more 
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GEORGE E. GAYOU, Convention Manager 
National Shoe Fair 


Better Buying 


Opportunity 


Early Buying For Early Easter, March 238 


inviting store front. Increased sales volume depends 
upon increasing the number of people actually drawn 
inside the store. 

In addition to the 12 miniature store fronts, which 
every merchant attending the Shoe Fair should see, a 
modern full-size Pittco store front will be erected in 
the Exhibition Hall, Palmer House. It will be of 
“eye-catching” color—striking in design—and will 
visualize for shoe men how they can adapt a similar 
design for their own store. 

This full-size Store Front, in addition to the 12 
miniature model fronts, is expected to be the center- 
piece of attraction in the Exhibition Hall of the Palmer 
House, where all Displays of the allied trades, and 
educational features being developed with the coopera- 
tion of the National Shoe Retailers Association, will 
be housed. 

Here at the Shoe Fair shoe men will find a sur- 
prisingly simple solution to the difficult problem of 
choosing the store front that will meet their require- 
ments both as to expense as well as design. 

To help merchants with their problems, the National 
Shoe Fair is inaugurating a Store Modernization Clinic, 
for the purpose of assisting merchants ready to talk 
facts. Two experts well qualified to discuss store 
fronts and construction technique in this field will 


offer suggestions and make approximate estimates for 
installation of store fronts. 

A. W. Verasse, of the Store Front Department of 
the Pittsburgh Plate Glass Company, is an outstand- 
ing authority in store front design. His wide experience 
qualifies him to offer practical advice to shoe men in- 
terested in a modernization program. Shoe men are 
expected to avail themselves of this unusual arrange- 
ment where they can consult with experts specializing 
in store fronts. 

Cooperating with Mr. Verasse will be Mr. C. W. 
Condie. Mr. Condie knows retailing problems. He 
possesses a broad knowledge of consumer buying 
habits. He is also informed on the impulses that at- 
tract store traffic and cause potential customers to 
halt before eye-appealing store fronts. He is familiar 
with store front design and how it can be capitalized 
to take advantage of existing traffic flow. 

All of this service is made available to shoe men 
attending the National Shoe Fair. It is an opportunity 
which many will find helpful in determining the type 
of store you would have your architect detail and de- 
sign for you. ; 

Merchants intending to consult these specialists on 
modernization are advised to come prepared with 

[TURN TO PAGE 37, PLEASE] 
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First and second floors in the new Stone store are connected by elevators and by a 


i eply carpeted and 


wide 
so well proportioned that it adds immeasurably to the appearance of the first floor. 


Plenty Of Seats, Clerks And 


IL lA 


UT A ae 


WITH A 
GREATER 
CLEVELAND 


Tuesday Evening, November 17th 
‘We invite you to inspect whet is wow America’s 


FORMAL OPENING 
largest and finest Exclusive Footwear Establishment. 


She STONE SHOE <o. 


——aas 620-840 EUCLID AVENUE om— 
eves at reste ° 13108 SHAGER SQUARE 











IN a veritable shower of flowers and well wishes, the 
Stone Shoe Company moved recently from 312 Euclid 
Avenue into its new and larger store at 820-40 Euclid 
Avenue. The old store was well known as Ohio’s larg- 
est shoe store; the new one, with 22,000 square feet of 
merchandising space, is said to be the largest in 
America. 

The modern trend toward departmentization is well 
marked in the new store. The first floor is divided 
into two units, one large and one small, connected 
only by inside archways. Each side has its own in- 
dividual entrance, patterned the same, with stepped- 
back windows converging toward the doors. An oc- 
tagon-shaped island case centers the larger entrance 
to balance the entire scheme. 

The main store downstairs is devoted to women’s 
medium-priced shoes and hosiery. The smaller unit 
is divided into two departments—men’s shoes at the 
front, and a women’s thrift shoe department at the back. 

The second floor, sweeping over both the first floor 
units, is separated into a large children’s department 
at the rear, a spacious high-grade women’s shoe de- 
partment toward the front, and a semi-partitioned 
orthopedic shoe department on the east side. In addi- 
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America’s Largest Shoe Store 


tion, there is a cozy slipper corner up front, with 
which is combined a second hosiery section. Along 
the west side of the store one may enter the treatment 
rooms of Dr. J. S. Ansley, Stone chiropodist. 

The beauty of the new retail mart is attracting wide- 
spread attention. The front exterior is finished in 
black vitrolite with copper trim. Streamline bars and 
lettering above the entrance are worked out in red and 
blue neon to mark the name and business indelibly. 
Background for the front display windows is pebbled 
in creamy white with blue trim effects, offering a rich 
setting for footwear of all shades. Arched and tiered 
platforms of the same pebble-grained material are 
used for display purposes, with dainty chromium 
fixtures. 

The interior of the store, from top to bottom, com- 
bines a “parlor” luxury with the gay, cheerful atmos- 
phere of a sun room. Deep plush carpets in red and 
green offer a downstairs foundation while all-green 
carpet is used on the second floor. Modern metal club 
chairs, upholstered in leather of creamy white and 
green, or creamy white and red combinations, are 
ranged in rows to bid a charming welcome to all who 


Customers... 





enter. The color pattern varies with different depart- 
ments of the store. Fitting stools of the same material 
are matched throughout. Red and white, or green and 
white lounges of the same pattern, add a further touch 
of luxury. Even the mirrors on the second floor are 
made of the same metal as the chairs and lounges. 

The sun room atmosphere, which should put any 
potential customer in an optimistc, buying frame of 
mind, is created by indirect lighting combined with 
buoyant ceilings and side walls. The walls are fin- 
ished in exceedingly pale green; the ceilings, in white. 
The chromium lighting fixtures hang low from the 
ceiling and reflect an even bright, natural light closely 
matching that of the outdoors. From the standpoint 
of comfort, the Stone store will please its customers 
in Winter or Summer for it is completely air-condi- 
tioned by experts in that field. 

All natural woodwork is in walnut, including the 
open stock shelves. All shoe boxes are made up in 
ivory to harmonize with the general color scheme. 

Especially noticeable throughout the store are the 
spot display niches built into the walls for the glorifi- 

[TURN TO PAGE 40, PLEASE] 


Modern metal club chairs, arranged in rows, are upholstered 
in combinations of creamy white and green, and creamy 
white and red—the color scheme varying in different depart- 
ments. 
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She Editors Qulook 


Tomorrow’s Retailer—What Will He Be? 


TOMORROW’S retailer—will he be individual or 
chain or controlled or manager? That’s the question 
asked by many and our answer is as broad as it is 
long. The forms of retailing that now exist in public 
service will continue to do so. In all probability in- 
dividual stores will represent close to 28 per cent of 
retailing, department stores 16 per cent, chains ap- 
proximately 30 per cent, mail order houses 3 per cent 
and the balance vended in everything from general 
country stores to variety stores. 

When we use the term “individual stores,” we mean 
stores that are independently owned and that are shoe 
stores in fact as well as in name, the major portion 
of whose business is in shoes. When we use the term 
“chain stores” we take the Department of Commerce’s 
classification of “three stores or more” under the 
same name. So you see within the classification of 
“chain stores” there are hundreds of businesses that 
actually operate as independents. 

It is only for the purpose of generalization that we 
use these terms—individual, chain, department and 
general stores. Some day soon we will have a different 
mode of measuring the distribution of shoes at re- 
tailing. There will, no doubt, be a separation of stores 
that sell shoes over the fitting stool from those that 
sell shoes over the counter—as there will be a 
separation of businesses—those that are operated by 
practical shoe men and those that are run by men 
who have no shoe experience or background and who 
classify footwear as general merchandise and vend 
it as such. 

We cast our lot with shoe men for we know that 
the true justification for mark-up and profit is in 
service rendered. Forty million people or more 
with a high school education or better will continue 
to ask more and more service. The degree of service 
rendered, therefore, becomes the true measuring stick 
of shoe distribution. 

When complete responsibility for a fit of a pair of 
shoes is definitely accepted by the merchant, the public 
will find it out and beat a path to that store. 

With fitting a hit-or-miss proposition, the growth of 
over-the-counter selling will increase and shoes will 
become package-goods and prices will be at the mini- 
mum. But if the public finds out that in shoe stores 
and in shoe departments where conscientious 
shoe men abide, there is a definite obligation of 
fitting service on shoes, just as there is definite 
fitting service by optometrists on eye-glasses, then 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


there will be indeed a new and better tomorrow 
for retailing. In the yesterdays of shoe selling 
there has been too much of “get the money and 
make the foot fit the shoe that happens to be on the 
shelf.” 

Part of the success of chain store operation has 
been adequate stocks. Somehow or another, if the 
customer yells long enough he will try on enough 
pairs to get a fair fit, providing there is enough stock 
in the store. 

-Tomorrow’s shoe man is going to have a better day 
of it for another reason. Stores that have a minor in- 
terest in shoes will find it profitable to put more effort 
into the major and faster moving items in their busi- 
ness, where a better profit can be made without the 
burden of sizes, widths, fashions, fits and clearances. 
The tougher the shoe business gets, the sooner these 
general merchandise stores that carry everything will 
retreat from shoe service and go into over-the-counter 
package goods shoe vending. 

Tomorrow’s retailer will be a specialist in shoe ser- 
vice and that includes not only fitting but selection to 
color and to use. He will be so close to his stock that 
he will give it personal, physical inventory day by 
day and if cellophane boxes are possible in the future, 
it will be done with the eye rather than with the hand. 

Tomorrow’s retailer will be a salesman of service 
as well as shoes and will also think in terms of ring- 
ing the cash register on items that are accessory or 
affinity to leather. 

Tomorrow’s retailer will be a professional business 
man, taking his discounts and building up his reserves 
so as not to be caught in the trap of coming depres- 
sions. 

Tomorrow’s retailer will keep records, not rumors 
and will know instead of guess for he will read and 
study and think. For tomorrow’s public will ask more 
in shoes, more in service, more in values and more in 
satisfactions for it will want more shoes. 

Tomorrow’s retailer will study the behavior of the 
American public in advance of that public’s buying 
time and if it is ski shoes or slippers, sandals or 
zaloshes, there will be an adequate working stock 
ready for the demand—rather than delayed for the 
rush order at the time of frantic need. 
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A novel and clever approach to the problem of the foot comfort window by Julius Grossman 
Shoes, New York. Several store fronts are pictured under the caption “Are You a Comfort i 
Pilgrim?” the last being a reproduction of Grossman’s. “Do you wander from store to 
store in search of the perfect foot comfort that you feel awaits you somewhere?” asks the . 
display card. “Step into Julius Grossman Shoes and learn why 8 out of 10 buy them 

again and again.” 





Novel Displays That Tell 


The street background with figures in costume to illustrate use of the merchandise provides 
an attention device for this display by N. Snellenburg & Co., Philadelphia. Arrangement 
of shoes on incline affords customers an opportunity to study the patterns. 
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by J. & J. Slater, New York, showed a popular pattern which this 
uardsman.” “As i “" 


as its romantic namesake, 


says the showcard, “this newest creation from Slater designers is a ‘must’ for every wardrobe.” 

Very few accessories were used in this window to create an attractive display. The Scotch 

plaid used in the background caption, the bits of plaid, cut in the form of oak leaves and 
bagpipe all carry out the regimental effect. 





a Shoe Story 





Style, Comfort, Use and Occasion Can Be Dramatized in an Interesting 


Fashion by the Window Designer Who Strives to Be Different. Some 


Probable Trends in January Displays. 


W ITH holidays past, retailers will soon be confronted 
once more with the prosaic problem of concentrating 
all of their promotional energies on selling of shoes. 
January, to most shoe merchants, means clearance sales, 
. and these sales usually dominate the month’s promo- 
tions, including window displays and advertising. 
Nevertheless, there are other angles that should not be 
overlooked, if a store is to make the most of its oppor- 
tunities for sales and profits. 

Throughout the northern portion of the country 
January is the peak month for southern shoe promotion, 
a phase of the retail program that promises unusual 
importance this year. Because of recovery and- im- 
proved economic conditions, Palm Beach, Miami and 
other southern resorts, east and west, are looking for- 
ward to a big season. They expect a greater influx of 
visitors from the North than they have had since the 
beginning of the depression. And that means a very 
big season indeed, for southern travel has been on the 
increase during the past two years. 





There are two sides to this southern shoe picture, 
the business which is done at the resorts themselves 
and the sales of shoes to prospective southern vaca- 
tionists which take place in their home towns before 
they leave for the South. Probably this second phase is 
by far the larger, if one takes into consideration the 
total volume of pairs sold in communities all over the 
country. Promotion of resort footwear at the resorts 
themselves is, of course, a specialized branch of the 
business, confined to operators in these localities, or 
firms that have established branches there. Through 
experience and study of the buying habits of the south- 
ern Winter vacationist, these retailers have become 
experts in picking the styles that will appeal to the 
trade, and analyzing the psychology that will make 
their selling most effective. Selling the resort trade is 
their main concern, their bread and butter as it were, 
as long as the resort season lasts. All of their adver- 
tising, all of their displays and promotional efforts 
[TURN TO PACE 30, PLEASE] 

















*°THERE are four definite trends to be watched in 
the coming resort high fashion shoe picture,” says 
E. J. Sanders, of Miami, and then he defines and elab- 
orates on these trends. Mr. Sanders is in charge of 
the Crittenden Bootery Company, with headquarters 
in Miami, which company operates through five shops 
in Florida; Burdine’s, Miami; Wilson & Chase, St. 
Petersburg; Maas Brothers, Tampa; Hatches’ West 
Palm Beach and Levy’s, Jacksonville. What these stores 
offer is an accurate high fashion picture of the resort 
season. 

The first trend to watch, according to Mr. Sanders, 
is color. This is important. Today the woman is buy- 
ing, not a single pair of shoes which must do duty 
with a number of frocks, but is indulging her fancy 
for a wider variety in foot covering. “Volume in 
colors,” he predicts, “will be done in blue, green and 
red, with a sprinkling of beige and purple.” There is 
going to be more white and black sold in sports shoes 
than for many seasons past. White and brown will con- 
tinue to be staple but white and black will crowd it. 
This is following the influence of black and white in 
all apparel. 

Most shoe men are inclined to agree that color will 
be exceedingly important during the coming resort 
season, but many of them, recalling the experience of 
previous years, emphasize the fact that while color is 
most likely to be talked of at the beginning of the sea- 
son because it is new, most of the volume is done on 
whites later on in the months after Christmas. In other 
words, the colored shoes are likely to be extra pairs, 
but this year, as in past years, everybody who goes 
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Merchants Should Wateh Color, 
Types, Materials and Price, Says 
E. J. Sanders of Miami 


Whites to Continue as Volume Seliers 


South will also want to have white shoes in their ward- 
robes. 

In evening shoes the silver and gold sandal is being 
replaced with the bright colors. In spectator sports and 
dress shoes the gayer shades will be worn. Some of 
the newer shades, such as rose beige, shown by Mr. 
Sanders, are beautiful, and when worn with matching 
accessories, are the smart high fashion note of the sea- 
son. The popular blue is a bright shade; so is the 
best-looking green shoe and the red is of the new, 
rich coronation shades. It is going to be a gay season 
so far as smart colored footwear is concerned. 

The second trend of importance to the resort picture 
is type. Of course the sandal is to the front, but it 
must be a sandal perfect in design and fit. The open 
heel is important and this open heel demands a correct- 
ly built base if it is to fit comfortably. Heels are 
mounting and while they have not reached an extreme 
height, are considerably higher than those shown last 
season in Florida. Shoes are cut with a higher front 
and a more conservative trim. The beautiful colored 
shoe must be right in design; therefore, this is the 
second important trend to watch. 

Material comes third in the picture. Here again we 
find a change. In evening shoes the beautiful, smooth, 

[TURN TO PAGE 32, PLEASE] 
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f ARE ESSENTIAL . . . 
Experienced manufacturers and retailers 
know the importance of strength and rigid- 
ity in shank construction ond wood heel 
attaching. 

N Based upon sound shoemaking principles, 

A Unishank and U/C Wood Heel Screw 
Attaching combine to promote security to 

the finished shoe. These thoroughly tested 
methods add strength, increased durability, 

and comfort to the shoe throughout its life. 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 





turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 





able to give the Shoe Trade of New England au- 


thentic service at all times. 
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Display.in the window of Harper’s Walk-Over store in. Philadelphia in 

which has been reached a clever solution of the problem of how to build 

a trim so that shoes in the rear of the window will not be over-shadowed 

by those in the foreground. The oval frame, backed by the large window 
card, does the trick nicely. 


during the resort season, are planned 
with the one objective in view. 

In the North, however, southern shoe 
promotion means simply an opportunity 
to sell one or more extra pairs to a 
limited group of customers who are for- 
tunate enough to be southern bound at 
this time of year. It’s a seasonal propo- 
sition, to be made the most of while it 
lasts, but it’s good enough for one or 
two striking window displays in early 
January. The dramatized type of dis- 
play is distinctly in order for these 
southern shoe windows. A background 
that suggests a tropical outdoor scene 
is often favored, but can be varied with 
a deck or beach scene, for the southern 
cruise promises in the next few months 
to repeat the popularity it has enjoyed 
in recent years. The merchandise, of 
course, will comprise the white shoes, 
colored footwear, sandals and special- 
ties that have been purchased especially 
for southern promotion. 

The amount of business that can be 
developed in January with promotions 
of this nature will depend largely on 
the character of the business and its 
clientele. Some stores do not find it 


profitable to make a special promotional 
bid for the business of southern resort 
travelers, or at least to feature these 
shoes on an extensive scale. 


Other 





stores find their special southern shoe 
windows and newspaper ads bring in a 
gratifying volume of extra business in 
a month when profits are difficult, due 
to the prevalence of clearance sales. But 
the point should not be overlooked that 
these promotions have a publicity value 
even apart from the direct sales that 
result. They attract attention, arouse 
interest and help to pave the way for 
early promotions of Spring shoes 
little later on. . 
Simultaneously with southern shoe 
promotions, there is a splendid oppor- 
tunity in many localities to build a 
January promotion around ski shoes 
and other types of Winter outdoor spe- 
cialties. While southern resort travel 
has been increasing from year to year, 
there has also been a marked growth of 
interest in Winter sports, especially 
skiing. The younger generation has 
taken to this sport very keenly, and it 
has become a factor of the greatest im- 
portance from a merchandising stand- 
point, as evidenced by the fact that 
entire departments are being devoted to 
ski costumes and accessories in leading 
stores the country over. Of prime im- 
portance in the equipment necessary 
for skiing are the right types of shoes, 
and January, when Winter outdoor 
sports are at the height of their popu- 
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Novel Displays That Tell 
A Shoe Story 
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larity, is a fine time to promote them in 
the shoe store. The latter should see 
to it that at least a fair proportion of 
this business stays where it belongs in 
the retail shoe store, instead of going to 
sporting goods stores or the ski apparei 
sections of other retail establishments. 

Success of these promotions will de- 
fend in no small measure on the way 
in which they are advertised and pub- 
licized, and the manner in which the 
merchandise is displayed. Special ef- 
forts should be made to create window 
displays that are novel, attractive and 
interesting, for this is a season in which 
the trend of the times is toward novel 


‘display effects and treatments on the 


part of outstanding stores of all sorts. 
That means the average store’s win- 
dows will suffer by comparison with 
those of department stores and the finer 
shoe stores, unless every possible at- 
tempt is made to dramatize ideas which 
are original and out-of-the-ordinary. 
The results need not be extravagant 
or expensive, as evidenced by some of 
the photographs illustrated: with this 
article. But they should have something 
of that touch of ingenuity that serves to 
make these windows stand out in such 
a striking fashion and command imme- 
diate attention. 

This applies not only to displays de- 
voted to special promotions during the 
month of January, but also to the clear- 
ance sale windows, which will dominate 
the promotion picture in so many stores 
during the coming months. As the 
RECORDER has pointed out in previous 
seasons, the natural tendency seems to 
be to neglect clearance windows and 
make them mere miscellaneous show- 
ings of all sorts of styles and types, 
with bold price marks but very little 
effort to achieve an attractive or inter- 
esting display. Of this subject, more 
will be said in a later article, devoted 
especially to clearance shoe windows. 
But since it’s high time for merchants 
and display men to be planning ahead 
for the January sales, and how to pub- 
licize them, it would be well to give 
some pretty serious thought right now 
to the question of what sort of windows 
will help you in making your sale a 
really successful clearance of the lines 
you wish to close out before the Spring 
selling season opens a few weeks hence. 





New Men's Store Opened 


Utica, N. Y. — Jenef, Inc., is the 
name of a new retail shoe store opened 
at Utica Saturday, November 14, under 
the management of James N. Fragetta, 
identified with the shoe business a num- 
ber of years. The new store is located 
at 107 Blandina Street, and carries a 
complete line of men’s shoes, moderate- 
ly priced. 


Mrs. Berger Opens Store 


Newark, N. J.—Mrs. Anna Berger 
has opened a retail shoe store under the 
trade name of Styles Shoes, 206 Bloom- 
field Avenue. 
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What Miami Shops Are Showing 





Interesting Novelties in Patterns and Materials Are Featured But 
White Dominates the Picture 


Miami.—Fashionable Lincoln Road, 
recognized as being the third in im- 
portance in the world as an ultra smart 
shopping district, is ready for the win- 
ter season and December 1 saw prac- 
tically every door open and the new 
stocks on display. There will be about 
a half dozen more shops opened by the 
first of the year. 

At the Lincoln Bootery—which is 
new this season—the manager is im- 
pressed with the amount of brown and 
white that is moving. The two shades 
in all combinations, all kinds of leather 
and different types of shoes, is par- 
ticularly good this week. 

In the I. Miller shop a good number 
this week is the Buckler, a suede moc- 
casin toe shoe in slip-on style that has 
a unique square patch on the vamp 
extending up into the tongue. A broad 
strap trimmed with two buckles makes 
this a rather dressy type spectator 
sports shoe. Leading colors are white 
and chamois. 

For its fourth season the 712 Shoe 
Salon has opened. Irving Rothman of 
New York, manager. Here is seen a 
clever bright gingham sandal. It is 
something new and is offered in five 
colors. Quite the thing for the woman 
looking for a novelty shoe. A doeskin 
sandal with high heel, closed back, open 
toe, in many colors is an individual 
shoe that has been popular since the 
store opened three weeks ago. 

Burdine’s is offering an exquisite 
evening sandal at $18.75 that is having 
acceptance. It is a brocade in pastel 
shades, rather intricate all-over pat- 
tern with tracings of gold thread, with 
gold kid trim. Open heel and open 
toe; high front with diamond cutouts, 
each caught with tiny gold kid strap. 
Rhinestone gold buckles on ankle strap. 
The sandal is to be had in plain kid 
as well as in the brocade. 

At the Cammeyer Shoe Shop the 
stock is not yet all unpacked, but the 
windows are showing a number of 
green models. According to the man- 
agement there has been considerable 
demand for green shoes during the 

first week of business. Sandals are the 
most wanted type of shoe. 
At Saks Fifth Avenue the array of 





DATES TO REMEMBER 


National Shoe Travelers’ Association, Inc., 
Twenty-Sixth Annual Convention, Hotel 
Morrison, Chicago, Ill... ..Jan. 2, 3, 4, 1937 

National Shoe Fair, Palmer House, Chi- 
cago, Ill. ............ Jan. 4, 5, 6, 7, 1937 

National Shoe Retailers’ Association Con- 
vention, Palmer House, Chicago, Ill., 

Jan. 4, 5, 6, 7, 1937 

National- Boot and Shoe Manufacturers’ 
Association Convention, Palmer House, 
Chicago, Ill. ......... Jan. 4, 5, 6, 7, 1937 

Michigan Retail Shoe Dealers Association, 
Annual Shoe Fair, Hotel Statler, Detroit, 
WEI ok ek vi vcvecass Jan. 10, 11, 12, 1937 


Northwestern Shoe Retailers Regional 
Association Annual Convention, Hotel 
Martin, Sioux City, lowa, 

Jan. 17, 18, 19, 1937 

Texas Shoe Retailers Association Annual 
Convention, Hotel Adolphus, Dallas, 
Texas Jan. 25, 26, 27, 1937 


Middle Atlantic Shoe Retailers’ Associa- 
tion 23rd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pa., 

Feb. 7, 8, 9, 10, 1937 

Indiana Shoe Travelers Association Four- 
teenth Annual Indiana Shoe Buyers 
Week, Claypool Hotel, Indianapolis, 
ON SS RoR Feb. 7, 8, 9, 1937 

Pennsylvania Shoe Travelers Association An- 
nual Tri-State Shoe Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 18, 19, 20, 1937 





new models is bewildering. One of 
the most attractive is a Fenton Sandal 
of woven kid. This is offered in a very 
wide range, both in single colors and 
in all manner of combinations. It has 
a closed toe to protect the foot from 
street dust. Some of the most beauti- 
ful offerings are in the deep corona- 
tion shades—red, blue, green, etc. The 
combination of red and blue is most 
striking. This is a $10.50 number. 
Frank Brothers are showing a clever 
antelope with open vamp. It comes in 
two models, a pump and an open shank 
sandal, and is a $16.50 number. An- 


other very smart number in both pump 
and strap models is a white antelope 
with British tan kid trim. This also 
is a $16.50 shoe. 


Sandals are very much in evidence 
in all the stores. White is predominat- 
ing right now because one of the first 
things a woman does when reaching 
Miami is to get herself white shoes; 
they are an essential part of the resort 
picture. White and black is very smart 
and some lovely evening shoes in this 
combination are seen. 





Canadian October Production 
Tops '35 Figure 

MONTREAL, CAN. — Canada’s leather 
footwear production during the month 
of October amounted to 1,927,901 pairs 
compared with 2,106,801 pairs in. the 
preceding month and 1,911,713 pairs in 
October, 1935. The increase over 
October of a year ago is due to the 
larger production of felt footwear and 
footwear classified as “cloth, carpet, 
boudoir and Indian slippers.” 

During the 10 months ended October 
31, production totaled 18,746,259 pairs, 
compared with a total of 18,440,551 
pairs in the corresponding period of 
1935. Footwear made in sizes for 
“women” and for “misses and children” 
are the items responsible for the in- 
crease, the former showing an increase 
of 5 per cent and the latter of 9 per 
cent. 


Newspaper Sponsors Benefit 
Show for Welfare Shoes 


PITTSBHRGH, PA.—A_ huge benefit 
show, with the entire proceeds going 
for the purchase of shoes for poor 
children, is being sponsored by The 
Pittsburgh Sun-Telegraph at the Stan- 
ley Theater. Advance reservations for 
tickets indicate a take-in of nearly 
$4,000. Talent is being contributed by 
all leading theaters and clubs in the 
city. Stars who will appear for this 
benefit include Bert Lahr, Beatrice 
Lillie, Mitzi Mayfair, Emerson Gill and 
his orchestra, Gracie Barrie, Ethel 
Waters and the Pat Rooneys. 





H. W. Brown Goes to Redding 


REDDING, CALIF.—H. W. Brown, for- 
merly with The White House, San 
Francisco, is the new buyer at Mc- 
Cormick, Saeltzer Co. Harry Mills is 
his assistant. Mr. Mills comes here 
from the O’Connor & Goldberg store in 
Chicago. 
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Are Retail Shoe Prices Frozen? 


[CONTINUED FROM PAGE 17] 


sented by the sub-floor, or basement 
floor, you have the physical problem of 
fluctuating costs and prices well illus- 
trated. 

The height of the room—that is, the 
difference between the ceiling and the 
floor—represents the markup that the 
retailer is taking. 

_ Is this markup elastic and what is 
its trend? Markup in retailing is be- 
coming more and more inelastic and the 
tendency has been upward, as you 
know, over a period of years. Per- 
sonally, I can see no factors inherent 
to shoe retailing which will tend to 
decrease materially the markup which 
retail stores will take. There are rising 
costs which will tend to neutralize the 
effects of increased efficiency in mer- 
chandising practices. This means that 
increases in manufacturing costs or 
leather prices will not be absorbed in 
retail markup. If the ceiling is fixed, 
the floor is pretty well fixed, and, as 
you know, it takes tremendous pres- 
sure to push through both the floor 
and the ceiling at the same time. 

CONCLUSIONS — Our conclusions 
eps be summarized briefly as follows: 

Merchandising to an established retail 
osise level has been accepted and will con- 
tinue as a forward step in modern market- 
- ractice. It has added greatly to the 

ciency of the merchandising technique 
and consumer service. 

2. The defects of this form of merchan- 
dising are due to the practice rather than 
the principle. Resistance to normal 
justment of consumer price levels by either 
the producer or ghe als tributor to changes 
in primary market prices, can only be 
temporary. Those manufacturers who have 
placed *t00 meny ¢6 in one basket” are 
the ones who will er most in periods of 
rising prices. 

3. The problem of adjustment in a fluctu- 
ating price market is one of coordination 
and cooperation between distributors and 


producers rather than attempts on the 
part of either to test out the balance of 
power. 
4. The ye of power may bommernrtty 
quick’ to with the distributor in 
acy ~ R.. raw material market, but 
s no power that can long resist an 


eoenemaie trend. Resistance in adjusting re- 

. levels may temporarily harass 
na ancia. embarrass both the manu- 
facturer and the manufacturer’s sources of 
supply, but this resistance, whether born 
of stubbornness, of ignorance, or of desire 
to demonstrate power, can only be tempor- 


ary. 

5. All too often this resistance is effec- 
tive because of the timidity on the part o ve 
the primary market. A primary market 
may adopt a waiting attitude, waiting for 
nature to take its course, for economic 
pressure and red-ink to push retail prices 
up, or it may take an aggressive, comba- 
tive attitude. All too many industries un- 
fortunately have not found a happy 
medium between the two extremes: too 
much organization with unlawful rice 
manipulation on the one hand, an 
organization with ultimate industrial loss 
on the other. 

6. Price lining or fixed price merchandis- 
ing is a relatively new form of merchan- 
dising. We are now passing through the 
first cycle of downward and upward 
swing in prices, since the practice became 
general. From the experience gained in 
these two cycles producers and distributors 
must salvage the g which can come 
out of fix price merchandising and, at 
the same time, not permit consumer price 
levels to freeze conditions. If this be true 
economic forces will break through and 
what might be improved merchandising 
technique may be discouraged. 

7. There is no weapon or armor so ef- 
fective in aggressive, commercial combat 
to break through resistance to normal ad- 
justments in consumer price levels as facts 
—basic statistical information rouarding 
supply and prices and an organization of 
the industry under leadership which will 
make effective (and legal) use of such 
facts. It is my belief that the requisites 
for this form of action are available in 
your industry. You have basic facts re- 
garding your industry. You have an old 


in the red—the majorit: 
ficient to stimulate and justify action. 

8. There has been a surprising lack of 
understanding on the part of some — 
tries as to the purpose, advantage and 
tice of price lining. 
used by some retailers to their disad- 
yantag e and it has been stubbornly and 
dumbjy resisted by some manufacturers to 
their disadvantage. A full knowledge of the 
purpose of price lining on the part of both 
manufacturers and retailers, coupled with 
a reasonable spirit of cooperation is neces- 
sary if = ce lining is to continue as a 
constructive contribution to merchandising 
ey" ag 

9. has been explained previously, 
pe ee lining is perhaps one of the most 
tangible contributions to improved mer- 


1936 


aeons technique during 
dising 


twenty Merchan 
determined pri price level is a = get ~} 
eakness lies not in the the ‘principle, ut 


the practice. When 7 
too stat , a righ e potential ae 
mechanism 0 


synems Bm re tes Be li —- hand: of. 
dominates policy, merc ge - 
ficiency ecreased. system W 
prevents a normal adjustment of —h  es 
price levels to general changes in p 
markets will sooner or later work to the 
disadvantage of the producer and dis- 
tributor, and wikeately” the consumer. 


Dominant Trends in 
Southern Shoes 
[CONTINUED FROM PAGE 26] 


shiny satins are still popular, the dull 
crepes and other fabrics having given 
place to it. Soft colored kid evening 
shoes are going to be popular. Another 
evidence of the reversing of last season 
when silver slippers were lined with 
colored kid is shown here with colored 
kid lined with silver or gold. The im- 
ported suedes will continue to be popu- 
lar, but the suede must be trimmed 
with kid and to be ultra smart will 
have a very narrow piping of white, 
thus showing three tones to the shoe. 
Kid is really the important material 
in the resort picture this season. 

Price is the fourth trend to watch. 
There has ceased to be much price re- 
sistence. If the woman accustomed to 
paying six dollars for a pair of shoes 
cannot find the color she wants in that 
line, she is going to pay eight or even 
ten dollars for the desired shade. The 
woman who has been paying twelve 
dollars per pair will go anywhere pro- 
vided she can get the color and design 
she has.in mind. Women have more 
money to spend; they are building up 
a shoe wardrobe of special shoes for 
different occasions. Price has been for- 
gotten; it is style that is wanted and 
that will be bought this season. 

“Indications are” continued Mr. 
Sanders, “that this is going to be a 
tough season. Business will be increas- 
ingly good but customers are going to 
be definitely harder to satisfy. They 
will want style and color and quality.” 
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The Mondl “Hi-Lo” 


For Men and Women—Stock up now. 
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Trade 
Literature 


Brauer Bros. Issue Style Folder 


St. Louis, 
Shoe Company has furnished its sales- 
men with an elaborate portfolio in 
which is presented the company’s ad- 
vertising plans for Spring on their 
lines. Measuring 11 by 14 inches in 
size and attractively printed in color 
with plastic spiral: binding, the book 
is proving a decided aid to salesmen 
in showing the complete campaign to 
dealers. 





The portfolio contains reproductions, 
specially mounted, of the company’s 
advertisements on each line. It also 
shows samples of Brauer Brothers’ 
free monthly mat service to dealers, 
with actual 1937 Spring advertise- 
ments, together with sample mats for 
various shoe styles. The copy is 
timely and coincides with the Spring 








Obituaries 
William T. Cox 


EVANSTON, ILL. — William T. Cox, 
known to his wide circle of friends in 
the central west as “Billy” Cox, died 
at the home of his daughter, Mrs. Earle 
Iredale, here, December 10. He saw 
three-quarters of a century roll by, and 
during recent years has been known as 
the “Dean of Shoe Salesmen,” since 
the passing several years ago of Jim 
Richardson. 

Billy was traveling Illinois and Wis- 


consin for the Groves Shoe Co., of 
Chi until a few years back, and 
his s experience dates back to the 
days the C. E. Wiswell Shoe Store, 


42 years ago, in the old Palmer House 
on State Street. 

Among those who did him honor at 
his funeral last Saturday was George 
M. Groves, genial head of the Groves 
Shoe Co. 


Hubert J. Harney 


LYNN, Mass.— Hubert J. Harney, 
who died recently, age 85, was of the 
old Lynn firm of Harney Bros., shoe 





selling seasons. Colored reproductions 
of window displays and point of pur- 
chase displays are also included in the 
book. 





Novel Slipper Display 


TACOMA, WasH.—Christmas has 
come to shoe merchandising in Fisher’s 
in a new and distinctive manner since 
Fisher’s has created “An Avenue of 
Slippers” on its mezzanine floor. 
Christmas-givers walk the length of 
this “Avenue of Slippers” and make 
selections. 

Among those for tots there are Shir- 
ley Temple slippers, of course, as well 
as fabrics, wools and D’Orsays for 
little feet. Dad has his Christmas 
wishes taken care of along the avenue, 
while a wide range of prices and foot- 
wear is represented in the grouping 
for women. There are bridge and 
boudoir slippers as well as highly at- 
tractive breakfast boots—the latter of 
fur-trimmed pastel patent. 





manufacturers. He was also manager 
of the Harney Brothers’ Baseball team, 
which was made up of nine Harney 
brothers. The two surviving brothers 
are John W. Harney and P. J. Harney, 
the latter carrying on the business, 
after the liquidation of Harney Bros., 
as the P. J. Harney Shoe Co. 





Mo.—Brauer Brothers’ 
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PRE-WELTS 
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STYLE 300 
PATENT LEATHER 
IZES 2 TO 8 


There's no secret in selling children's shoes 
profitably. Simply sell a line mothers want 
and children wear. Sell Elam's. Retailers 
everywhere have learned to rely on Elam to 
bring a steady flow of business that keeps 


coming back—a business that's profitable. 


FS. ELAM SHOE CO. 


ROCHESTER, N. Y. 


BOSTON 

NEW ORLEANS 
SAN FRANCISCO: 
LOS ANGELES 


B. Rosenberg & Sons 
Glaser Shoe Co 
Boston Shoe Co. 











Casper J. Wolf 


SHEBOYGAN, WIs.—Casper J. Wolf, 
74, prominent Sheboygan shoe manu- 
facturer, died December 7 at a local 
hospital after a lingering illness. 

Born in Glasofen, Germany, Mr. 
Wolf came to Sheboygan in 1882 and 
the following year organized the Col- 
umbia Shoe Co., which he headed until 
failing health forced his retirement in 
1931. Survivors are a widow and four 
sons. 


Edward E. Evarts 


Rocuester, N. Y.—Edward E. 
Evarts, for many years traveling shoe 
representative for C. P. Ford & Com- 
pany, passed away recently in Long 
Beach, Cal., at the age of 72. 

Mr. Evarts was past-president and 
served as secretary for many years, of 
the Rochester Association of Traveling 
Shoe Salesmen. 

Mr. Evarts was buried in Riverside 
Cemetery, Rochester, N. Y. 








S. F. Green Opens Own Store 


CHATTANOOGA, TENN. — S. F. Green 
for the past 8 years with Miller Bros., 
will, within a short time, open a new 
shoe store in this city. 

The plans call for a strictly modern 
and up-to-date store with the latest 
word in fittings and conveniences for 
his customers. 
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Riding Boots 





LARGEST FLOOR STOCK 


Kinkade 


. Nebraska 
Exelusive Manufacturers 
Catalog on Request 


PURPOSE 
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ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 
Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 
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BALLET SLIPPERS 


Right and Left Lasts 
peace 






vee rade 
Wom. Miss Child. 
$1.35 $ 25 











BROOKS SHOE Mm 
Swanson and Ritner, 








G. B. Mueller New Kozy 
Komfort Sales Manager 


MUNDELEIN, ILL.—Gilbert B. Muel- 
ler’s host of friends in the trade ex- 
tends from coast to coast due to his 
long connection as a partner in the 
Kozy Komfort Shoe Co. He has teken 
on the duties of directing sales and of 
styling Mayer Shoes, which embrace 
three lines, Arch-Savers, Martha Wash- 
ingtons, and a fast line of Uco Lock- 
stitch and Goodyear welts for women 
and growing girls to retail at $4 and 
$5. One of the features Mr. Mueller 
takes especial delight in is in sensing 
what young women want in Sport Ox- 
fords and Sandals. He takes over 


duties formerly handled by Lawrence 
Toussant, general manager of the com- 
pany, and the two men are sure to 
broaden the activities of this old and 
well-known organization. 
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E. B. Craney Traveling 
Shoe Lawyer 


Be.oir, Wis.—Edward B. Craney, 
representative for the Freeman Shoe 
Company in Ohio, Pennsylvania and 
West Virginia, with the background of 
having been the follower in the foot- 
steps of his father, Richard Craney, 
one of the old-timers and best-known 
shoemen who ever traveled that ter- 
ritory, is doing a nice job, judging from 
reports received on him from the va- 
rious retailers and the other boys on 
the road. 





EDWARD B. CRANEY 


Besides being popular with the trade, 
he is very helpful to them in solving 
their problems of law, being graduated 
from Ohio State University Law Col- 
lege in 1932. Because of this training 
he has been called upon by many to 
give decisions and rulings on the Na- 
tional Security Act. Ed is quite a stu- 
dent, and while he does not let his 
knowledge of law interfere with his 
duty to call on the trade, he is valuable 
in the interpretation of many knotty 
problems. 

He shows special qualifications for 
being a leader, as shown by the won- 
derful work he did with the Tri-State 
Shoe Mart, held in Pittsburgh in 1936. 
At the present time he is president of 
the Pennsylvania Shoe Travelers As- 
sociation, and has been since 1935. He 
is also a member of the Board of Di- 
rectors of The National Shoe Travelers 
Association. 


E-J Directors Declare Dividend 


and Elect Secretary 


Enpicotr, N. Y.—The Board of Di- 
rectors of Endicott Johnson Corpora- 
tion on December 7 declared regular 
quarterly dividends of $1.25 per share 
upon preferred stock and of $.75 per 
share upon common stock, payable 
Jan. 2, 1937, to stockholders of record 


TODAY'S 
' JUVENILE 
CUSTOMERS 


were yesterday's babies. Thou- 
sands of them wore Ideal Baby 
Shoes—know the name—re- 
spect the quality—prefer the 
brand. 


You can make the first sale— 
the repeat sales—in this mar- 
ket, if you carry Ideal Flexible 
Hard Soles—the intermediate 
shoe between cushion soles 
and fu'l-fledged juvenile shoes. 


Write for the details of this 
business building opportunity. 


MRS. DAY’S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of Fabric—Cushion—Soft 
Sole—Intermediate and 


FLEXIBLE HARD SOLES 
which will bring more children into 
your store for their first pair of full- 
§ fledged juvenile shoes. 


4 








at the close of business Dec. 18, 1936. 

Howard A. Swartwood was elected 
secretary of the board, filling the va- 
cancy caused by the death of Maurice 
E. Page, secretary and counsel of the 
corporation, and at the same time 
was designated attorney and general 
counsel. 

The following resolution of respect 
and condolence was adopted by the 
Board: 

“WHEREAS, the Directors of Endi- 
cott Johnson Corporation feel a pro- 
found sorrow in the death on November 
25th, 1986, of Maurice E. Page, Sec- 
retary and Counsel of this corporation 
who had served it faithfully and zeal- 
ously since its incorporation; and 

“WHEREAS, we honor Mr. Page for 
his integrity, sincerity and sound legal 
judgment, but above all we esteemed 
him for his qualities as a man, his 
patience, kindliness and uniform con- 
sideration for all with whom he came 
in contact; now, therefore, be it 

“RESOLVED, That deeply aware of 
the loss sustained, the Board of Direc- 
tors of Endicott Johnson Corporation 
hereby expresses its deep and sincere 
sorrow at the death of Mr. Page and 
its sympathy for his family, and directs 
that this resolution be spread upon its 
records and be conveyed to the family 
of Mr. Page.” 
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Consensus On Color 


[CONTINUED FROM PAGB 15] 


The consensus is that the russet shoe 
can be successfully sold again this 
Spring in semi-tailored shoes for town 
wear, as well as in the sports shoe 
category. 

Gray is selling well right now, to 
be worn with gray furs and gray 
coats; at its best in fabrics for town, 
reverse leathers for the country. It 
will be important early, buyers believe, 
and will taper off before Easter. 

Beige is not a strong factor. Buy- 
ing up to this point has been very 
light. Beige may prove very significant 
in clothes, but the matching shoe is 
not considered desirable from the fash- 
ion angle. And, due to the great va- 
riety of beiges, it is extremely imprac- 
tical from the volume angle. As a 
new sports or travel shoe, however, 
there is a fashion place for a fawn 
type of beige in suede trimmed with 
russet. These shoes will be promoted 
for wear with the so-called “cereal” 
or beige mixture tweeds, also with 
high colors in sports woolens for cruise 
and informal Spring wear. There is 
also an indication of “natural’’ tones 
in costumes for resort and Summer, 
pointing to the possibility of natural 
linen spectator shoes later on. 

What about red? Well, a few high- 
style people are interested in wine reds 
(oxblood and a shade lighter) as a 
newer, more exclusive version of the 
contrasting “suit” shoe for which rus- 
set is the general choice. 

The Coronation royal red, with its 
bluish cast, comes next to regal blue 
as a resort and Summer evening choice. 
A clear “fire-engine” red is being used 
for trims on white and touches on a 
few black or blue shoes. 

In the greens, the moss green is a 
special promotion color that would be 
at its best as a late Spring shoe, when 
prints come into the picture. Araby 
green is so limited that it could be 
omitted completely without any seri- 
ous consequences. Several tanners have 
supplemented the color card Corona- 
tion colors with a clear bright green 
which will be combined with white 
and used for some all-over Summer 
models. 

King Purple is in the class with 
the other Coronation colors, a resort 
Summer shoe and evening shoe shade, 
and is often combined with other high 
shades in multicolor suede _ shoes. 
Aubergine (the egg-plant shade) might 
just as well be forgotten. 

In trims for black, blue and brown 
shoes, beige is important. This is, in 
fact, the smart way to tie beige up 
in shoes with beige in costumes. Lighter 
blues are frequently used on Marine. 
White accents as always. 

In trims for white shoes, russet tan 
has first place for spectator types. 
Black trims are coming up as a style 
factor. (Reports from the South keep 


reiterating this point.) Blue—both 
Marine and Coronation—registers both 
for spectator and lighter shoes. And 
then a smattering of other high colors 
for trimmings for sandal types. 





Foot Study School Opens 


DANVILLE, ILL. — The Orthopedic 
Institute School, which, during 1936, 
has won the attention of many shoe 
men with its classes in New York City, 
Toronto, Montreal and Danville, IIl., 
will start 1987 with a class in Danville 
January 18-21. What is expected to 





GEORGE E. MUSEBECK 
President Musebeck Shoe Company 


be one of the largest classes ever held 
by the school will be conducted in San 
Francisco February 22 for far-west 
Health Spot shoe dealers and dealers- 
to-be. 

The San Francisco school, which will 
be held in a hotel to be later announced, 
will be the tenth school conducted by 
the Orthopedic Institute, operated for 
foot and shoe research by the Muse- 
beck Shoe Company of Danville. The 
schools were started by G. E. Muse- 
beck, president of the company and 
originator of the Health Spot shoes, 
largely as an experiment to determine 
whether shoe dealers really are recep- 
tive to special training, not only in fit- 
ting, but in the management of their 
stores. 

“We hesitated, as many manufac- 
turers have, to assume a too paternal- 
istic attitude toward our dealers,” Mr. 
Musebeck said, recently. “Not so 
much in the matter of attempting to 
train them how to fit our shoes, but, 
partieularly in regard to the conduct; 
of their stores financially. But we re- 
alized that. many shoe retailers are 
operating at a loss, or failing to make 
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Vamp Pads 


OS Pn 6 PSs Fs 


STOP THAT PINCH 
WITH ORIGINAL 
EVER-READY SKIVED 


VAMP BITE PADS 
Results assured because of -—~ 
cushion felt gummed to stick, 
conveniently moe od _ Heel ‘cums 
ions, Pads, Insoles, 


Security Shoe Findings Mfg. Co. 
810 W. 73rd Street Chicago, Ill. 














the profits they should, simply because 
they are not operating their business 
along sound economic lines. 

“We derived a budget control sys- 
tem, based on per-pair reckoning, which 
permits the dealer to know accurately 
his standing at any minute. With daily, 
weekly and monthly reports, no dealer 
who edheres to his budget can possibly 
waste money on non-essentials or fail 
to make a profit on every pair of shoes, 
nor if he is guided by his budget con- 
trol at the start in the matter of rent 
and other overhead, can he fail to make 
a profit on any given volume of sales. 

Besides the budget control training, 
the classes are given an_ intensive 
course in anatomy, physiology, foot 
structure, shoe construction, in rela 
tion to fitting, and in advertising ana 
selling. More than 500 fitters have been 
trained by the school. 





New Weinbrenner Plant Opened 


MERRILL, Wis.—A two-day celebra- 
tion, December 5 and 6, commemorated 
the opening of the new Albert H. 
Weinbrenner shoe plant here. Among 
the officials of the Weinbrenner com- 
pany in attendance were W. G. Hanson 
vice-president and manager; Charles 
Risch, superintendent of the Marsh- 
field branch of the firm of Phil J. Reis- 
weber, all of whom spoke on the dedi- 
cation program. The three-story plant 
was thrown open to dancing and an 
automobile show during the celebration. 





Holiday Sales Increase 
25 Per Cent 


PITTSBURGH, Pa.—Holiday business 
here jumped 25 per cent over a similar 
period last year, a checkup among lead- 
ing shoe stores indicates. The demand 
for higher-priced shoes has been heavy. 
Progressive independents have boosted 
shoes as an attractive gift for any 
member of the family, the move result- 
ing in increased sales. 
































LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 
Men’s, Women’s, Children’s 
Boots for Riding 
Field, Munting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


COLT CROMWELL CoO. 
New York City 

524 Santa Fe Bidg. 

Dallas, Texas 


Se. Los Angeles St. 
ay Angeles, Calif. 














Salesmen Organize Basket 
Ball Team 


ASHEVILLE, N. C.—The salesmen in 
Pollock’s shoe store in this city, have 
organized a basket ball team comprised 
of the men in the store. They have 
entered the Commercial League of 
Asheville and have games scheduled for 
the entire Winter. 

The lineup is as follows: Charles 
Kartus and William Odom, forwards; 
Charles Atwill, center; Garrett Warren 
and Irving Kassack, guards. 





Zitlow Manager of Fond du Lac 
Department 


Fonp pu Lac, Wis.—Harold Zitlow, 
formerly assistant manager of the Big 
Shoe Store in Freeport, Ill., has been 
named manager of the shoe department 
at the Fond du Lac Dry Goods Co. store 
here. Mr. Zitlow had been connected 
with the Big Shoe Stores for several 


years. 





Hollenberg New Montgomery 
Ward Shoe Buyer 


FREDERICKSBURG, VA.—Jack Hollen- 
berg has recently been appointed man- 
ager and buyer of men’s, women’s and 
children’s shoes at the Montgomery 





JACK HOLLENBERG 


Ward store, here. Mr. Hollenberg has 
been connected with the shoe business 
all his life, having previously been 
connected with Hofheimer’s, Inc., of 
Norfolk, Va.; the Irving Drew Com- 
pany of Portsmouth, Ohio; the John 
Irving Shoe Company, Inc., of Boston, 
Mass.; Edison Brothers of St. Louis, 
Mo.; and E. Hollenberg, Inc., of Jersey 
City, N. J. 

The local store has been recently 
remodeled and Mr. Hollenberg expects 
a substantial increase in business, both 
during and after the coming holiday 
season, for which the store is amply 
prepared with increased and modern- 
ized facilities. 





Bonus to Melville Workers 
Increased 33 1/3 Per Cent 


New YorkK.—An increase of 33 1/3 
per cent in the amount of the Christ- 
mas distribution which will go into 
the stockings of all employees of Mel- 
ville Shoe Corporation was announced 
recently by Ward Melville, president 
of the company, simultaneously with 
the declaration of an extra dividend 
of $1.12% per share on the outstand- 
ing common stock. The original dis- 
tribution to Melville workers was an- 
nounced on Oct. 5, at which time it 
was estimated that more than 3000 
regular and part time employees would 
participate. 

The selling personnel of the 652 
John Ward and Thom McAn retail 
stores will receive one week’s pay for 
all workers of less than two years’ 
service; one and one-half weeks’ pay 
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for workers of two years’ and under 
three years’ service; two weeks’ pay 
for those having between three and 
four years’ service; two and one-half 
weeks’ pay for employees of five, six 
and seven years’ service; three weeks’ 
pay for employees of between eight 
and nine years’ service, and four 
weeks’ pay for all of 10 years’ service 
and over, all brackets being computed 
as of December 31, 1936. 

In addition to the year-end distribu- 
tion out of earnings to all the person- 
nel, Mr. Melville announced that, effec- 
tive on Jan. 1, 1937, a plan would be 
put into effect whereby each member 
of the Thom McAn selling staff would 
be guaranteed increased regular earn- 
ings through a commission on every 
pair of shoes sold. He added that, in 
the case of all other personnel, the 
policy of the company to review sal- 
aries periodically and to compensate 
fairly in relation to importance of 
duties performed and results achieved 
will continue in effect and will be “as 
liberally applied” as the continued good 
business of the company will permit. 





Special Shoe Fair Train for 
New England Shoe Men 


Boston, Mass.—As in past years, 
the New England Shoe and Leather 
Association announces that, in coopera- 
tion with the Boston & Albany Rail- 
road and the New York Central Sys- 
tem, arrangements have been made to 
run a New England Shoemen’s Special 
train from Boston to Chicago and re- 
turn in connection with the National 
Shoe Fair opening Jan. 4. 

This special train will be exclusively 
for New England shoe manufacturers 
and their salesmen and members of the 
leather and allied trades. The accom- 
modations will be the best the railroad 
can supply. 

The train will leave the South Sta- 
tion, Jan. 2, at 12:05 P. M. (noon) and 
arrive at Chicago at 8:15 A. M., the 
next morning. Excess baggage rates 
will not apply on baggage carried by 
this train. 

At the present time there are no spe- 
cial convention fares in effect. How- 
ever, arrangements have been made 
with the railroads mentioned for a 
party fare for a group of 100 or more 
persons traveling together from Bos- 
ton to Chicago on this special train. 
Tickets will be good returning for 10 
days by the same route, either as a 
group or individually. 

Reservations for space will be made 
in the order of receipt of applications, 
in person or by mail, accompanied by 
check. All requests for reservations 
should be directed to the attention of 
E. E. Pierce, A.G.P.A., Boston & 
Albany Railroad, South Station, Bos- 
ton, Mass. 
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The Polly Shoe Holder is 
perfect for displaying the 
soles of golf, arch, branded 
and fibre-soled shoes. Will 


not fall over. 


One Dozen @ $3.00 
Half Dozen @ $1.65 












Merchandising Aids 


These items will help you to effect a 
professional window trim. 


Clip Holders This adjustable clip tilts at 
for Price Tickets any angle. It may be placed 
Va anywhere on the shoe, or on 

It is non-rustable. 


One Gross @ $4.00 
Half Gross @ $2.25 


| SB | 


— 
¥ Display 
Shoe Holder 
(Check with order, please, unless C.O.D. preferred) 
BOOT AND SHOE RECORDER 


Merchants Service Department 
209 South State Street, Chicago, [linois 
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Business travelers appreciate conveniences 
and comfort and service. That’s why you'll like 
the Benjamin Franklin when you're in Phila- 


delphia on business. Big, comfortable rooms; 











marvelous food; smiling, interested service. 
And economical rates...as low as $3.50 a day. 


THE 


BENJAMIN 
FRANKLIN 


SAMUBL BARLEY, Managing Director 


PHILADELPHIA 
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National Shoe Fair Will Be Better 
Buying Opportunity 


[CONTINUED FROM PAGE 19] 


information as to the size of their 
present store front and other measure- 
ments needed in offering suggestions. 
Small Kodak pictures will enable those 
in charge of this service to advise more 
intelligently and directly. 

Because of the expected demand, it 
is suggested that appointments be made 
in advance for either Monday, Tuesday 
or Wednesday of the Shoe Fair. These 
requests should be addressed to: Na- 
tional Shoe Fair, Palmer House, Chi- 
cago. 

Michael Murphy, chief of staff of 
the Sales Planning and Sales Promo- 
tion Clinic conducted by the National 
Shoe Fair, to be held in Chicago, Jan- 
uary 4, 5, 6 and 7, announces the 
addition to his staff of sales promotion 
experts, B. L. Bell, national represen- 
tative for the Addressograph-Multi- 
graph Corporation. 

Skilled in the effective use of direct- 
mail advertising, Mr. Bell joins this 
clinic with a broad experience of the 
practical advertising man. 

He has been assisting retailers in 
developing their sales promotion pro- 
grams through effective use of letters, 
post cards, folders and other mailing 
pieces. 


He has given personal assistance to 
shoe retailers throughout the United 
States, supplying them with ideas that 
have been adopted and proven result- 
ful in increasing volume and profits. 

He understands sales planning and 
promotion. He is especially qualified to 
discuss the building of mailing lists 
and how to use them in conducting 
special sales events. 

His advice and counsel relating to 
the use of consumer advertising, and 
the organization of sales plans, will 
be beneficial to those contacting him. 

The Sales Planning and Sales Pro- 
motion Clinic is another of the edu- 
cational features of the National Shoe 
Fair with which the National Shoe 
Retailers Association is cooperating. 





Saum Opens New Store 


SPRINGFIELD, OHIO — George Saum, 
has recently opened a shoe store here, 
under the Central Store Plan. Mr. 
Saum is well known in Springfield as 
he was connected with the Arcade Shoe 
Store for 12 years and was manager 
of the Miller-Jones Store for three 
years, prior to opening his own store. 


Rochester Retailers Meet 


ROCHESTER, N. Y.—Rochester Shoe 
Retailers Association held a meeting 
of the organization recently at the 
Seneca Hotel. 

Harry H. Phelan, president of the 
State organization, called the meeting 
to order, and William Pidgeon was 
elected chairman and Harry A. Chase, 
secretary. 

Lee Langston, manager of the 
N.S.R.A., and M. A. Mittelman, past- 
president, of the N.S.R.A., were pres- 
ent and spoke on the advancement in 
shoe and leather prices. 

The National Shoe Fair, which is to 
be held in Chicago, January 4 to 7, in- 
clusive, 1937, came up for discussion 
and plans were arranged for active 
participation. 


Suit Dismissed 


BostoN—The suit of the Compo Shoe 
Machinery Corporation against the 
Newburyport Shoe Corporation, Inc., 
brought last June in the United States 
District Court for the district of Mas- 
sachusetts, claiming trade-mark in- 
fringement by use of the word COMPO 
upon shoes made by the Newburyport 
Shoe Corporation, has recently been 
dismissed, the Compo Shoe Machinery 
Corporation having moved for dismis- 
sal of its suit after the Newburyport 
Shoe Corporation had filed its answer 
and affidavits. 
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CLassifed and) Ward Af’ 





SALESMAN WANTED 


SALESMEN WANTED 


LINE WANTED 





Experienced Salesmen 


Ohio—Michigan—Chicago 
and surrounding territory 
In-Stock line $3.00 retailers, sport and 


novelty shoes, beach and play sandals, 
house slippers. Write qualifications, 
references for appointment at Chicago 
Style Show. Confidential if desired. 
Only men with following considered. 


GOLO SLIPPER COMPANY, INC. 


129 Duane Street New York, N. Y. 








ALESMAN, with capital to invest, 
aes connection. Would like to as- 
sociate with reputable shoe manufac- 
turer. Have connections with best in 
the country and large ort Many 
years’ experience in shoe fie Is in 
position } invest a= foe ¢ —s 


ddress 
Boot & SHOn RECORDER, 
239 West 39th Street, 








New York, N. Y. 





MANUFACTURER making and _ stocking 

Ladies’ Novelt —— Sandals hag — for — 00. 
Wants live wire 1 department 
stores and well rated ted retail Mowe on straight 
attractive commission basis. Reference required. 
Address F-149, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 





Sg eg i TEMPLE wae MEN to sell 

udoir and play slippers. We are re- 
vising our territories and are in in 
men who want ° make — This is 
an unity for men wi are promotion- 
a Ba see_the possibilities of a nationally 
known item. Good territories open. State in 
first letter experience, type of trade sold, refer- 
ence from people you sell. Commission basis. 
F-151, care Boot & Shoe Recorder, 239 
West 39th alg 1 Now York, N. Y. 





gALaeuee WANTED who are interested in 
a live side line of intermediate aaa 
and first walking shoes, sizes 1-5. 

tive styles only, and line short. If pag oe 
a following among the retail buyers of juvenile 
footwear, here is your opportunity. ce 
Rites” are repeaters. 10% commission. C-. 
HAWKES & SON, Inc., ROCHESTER, N. Y. 





SAues OF HIGH GRADE MERCHAN- 

E: If you have a main line that takes 
you tas the better stores, our quality infants’ 
ig Fe go appeal. Short line, patented _ 


md recommended docto: 
THE CLAPP SHOE CO” ROCHES STER, 





Hp following territories open f 


ere and Washineton; U; = lew Yor York 
Ladies’ Novelty "Shoes ‘$2, 72 $4.00 re- 

tallges. Strictly. commi ful ex- 
perience and references. Tried Cole » Inc., 


134 Duane St., New York City. 





SALESMEN—To carry 

infants’ elts on commission basis. Shoe- 

Craft, Inc., 2947 N. 30th Street, Milwaukee, 
is. 





SALESMEK WANTED for New England, 
New York, Pennsylvania and New Jersey to 
carry side line of popular priced te see 
Children’s and Misses’ all leather 
be Its, sized in all widths, $2.00 to $2.45 ats 
Infants’ Prewelts and Growing Girls’ 
$2.00 Retail Sport Oxfords. Commission basis. 
Shoe Wholesaler in business 48 years. Address 
F-167, care Boot & a oo. 239 West 
39th Street, New York, N. 








POSITION WANTED 








Long established Boston wholesaler needs 
experienced shoemen. Men's, boys’, dress and 
work $2 and $3 retailers. Must have estab- 
lished trade. Can carry non-conflicting line. 
Territory open: Maine, N. H., Vermont, New 
York, Kentucky, West Va., n., Northern 
Tilinois, Minn., Indiana, Michigan. 

Address F-168, care 

BOOT & SHOE RECORDER, 

140 Federal Street, Boston, Mass. 











SHOE RESEARCH MAN—Expert for shoe 
and leather statistics, trends of economics, 
also as assistant to sales manager. Office work, 
etc. Experience in Europe on shoe marketing. 
Formerly executive secretary of a European shoe 
trade association. Age * sty seneniy. 
Address F-174, care Bon & 239 
West 39th Street, New Y 





a, SALESMAN—Store or de 
ment. rs’ Senertenes. Medium, inh 
de shoes. a furnish erences. 

er East Central States. Address F-173. care 
Boot & Shoe, Recorder, 239 West 39th Street, 
New York, N. 


D2 you need representation in California? 
Shoe sales executive moving to California 
in January. Will cover territory thoroughly 
for alert ladies’, men’s or er ig manufac- 
turer. Will open a if necessary at 
own expense. Age Address F-161, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. 








ANUFACTURER — Hav. feed cvs 
M trade on Infants’ “and Chi idren’s pelistes 
Chain and 


dren’s turns in_connecti dress F-171 
Boot & Shoe Recorder "339 West 39th Street, 
New York, N. Y. 





A REPRESENTATIVE line of women’s make- 
up Novelty Shoes and Sandals to retail at 
pi 00 to volume buyers, for the states of Texas 

nd Oklahoma. On commission basis. Can give 
Al references. Address F-170, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








HELP WANTED 





W ANTED—Young man, must gaa Sy? ne store 
experience, to manage ladies’ no omy eee 
openings, | meme and pon rg Cash re- 
quired. gs give refer- 
ences. 168. care care Root & Shoe ad 
corder, Pt West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shees 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





FOR SALE 


LARGE family shoe store in town of 15,000 
population in central Massachusetts. Good 
clean stock of nationally known brands. Re- 
markable opportunity for man with capital. 
Only those interested in buying this store as a 
going business need answer. Address F-145, 
care Boot & Shoe Recorder, 140 Federal St., 
Boston, Mass. 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 





FAM SHOE STORE in Pennsylvania City 

000. 100 per cent location. Reasonable 
cant Seine because of owner’s illness. Ad- 
dress F-169, care & Shes , eae 239 
West 39th Street, New York, N. 





WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
ity, ch Preserv: Queen Guaity b 
, Ar er, 
tonians, Stetson. Red Cross. Nunn sone, ee. 





5 gona th RED CROSS SHOE SIGN, 25 leather 

chairs and single box shelving at sacri- 
fice. Nag Fem Form Shoe, 962 Southern Boule- 
vard, New York, N. Y. 





898 Reade St., Cor. C Church 
Phone Barclay 7-7887 New York City 











mum charge, 7. 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
a Advertisements for this page must be in our New York office on Friday of the week preceding publication. “eg 


Mini 
charge, ‘guas. 
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MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











PROTECT AND IMPROVE YOUR SALES WITH 


Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 


4246 North Crawford Avenue, Chicago, Illinois 
Side Line Salesmen Wanted. Please furnish references with application. 


MANOLIS PRODUCTS 











BUSINESS OPPORTUNITY 











OU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








Shoe Association to Incorporate 


SHEBOYGAN, Wis.—At the monthly 
meeting of the Sheboygan County Shoe 
Rebuilders’ Association November 4 at 
the Sheboygan Leather Company, here, 
it was voted to incorporate and to en- 
gage in an advertising campaign. As- 
semblyman Joseph M. Theisen, who dis- 
cussed legislative matters, was the 
principal speaker at the meeting. 





Alterations to Shoe Plants 


NorwicH, Conn.—A. Werman & Son, 
Inc., manufacturer of shoes and chil- 
dren’s sandals, is making alterations to 
its Thames Street plant here to im- 
prove shipping and handling facilities. 
A concrete loading platform, 80 x 50 
feet, is included in the project, which 
is already under way. 





Canadian Leather Imports 
Increase 


MONTREAL, CANADA—Hides and skins 
imported into Canada during September 
amounted to the value of $511,105 com- 
pared with $395,661 a year ago. Nearly 
half of the total import came from the 
United States, followed by New Zealand 
with $141,806, Argentina $88,748 and 
Australia $41,794. Cattle hides were 
valued at $296,799. Domestic exports 
were valued at $387,938, very little 
change from last year. Most of these 
were from the United States, and con- 
sisted chiefly of cattle hides and skins. 





Goodnight Named 


Kinney Manager 


JACKSONVILLE, Fita.—C. E. Good- 
night has been appointed manager of 
the Charlotte, N. C., shoe store of the 
G. R. Kinney Company. Mr. Good- 


night is a native of Salisbury, N. C., 
and has had a wide experience in the 
retail shoe business. 





Two New Managers 


LOGANSPORT, IND. — Logansport has 
had two new shoe store managers. S. J. 
Roth has taken over the management 
of the Big Shoe Store at 402 East 
Broadway. He has been with the com- 
pany for seven years, having managed 
stores in Indiana and Ohio. He came 
to Logansport from Coshocton, Ohio. 

Charles Pfaff has come from Minne- 
apolis to become manager of the shoe 
department of the Miller Store, 430 
East Broadway. Eddie Klumpp, a 
Logansport young man, will be the as- 
sistant manager of the department. 


Berman New Hengerer 
Shoe Buyer 


BuFFALo, N. Y.—Harry Gibson, shoe 
buyer for the Wm. Hengerer Co., for 
the last four years has resigned and 
will be succeeded December 1 by A. R. 
Berman, who has occupied a similar 
position with McAlpin Co., of Cincin- 
nati. Mr. Gibson has been active in 
the affairs of the New York State 
Shoe Retailers’ Association and is well 
known to the trade throughout the 
country, having previously served as a 
shoe buyer on the Pacific Coast. Mr. 
Gibson has not made known his plans 
for the future. 


Leases Shoe Department 


Los ANGELES, CALIF.—Al and Mur- 
ray Greenwood, who operate The Boot- 
ery on Whittier Boulevard, Los Angeles, 
have opened a new leased shoe depart- 
ment in the Marcus Dress Shop at the 
corner of Slauson and Vermont Ave- 
nues. 


1. E. Davis Opens Men's 
Shoe Store 


SAN Francisco, Catir—The Phila- 
delphia Shoe Co. has opened an ex- 
clusive men’s shoe store at 940 Market 
St. Colbrook & Knight, Ltd., Boyden 
and Foot Pals are the brands featured. 
A complete line of men’s work shoes 
is also carried. This store is located 
on the north side of Market Street, 
which is considered an excellent shop- 
Ping section for men. Irving E. Davis 
is the owner of the new company. He 
was previously shoe buyer for The 
White House department store in this 
city. 








FIT SHOES 
SCIENTIFICALLY 
YOU'LL 
INCREASE 
YOUR 
SALES 








THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Arch Length - Toe Length - Width - ALL at onee. 

Our cost of adjustments owing to mis- 
fits jhas been reduced materially te Brat feel that 


& percentage of credit is due the Brannock De- 
vice. R. H. Fyfe & Company. 
Hundreds of dealers are increasing sales and build- 


lag a reputation for expert fitting with the 


” Weite for Deseriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 


Men's Department Moved 


MtaMI, Fia.—The remodeling pro- 
gram at Burdine’s has disturbed the 
men’s shoe department managed by 
Y. G. Pope, and set it up just south of 
the newly installed escalators. The 
department is strictly masculine in its 
appointments and adjacent to the other 
divisions of the men’s furnishings. 














Continues Welfare Shoe 
Distribution 


WASHINGTON COURTHOUSE, OHIO — 
The Washington Courthouse Lodge of 
Eagles which has spent thousands of 
dollars during the past several years 
supplying new shoes to school children 
whose parents are unable to furnish 
them, has announced the practice will 
continue this winter. The sum of $3,000 
has been set aside for this purpose. 
Distribution is made through the Red 
Cross where children must apply to be 
fitted. 





F. Chimo Appointed Manager 


TRAVERSE CiTy, MicH.—F.. Chimo has 
recently been appointed manager of the 
shoe department of Montgomery Ward 
of this city. 

For several years past, Mr. Chimo 
was connected with Kline’s at Owosso, 
Wisconsin. 


Features Health Shoes 


BURBANK, CALIF. — A foot comfort 
shoe store has been opened here at 116 
W. San Fernando Boulevard by D. H. 
Lenson. The Nu-Matic line of shoes is 
carried exclusively. Before coming here 
Mr. Lenson was in the shoe business in 
Los Angeles. 
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Plenty of Seats, 
Clerks and Customers 


[CONTINUED FROM PAGE 21] 


cation of outstanding footwear fash- 
ions. These arched niches have fluted 
backgrounds of white merging into 
pale blue, and are glass-covered. In- 
direct lighting at the top is hidden 
behind three cross panels of opaque 
glass in a Venetian blind effect. A pair 
of shoes in each niche gains highly 
concentrated attention. In addition to 
the spot wall displays, there are also 
well-placed floor cases for more gen- 
eral showings. 

The first and second floors are con- 
nected by both elevator and staircase. 
The wide circular staircase at the rear 
has deep carpeting and is a thing of 
beauty, adding considerably to the 
appearance of the store. 

The first floor hosiery department 
is located in a rear corner and offers 
the latest approved merchandising lay- 
out, embodying counter cases forward 
and wall shelf compartments behind. 
A smaller hosiery department of the 
same type is located in the second 
floor slipper corner. A third hosiery 
section of similar design is stationed 
at the front of the men’s store. 

Wrapping counters are located at 
the side-rear on both floors of the 
store. Offices are located upstairs where 
hidden stock rooms and sound-proof 
repair department are also maintained. 
The entire basement floor is used for 
stock storage. 

In addition, the Stone Shoe Co. con- 
,tinues its other two stores at Euclid 
and East 105th Street, and at Shaker 
Square. 

When the store opened for business 
on November 16, both floors were cov- 
ered with flowering tributes from civic, 
commercial, industrial and personal 
friends, applauding the new move and 
wishing their continued success. Al- 
though business began on the 16th, the 
formal opening was held on the eve- 
ning of the 17th, and public invitations 
were extended through the newspapers. 

The recent opening is one more step 
in Stone’s long merchandising history. 
The business was established by N. O. 
Stone in 1863 at 202 West Superior 
Avenue and has grown steadily 
through the 73 years of its existence. 

Present officers of the organization 
consist of Mrs. K. L. Fontius, presi- 
dent and treasurer; J. Harold Roberts, 
vice-president and general manager; 
and D. P. Jones, secretary. Mr. Rob- 
erts, well known ‘in footwear circles, has 
been with the institution for 16 years 
and has been general manager for the 
past 6 years. 

B. C. Robideau, former manager of 
Stone’s orthopedic store at 1603 Euclid 
Avenue, continues as manager of the 
orthopedic department at the new store. 
Joseph J. Grauel is manager of the 
new Stone men’s department; W. E. 
Marsal is manager of the Thrift de- 
partment; and H. V. Hanson is man- 
ager of the children’s department. 
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BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa 
CAMBRIDGE RUBBER CO., Cambridge, Mass 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., New York City 
CONNELL, J. M., SHOE CO., S. Braintree, Mass 
DANIEL GREEN CO., Dolgeville, N. Y 

ELAM, F. S., SHOE CO., Rochester, N. Y 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 
FREEMAN SHOE CORP., Beloit, Wis 
KIRKENDALL BOOT CO., Omaha, Neb 
MANFIELD & SONS, Philadelphia, Pa 

MONDL MFG. CO., Oshkosh, Wis 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
NUNN, BUSH SHOE CO., Milwaukee, Wis 
PHYSICAL CULTURE SHOE CO., Portsmouth, O 


LEATHER AND OTHER MATERIALS 


COLONIAL TANNING CO., Boston, Mass. .......... cece cece cece ence eeeneeees 
ENGLAND WALTON CO., Boston, Mass 

GOODYEAR TIRE & RUBBER CO., Akron, O 

LEVOR, G., & CO., INC., New York City 


7 


STORE EQUIPMENT AND ACCESSORIES 


MANOLIS MANUFACTURING CO., Chicago, Ill 
SECURITY SHOE FINDINGS MFG. CO., Chicago, Ill 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


UNITED LAST COMPANY, Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass 
VULCAN CORP., Portsmouth, O 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BRANNOCK SERVICE CO., Syracuse, N. Y 
HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa 
IRVIN RUBIN, New York City 
KIRSCH-BLACHER CO., INC., New York City 
NATIONAL SHOE FAIR, Chicago, Ill 





STEPHENSON LABORATORY, Boston, Mass 





and the new ojejele) 
tunity it presents cre- 
ates a definite place 


in your store for 


Pescock Shoes. 


. + - our display at the 
Palmer House... Any 
Peacock dealer will be 
glad to tell you about 
the real profit possibili- 


ties of these exceptional 
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1935 — 180,000 feet 
1936 — over 2,000,000 feet 





Shoe by 
SEYMOUR TROY 


=) 
that is thrilling the shoe industry 


for more. Others sent in orders until over 2,000,000 
feet of Sno-White was made into appealing shoes 


in 1936. 
Then and now, Colonial makes the only proved 


Sno-White tackled the leather-wise shoe industry in 
1935. Shoemen had seen white patents come white 
and go yellow. That was the usual story. But they 
knew the possibilities of white patent and they tried 


Sno-White, 180,000 feet in 1935. And Colonial Sno- 
White came through. It STAYED WHITE and re- 


tained its brilliance. 
1936 saw Sno-White a PROVED white patent. 


The same leatherwise shoe manufacturers came back 


Write for the new 


white patent, called Sno-White. Colonial makes the 
only tried, and universally accepted white patent. 
Be sure to use the only genuine, true, patent. Be 
positive of it by specifying Colonial Sno-White. 
Colonial Tanning Co., Boston, Massachusetts. 


Colonial Swatch Book 


COL@GNIAL 


os the Best Fatent Leather Shoes 
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THEY HAVE 
WHAT 
IT TAKES! 


Give your shoes Spaulding Counters—and you'll 
give them what shoes need to sell and stay sold— 


smarter looking heels and straight back seams. 


Spaulding quality in your counters —and the 
added salability it gives a shoe — costs but a 
penny more per pair. Nowhere else in the shoe 
could this small investment give you such a vast 
improvement in the appearance and wearing 
quality of your shoes. Nowhere else can you 
grade-up and style-up your line so much for so 


little. .Try Spaulding Counters for one season; 


tell your salesmen about it; have them tell their 
MA customers — and see what happens to your sales. 


Count ers 


“Made & North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS $O MUCH...AND COSTS $O LITTLE 
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PREVIEW OF 


, 





3625—White Stepin Gore Pump, 
17/8 cuban heel. Sizes 3/9. $1.50 


3616—White Side Tie, 16/8 cuban 
ek “See SPF... ce eo $1.50 





3633—Patent Open Shank Sandal, 
19/8 continental heel. Sizes 3/9. 


$1.42! 
3632—Same in White. 


ENDICOTT - JOHN SON 





~~ 
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SMART STYLES FOR SPRING 
by ENDICOTT JOHNSON 


The woman of today has one desire—that is to 
appear gay and young—every article of wearing 
‘ apparel is purchased with this in mind—and it is 
for her that Endicott Johnson's staff of style experts 
have created this smartest of lines for Spring 1937. 


Each of these new models is charmingly styled— 
delightfully appealing, and the unusual variety of 
combinations and contrasts make them irresistible 
to the woman who wishes a dash of youthfulness 
. and originality in the design of her footwear. 


3631—Brown and White 3634—White U-Throat 





i, Two Eyelet Tie. Sizes 3/9. Tie, 15'//8 leather heel. 
\ $1.50 aes Sizes 3/9 ...... $1.42!/, 
| 3630—Same in All White. = -_ ——e a 5 





: hie erie : 
ae ae 3622—Patent Front Stra 
3631 ‘Sandal, 17/8 cuban oak 
re $1.50 


3621—Same in White. 


Fe a 
ENDICOTT, NY Rea on oF 











ae 



































e” touch of summer, women the world 
over select th sparkling, always smart accent of 
- meiont white kid shoes...most dramatic in all-over use 
. scolorful costumes. Retailers everywhere admit, at 
aa of every white season, they could have sold | 
Iny more pairs of shoes in white LEVOR kid if ample _, 
: stocks had been ordered. 


wares WERIMEST Wirtltss” 








BOOT AND SHOE RECORDER, December 26, 1936 


Successful retailers and manufacturers know of the rich, 
natural beauty of Dimond Kid Leathers, with durability, 
pliability and an excellent penetration of color. Such features 
have given the Dimond Kid line qualified preference when 
quality kid leathers are used. 


For customer satis- 
faction and repeat 
sales. 


Dim ond 


Kid Company inc. 
161 South St. Boston’, Mass. 


When writing advertisers please mention Boot and Shoe Recorder 






































ENDICOTT JOHNSON 








coast, Canada to the Gulf, retailers 
here are only a short day away from 
Endicott Johnson's In Stock shelves! 


Py <Betailers everywhere can, and do, rely on 
ys 


~~_-\ Endicott Johnson to give split-second service. 

a FodEndicott Johnson realizes that those split- 
seconds are of tremendous importance to re- 

pANCI¢ tailers who want to keep customers happy 


and satisfied. ae ; 
ys —— 


ee 2 
who wants a dependable 
of supply, who wants deliveries on 
time — become an Endicott Johnson retailer. 
This national institution is prepared to serv- 
ice you completely with the finest In Stock 


department in the country! 











ENDICOTT JOHNSON 


for conifort, shoes for Cena NES 


type of rubber overshoe— each line 
unquestionably the best comparative 
value, at the low price we offer them! 










THERE'S AN 
ENDICOTT JOHNSON 


(Product 


FOR 
EVERY SHOE STORE 
IN AMERICA 

















* ENDICOTT, N.Y.  xiw ork crv 





Five million pairs are carried In Stock 
for your convenience. This gigantic total of 
best sellers is available in widely distributed 
points:—Endicott, N. Y., St. Louis, Mo., and 
New York City. 

That means split-second service for you. 
No delays in shipping your orders. You get 
the shoes you want—when you want them. 
Right on time for immediate selling! Take ad- 
vantage of the greatest In Stock department in 
the country. Keep your surplus stocks on our 


shelves and requisition them as you need them. 


ENDICOTT JOHNSON, ENDICOTT, N. Y. sew vor civ 
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Something new under the Southern Skies called Katkin — a 
new Evans white suede with touch and eye appeal. Katkin sells 


itself in the factory because of its workability, and on the foot 





because of its perfect, velvety nap and pure whiteness. Surpris- 
ingly durable and easily washed. 

Katkin in white is featured in the South this season. It can be 
seen at the Jungle Club, at the Miami Biltmore and other 
gathering places of those leaders who dictate next summer's 
fashions. Katkin is new to the South. It is prevue fashion news 
to the North . . . Remember, As The South Goes in Winter 
So Goes The Nation in Summer... And Katkin — Softly White 
with Sales Appeal will make the Northern trip too! 


John R. Evans & Company, Camden, New Jersey. 


vons beth 





EVANS /rathive 





RUBY black KID 


101 BROWN 





SUEDE 


EVANETTE — all colors . .. KATKIN — white 


DAWN KID 


COLORED KID LININGS 
in all prevailing shades 
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roMONA AT ROOMS 903-4-5 
Palmer House 
CHICAGO 


JANUARY 4-5-6-7 


See America’s largest In-Stock 
-Sandal line. To retail for 
$3 and $4. 

We have styled a beautiful line 
of black, blue, brown and white 
gabardines and kids and all 
colors of patent leathers. 

Our salesman will be pleased 
to have the opportunity of 
showing you our complete new 
spring line if you will send us 
a card requesting him. 

Send For New Spring Bulletin. 


* 
HANNAHSON'S, 


HAVERHILL, MASS. 





>  TRIXIE 





When writing advertisers please mention Boot and Shoe Recorder 








Page !8 BOOT AND SHOE RECORDER, December 26, 1936 






















bnons Lpces 


In the long, colorful history of Walk-Over...never a 
women’s line so extensive, so packed with sales pro- 
motional opportunities. Backed with increased na- 
tional advertising including the addition of Harper’s 
Bazaar in color. A complete line for $6.85 retailing— 
from high heel high styles to low heel sports. Exclu- 
sive features at $7.50. And for the new era of grading 
up—exquisite styles bringing you $8.50 and $10. 


V 1937 cABANA—New exclusive design 


for the world’s largest selling $8.50 
style. 


v PUNCHO—Portholes. (Pat. Ap. for.) 


V Lartat—Off-center perfs. (Pat. Ap- 
plied for.) 


V MOHAWK—New Rancho. 


V VERILITE ARCH—Opening up new 
sales for you. 


, eee SPRING* ARCH—In modern 
dress. 


V Flare Vamps. 

| Fascinating Fabrics. 
V High Fronts. 

. Sandalized Styles. 


"REG. U.S. PAT. OFF. 


When writing advertisers please mention Boot and Shoe Recorder 
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WALK OI 


Wens Boer 


We’ve put on the pressure behind this fast-selling 


























STYLE line and the most complete and ready-selling 
SPORTS line you'll find in any sample room—added 
the power and prestige of Esquire to the national 
advertising. Take advantage of this sales punch by 
using our complete store tie-in plan. 


Geo. E. Keith Company, Campello, Brockton, Mass. 


V AINTREE last—New semi-square toe. 
V WESTMINSTER—British sportsman. 
V RANCHO. (Pat. Applied for. ) 


Y KOOLIES—3 new designs. (Pat. Ap- 
plied for.) 


‘ wuirrnrs—Lightweights. 

V JUSTICE last—Main Spring* Arch. 
V CROYDON last—English-edge sole. 
V Genuine White Buck. 

q White Kid Suede. 

V White Pig. 


You are cordially welcome at our 
display rooms, Nos. 888, 889, 890, 
891, at the National Shoe Fair, 
Chicago, Jan. 4, 5, 6, 7. 
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ELAMS 
Pre-Welt Shoes 


If you sell the parent, you are establishing your- 
self as a satisfactory children's shoe merchant. And 


Ph that means a repeat business that will keep coming 


XY? back to you for many years. 


Elam's Pre-Welts will satisfy the parents, the 
children, and the retailers who sell them. Their 
scientific build, their perfect fit and dominating 
value, has made Elam's Pre-Welts a children's line 
retailers everywhere find well-worth carrying. 


« Elam's Pre-Welt Shoes are made with Full Grain 
(4 iE ~ Retan Soles; Water Resisting, Golden Color; Solid 
eal ew AGS Leather Counters; Leather Trimmings and Quarter 
% 3 « Linings. They are IN STOCK for immediate de- 
98: $m < livery. 
oe ~\ Write for our catalogue and price list. 
hl PALMER HOUSE, ROOM 1039-W 


IN STOCK 
SIZES 


Ww 2 TO 18 








F. S$. ELAM SHOE CO. 


176 NORTH WATER ST., ROCHESTER, N. Y. 











BOSTON SHOE CO.......772 So. Les Angeles St...Les Angeles, Calif. 
B. ROSENBERG & SONS. 215 Decatur St. ......... New Orfeans, La, 
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" 
rdinary Side Gote 
Even the Justin Bootee is made with craftsmanship far above that 
found in the average factory. The “Crimped Vamp” ... a method 
of manufacture that is a LOST ART in many factories . . . assures the 
wearers of Justin Bootees more comfort, better fit and a boot that retains * 
its shape better. 
But Justin believe it is worth while to give the special skill, extra 
hand work and careful attention necessary for a good crimped vamp * 
>. - - - even in the Bootees. It pays in better customer satisfaction .. . 
; it helps build the Justin reputation, "QUALITY FOR 58 YEARS.” The 
JUSTIN 
LINE 
| No. 099 You've been missing sales if this Justin Bootee isn’t on 
your shelves. Made on Norman Last with Black Veal tops and vamps. *F amous Cowboy 
“Hub” gore, full lined. Heavy single sole, half rubber heel. It's the Boots 
| finest “Hacker” boot made. Sizes in stock: D—6 to 12. Priced $7.25, *Military, Field and 
5% Discount. Lace Boots 
| *Men’s Dress Shoes 
and Work Shoes 





WRITE FOR NEW 1937 CATALOG OF THE JUSTIN LINE 


H. J. JUSTIN & SONS, INC. * 


FORT WORTH, TEXAS 


When writing advertisers pleasé mention Boot and Shoe Recorder 











SHOE MANUFACTURERS 
acme anes co., 
Children’s stitehdowns, $1.50 to $2.00 
JULIUS AL Teouet. ine., 
Fred fendt, 
Growing ls’, misses’ and children’s shoes, 
$3.00 to $7.50 
E. R. APT SHOE CO., 
Abe H. . 
Women’s shoes ‘Sbicca’’ and ‘‘Compo Welt’’ con- 
struction. $5.00 and $6.00 
BEST SHOE Co., 
Robert H. 


Ladies’ novelty shoes in stock, $3.00, $4.00 and 


e 


BRADLEY-GOODRICH CO., Ine., 
Howard J. 
Men's Turn Sole Slippers, $3.50 to $10.00 
BROWN SHOE Co., 
gh "line pl tional! rtised 
Complete general line plus | nai wr, Tene 


women mens . us! 
! aaete diltom. Boy and Girl Scout 


i 


ComponweAlyh ane AND LEATHER Co., 
“Bostonian,” ‘‘Footsaver,” and ‘Mansfield’ shoes 


THE COPELAND AND RYDER CO., 


FRANZEN SHOE & SLIPPER Co., 
Slippers, $1.00 to $1.50 
VINCENT HORWITZ Co., 
Boudoir slippers 
HUNTINGTON SHOE CoRP., 
ntan's Shoes, $4.00 to $5.00 
INTERNATIONAL SHOE CO., 
Women’s high grade $6.50 to $10.00 
KIRKENDALL BOOT Co.. 


’ Men's, Boys’ and Girls’ Riding Boots, 
$6.00 to $20.00 _ 





SHOE 


y | 
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or 


KNIGHTS-ALLEN CO., Ine., - 
Men’s Turn sole slippers, $3.00 to $4.00 
KNIGHT SLIPPER MFG. CORP., 
Howard J. 5 
Padded sole slippers, 79¢ to $2.50 
G. MEHRINGER & CO., Ine., 
Howard J. 
Terry cloth Bath Mules, $1.25 to $2.50 
MELROSE SLIPPER CO., 
Samuel A. Wax and Simon ba 
and sandals, $1.00 to $2. 
THE MILLER SHOE CO., 
Fred H. 
Women’s Health Building Shoes, $7.50 to $10.00 
MONDL MFG. COMPANY, 
Howard J. 
Sheepwool Footwear, 59¢ to $4.50 
PONTIAC SHOE CO., 
Otte G. 
aa Arch, dress and sport shoes, $5.00 and 


QUEEN QUALITY SHOE CoO., 
Julian H. pman, 
Women’s high grade shoes, $6.50 to $10.00 
REECE WOODEN SOLE SHOE CO., 
Wooden Sole Footwear, $1.00 to $7.00 
E. P. REED & CO., 
Women’s quality footwear.  “‘Collegebred,”” 
R. J. SAWYER, Iine., 
Howard J. 
Camp and Footwear, $2.50 to $12.00 
SOL-EASE FOOTWEAR CO., e 
‘ax, 
Slippers, $2.50 to $3.50 
SWAN SHOE CO., Ine., 
Howard J. 
Padded and Pre-welt sole slippers, $1.65 to $6.00 
TUPPER SLIPPER CO., 
ax, 
Slippers and sandals, $1.95 to $4.95 
UNITY SHOEMAKERS CORP., 
Women’s shoes, $5.00 to $6.00 
UNIVERSAL SHOE MFG. Co., 


wonewe” — $3.00; Women’s Uco and 
Welts, $4.00: Women's Ds $4.00; Growing 
# ‘ fren hal ee Si ease 
WISCONSIN SHOE COMPANY, 
Howard J, r 
Complete Line Footwear, $3.00 to $12.00 
RETAIL SHOES 


JONES TREADEASY SHOE SHOP 
NURSE SHOE CO. 

O'CONNOR & GOLDBERG 

DR. REED CUSHION SHOE Co. 


OTHERS 


ARNOLD BROS. & CO. (lasts) 
BEE HIVE SHOE REPAIRING Co. 
BOOT & SHOE RECORDER 
BOWCRAFT CO., 


tid armament, 60¢ to $1.0 


ERO CO. (shoe store seating) 
|. COLLIS MFG. ° 

Howard 
Fabric and 


ir 


ss 
Me 


ey Ankle Supporters, $1.00 to 


DUNDE SHOE RESHAPING DEVICES, Inc. 
FELTMAN & CURME SHOE STORES Co. 
(general offices) i 


STEPSOFT PRODUCTS Co., 
Howard J. 
Insoles, Heel ote., 10¢ to 25¢ 
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THE NORWAY 


A leading New York merchant emphatically states that the pattern was 
created in France -- Hollywood Stylists place the origin in dear old Lon- 
don. We have every reason to believe that both the French and British 
Bootmakers received their inspiration from the snow-clad hills of Norway, 
and that the original crude pattern ‘was used in 4 Norwegian Ski Boot. 


In the Spring of 1936, Taylor-Made Craftsmen brought out The Nordic, and 
this Fall, The Oslo. Now, after certain refinements in both pattern and last, 
we present THE NORWAY which is meeting with outstanding success. 


There are 125 other styles, each 
reflecting the same “Character 
in Shoes — all carried In Stock. 








We invite inspection of these models during 


The National Shoe Fair, Chicago: January 4; 5,6,7 
P. 


ALMER HOUSE, ROOMS 825- 826 


E. E. TAYLOR CORP.: BROCKTON, MASS. 





—_ 


When writin 
g advertisers please mention Boot and Sh 
n oe Recorder 
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Produce the finish—the color—the value—and the excellent 
lasting qualities that have helped to establish preference for 
America’s Leading Lines. Representative of Eisendrath’s Finer 
Calf are the swatches which we will supply at your request. 


ADONIS CALF ZEPHYR CALF 


A chrome tanned calf in both A full vegetable tanned calf 
blacks and colors. in both blacks and colors. 


- CALF LEATHERS OF SUPERIOR QUALITY - 


EISENDRATH CALF 1s BUILT UP T0 A STANDARD AND PQWN TO A PRICE 
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Freshy Sq 


THAT SELL SHOES 


-Authe Fashion 


The advent of Crosby Square brought 
' life and color inf§ the middle-price 
range — the one 


mous custom ers, as seen at 
the. world’s fashignable gathering 
places, the ho f Crosby Square 
made Authentic on available to 
millions of men—jmgst when they were 

, place of so-called 
“styles” which meant nothing to 
the merchant a style hazard. 





uduiseailiaiien ti 


Ides 


THAT SELL SHOES 
The G Name 
in tk hoe E ses: 

The namemcrosby Sc is a com- 

plete exprapsion of Auth@&tic Fashion 

in two simple, unforgetfable words. 

You don’t have to explain it ~ it's 

there — and Crosby Square promo- 

tion has surroundec h an atmos- 
phere which m it one of the 
most valuable side names in Amer- 
ica today. ny man on the street 
how much 98 would have to pay for 

Crosby Sqffare shoes; unless he has 

bought a gir, he will name a price 

50% to 100% too high. That's prestige. 





? uthen tic, -fathions 
 hagg tas 


ROOMS 828-829 PALE HOUSE 


Ideas 


THAT SELL SHOES 


the Crosby Square 
of times. Not just 


Spring and Summer 
ing January 15th. 


Esquire out May 15 
of the season for 





€ I, rilhen iC Cfathions if 
ROOMS 828-829 P HOUSE 


Ideas 


Walter Booth Shoe Company « THE HOUSE OF CROSBY SQUARE » Milwaukee; Wis. 
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Warxine was never so graceful before the 

perfection of Compo Welts for women. These 
light and trim shoes really fit the foot. They 
hug the arch . . . so many other shoes have 


merely a nodding acquaintance with the arch! 





...and they stand up and hold their shape. Neater, 
trimmer, lighter and free from “peely” soles. | 
Compo (Welt by RED cross 


“Grace in motion” describes the sensations of 


their wearers .. . the swiftly-rising chart 





OMP 


TRADE mann 


of production describes their popularity. 


, Compo Shoe Machinery Corp., Boston, Mass. WELTS 
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TTRADE MARK 









1, 
VAM ay 
or COMPO SHOES 


ye 





> 
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500,000 
Pairs of 


COMPO SHOES REASON ENOUGH 


T 1928 Whether a shoe is a light, feminine 


sandal or a rugged welt oxford, it is a 


better shoe if made with Compo Equip- 
ecceyer hesives, formulated by du Pont exclu- 


sively for Compo Shoes. And remem- 


ber, a cemented shoe is only as good as 


the cement which holds it together. 











The Chicago Shoe Travelers Association 


DISPLAY ROOMS 


$400 TO $7.00 


SLEEPING ROOMS 


$250 TO $6.00 


All our rooms are equipped with bath, servidor, 
circulating ice water and bed-head reading lamps. 


Mr. Shoe Manufacturer: 
Starting in FEBRUARY, the LAST WEEK of EACH MONTH will be known 
as the Shoe Market in the MORRISON HOTEL, using one whole floor for 
shoe displays. . 
- YOU WILL MAKE MANY WORTHWHILE CONTACTS WITH 
MERCHANTS AT THESE MONTHLY SHOE DISPLAYS 


LEONARD HICKS TOM SADLER LARRY BELL 
Managing Director Manager Convention Manager 














When writing advertisers please mention Boot and Shoe Recorder 








Page 32 


BOOT AND 


SWART BUSINESS 







tual Insurance cagent: 


Mu 
National Reterce Bu iiding. 
Mutua so, Tininois: 


same 
ry ist, 1926, © {O05 ae the base- 
On Fetes building | 4ures 
ny but stock and xix and in 


Gentlemen: 





n 
out, re 
block aye ite troved = og re able to carry oe sous of fi 
+ and full 00. 


except, £0 for ten Saf I "received oy: . 
less than me an bee ey carried esible 
insuran on + muc 
tC) ithou 
Your speenen 8 — Jooation W rah fixture 
for me to Te-OS")s that ti ingurance also 


ire 
oss of trade. ir covered fire insu a 
vere less tha ful covert public —_ 
Sharence eytnessison ont we 
employees Hutval. ot unsurpassed busi 
Your adequatt 6 ereiere and happy to © 








PAUL 0. 
Footwear 
















POK: KBO 
| ee ee 








Here Are the Savings Alone 


Stripped of the * of invaluable technical 
advice that ma up a edt satan Retailers 
“qudit”, here are. ‘the estimated sa A 
to two merchants and ‘typical’ of e 
results of examinations everywhe 


Retailer A 
Sa 4] 
Coverage Amount Possible 
Ftre ry gsagissssssscsssf 2's eee $219.30 
Pub BMRS cc cccsccceee 4/16 8. 
jy Ste v5 Comp. eeeesece Timtts 6.80 
Automo étdeecudtsictecceceae 49.88 
*$305.09 
Retailer B 
Fire Coco ccccerscesceses ec Pt8, 200 $549.44 
Rob orm yg eeeee eee oaee 5-78 
ty enw e/fent0/90 ‘ 
orkmen’s Comp. ....++++% Legal Li 5.00 
Automo Cecccccceseces . 10920/8 12.60 
*$620.55 


* The National Retailers advised both of the 
above merchants to purchase Use and Occu- 
gener insurance to safeguard rofits be 

in pg event of a . But in 
neither case did the extra premiums tagaceal 
equal the savings shown here. 
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“We not only have more insur- 
ance for less money, but we have 
an expert’s opinion that there 
aren’t any loop-holes in our pro- 
tection !”’ 


Another shoe merchant is highly 
pleased with his first year’s insur- 
ance experience and savings after 
a National Retailers “audit.” This 
service costs nothing, yet during the 
past year it saved him (1) a sub- 
stantial loss, because it provided 
for a certain emergency before it 
existed, and (2) a very satisfying 
saving on the net cost of his insur- 
ance. 


Briefly, an “audit” consists of a 
thorough analysis of the different 
hazards or possibilities of loss that 
you face and the effectiveness of 
your present policies in protecting 
you against them. 


Frequently such audits uncover 
gaps in coverage which would re- 
sult in serious losses if a fire or an 
accident occurred. Frequently they 
point the way to substantial savings, 
as in the examples cited below. 


In requesting such an audit you 
will be under no obligation to place 


the insurance in question with us. 
You will, however, : have the peace 
of mind that is possible only when 
you are sure that your business is 
properly protected. 
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At the National Shoe Fair in Chicago, Jan. 4-5-6-7 


Mr. Chase M. Smith or Mr. T. G. McCracken will be glad to explain 
the advantages of an audit to you in greater detail. Or, fill out and 
mail the coupon today. A representative near you will call for your 


policies and make the audit without charge. 


kiteet: your oadouhib with Mi TM Urenaye 


NATIONAL RETAILERS 
Mutual Insurance 
Company 
Nationwide Service Facilities 


James S. Kemper, President 


7450 SHERIDAN ROAD, CHICAGO, U.S.A. 











National Retailers Mutual Insurance Co. 
7450 SHERIDAN ROAD CHICAGO, U. S. A. 


WITHOUT obligation to me, please 
arrange to give me more information 
about an “audit” of my insurance. 


NAME 





ADDRESS 





CITY STATE 
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Mrs. Day’s Ideal Baby Shoes are made in the following types and size runs— 
FABRIC SOFT SOLES INTERMEDIATE FLEXIBLE HARD 


Mrs. Day's IDEAL BABY SHOE Co. 


Mrs. DAY'S © 


IDEALS prepare 
125,000 CUSTOMERS 


and lead them to the door of your 
JUVENILE DEPARTMENT 


* 


EACH YEAR 





THIS GROUP wears three hundred thousand 
pairs of the best-known baby shoes on the 
market—Mrs. Day’s IDEAL—and each year 
at least one hundred and twenty-five thousand 
of this gooup BECOME — <> 





Wearing Juvenile 
Sizes 3 to 8 





THIS GROUP—who are wearers of juvenile shoes—and replace the children’s business 
which graduates to bigger sizes each year. 
How can you best bring these potential customers to your store? By offering Mrs. Day's 
Ideal Flexible Hard Soles (sizes 2 to 8)—which are a natural bridge for the gap between 
infants’ soft soles and ev juvenile 7. Obviously, parents acquainted with the 
quley and reputation of Mrs, Day's Ideal Baby Shoes will turn naturally to the store 
t offers the same high quality under the same name in flexible hard soles—will wel- 
come the natural progression in size and suitability and the assurance of known and 
satisfactory quality. 
Astute juvenile merchandisers do not rely on the law of averages to bring in a share of the 
graduating infants’ market. They utilize the natural, busi ing appeal of the Ideal 
name and reputation. You can do the same. Write us today for complete details. 


and Moccasins 


DANVERS, MASS. 
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WHAT IS 
A GOLF SHOE 
WITHOUT 


Norwegian Cal/? 


Rain or shine, Summer or Winter, dress the wet grass, it is as pliable as ever; it ~ 


or sport — it’s pleasant to wear shoes of shrinks only one-third as much on ex- 
Norwegian. But the special qualities of tremely dry days as leathers of ordinary < 
this vegetable tannage make it practically tannage (that means no “pinching”); and * 
a “must” for golf: It is glove-soft on the its handsome natural grain is admired “A 
foot, yet faithfully holds its shape; when by the gallery as well as the player. 7%, 
dried out after an early morning round in A. F. GALLUN & SONS CORP., Milwaukee, Wis. 
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THAT FAR-FAMED COQUUTE 
CAMPAIGN STEPPED 'EM UP 
HIGH, WIDE AND HANDSOME! 


* A 54% sales increase on the four Wright Arch Preserver Style Models 
featured in the Esquire campaign. 

* 42,619 slogans for the $1000 Free Wardrobe Contest had been re- 
ceived up to December 10, largely from business executives and pro- 
fessional men. And entries were still coming in. 

* 549 E. T. Wright dealers are participating in the Esquire campaign 
with such smart merchandising that it has made talk from Moose- 
head Lake to Malibu Beach. 

* 389 E. T. Wright dealers have already run local newspaper adver- 
tising tying in with this shoe promotion. 

* An executive of one of the nation’s prominent shoe stores wired 
Rockland: “‘Congratulations for running most successful shoe cam- 
paign in my thirty years’ shoe experience.”’ 

* Now all E. T. Wright dealers have proved that Wright Arch Pre- 
servers can likewise be sold as style shoes. Even those dealers who 
previously believed Wright Arch Preserver Shoes for Men could be 
sold only on the comfort-foot-health-protection basis have discovered 
what many other dealers had previously proved — that extra smart 
styling gives these shoes a big plus when it comes to selling punch. 
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1936 


















YOU FAST-SELLING 
STYLE BIG SHOTS 
LOOK SMARTER THAN 
EVER UP THERE! 
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JUST YOU WAIT 
TILL | HOP 
ON IT! . 


But hold everything 
—THERE’S EVEN BIGGER 
MAGIC FOR 7937! 


*A merchandising plan— and we mean 


MERCHANDISING PLAN — has been cre- 


‘ated to build you unprecedented volume. 


* Among other outstanding national maga- 
zines, Esquire will again be the key-noter in 
the STYLE FIELD. 

* Leading mediums will be used to continue 
the comfort, foot health, and protection 
appeals that have proved to be such abun- 
dant sales-builders in the past. 

* Professional and medical publications will 
likewise again be included, for it is to be 
remembered that doctors wear and recom- 
mend more Wright Arch Preservers than 
any other feature shoes. 

* We are now shaping up the most exciting 
Spring line of Wright Arch Preserver Shoes 
for Men in the history of our business. This 
will include a new group of 23 sport shoes. 
We believe these will be without equal for 
eye appeal and style detailing — the very 
criterion of Esquire smartness. 

We heartily invite you to attend our Wright 
Arch Preserver Shoe Exhibit — Room Nos. 
847 and 858 — Palmer House, at the Nation- 
al Shoe Fair, Jan. 4 through 7. There you 
will learn the full details of the E. T. Wright 
Merchandising Plan for the Spring of 1937. 
This smashing new promotion will make 
the Wright Arch Preserver Shoe franchise 
more valuable than ever before. 


When writing advertisers please mention Boot and Shoe Recorder 








Page 38 





BOOT AND SHOE RECORDER, December 26, 1936 


Hood Products Have Outstanding Features 





mat make your SELLING EASIER 





FOOD Say Gna lel | 


SMARTER 
APPEARANCE 
¢ 


PERFECT 
FIT 


RUBALASTICS 


For year-round profits in rubber and canvas footwear, 
stock the Hood line. For stormy winter weather, for 
Spring and Fall hunting or fishing trips, for Summer- 
time sports and Winter indoor sports, there is a 
complete line of Hood Rubber and Canvas Footwear 
with big selling features that assure you greater vol- 
ume and profit. You can meet every demand of all 





POSTURE FOUNDATION 








Gees * a 
¢ ee “ 
ee j N Nn 














2 oe 
RUBBER FOOTWEAR 


your customers with this one complete line. 
Another most important selling point is the 
quality which Hood builds into every product in its 
line. This assures you of customer satisfaction—and 
the profitable, continued patronage that goes with it. 


HOOD RUBBER COMPANY, INC. 
Watertown, Mass. 





Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; Detroit, Mich.; Kansas City, Mo.; 
Los Angeles, Calif; Minneapolis, Minn.; New York, N.Y.;Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N.Y. 
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IMPRESSIVE ? 
Certainly, Mr. Dealer « « « 
But that’s only HALF the story! 























































THE 


John Curtis 











The meteoric speed with which the 
John Curtis Shoe has shot to the top 
is told by the sales increase. But cold 








© CURTIS VELVETRED SHOES figures fail to reveal the keen dealer 
Hand-lasted and autographed for faster selling enthusiasm, the foundation of con- 
@ “JOHN CURTIS” SPRING AND SUMMER STYLES sumer demand which foretell for this 


Keyed to the modern tempo in designs and lasts 


shoe an even more brilliant future. 
© “JOHN CURTIS” AIRE-VENTS « nighisgepreeuea™ ta 


100% perforated, flexible, and SEAMLESS! Deliberately built to out-value all 
@ CURTIS DE LUXE CREPE SOLES shoes in the $5 to $5.50 field, it is 
The aristocrats of smart all-purpose shoes bound to climb. The 100% increase 


@ CURTIS YACHTING SHOES 


Have special latexed hemp rope soles is just a beginning. Those who fea- 


© CURTIS HABANA WELTS ture this shoe cannot help but profit. 
: Inexpensive crepe soled shoes with genuine welts 
* @ CURTIS MIDDLESEX SHOES 1937 Spring & Summer 


‘A profitable line at moderate price 


@ CURTIS SERVICE SHOES 
Recognized as the peers of all heavy-duty shoes 


At the CHICAGO SHOW CURTIS SHOE COMPANY 
Feimer Howe @ Room OMA MARLBORO © MASSACHUSETTS 


Permanent Semple Rooms in Boston, New York, Philadelphia, Chicago, Los Angeles 


Catalogue Now Ready 
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RRVERY time you consider an important purchase, you 
are mentally writing a want advertisement in which 
you seek additional information about the product. 


Between the lines of your unpublished advertisement, 
you definitely ask for MEN with practical, successful ex- 
perience and quality ideals for the product you are about 
to buy. Behind that product, you want human ability 
and integrity. 


In tanneries, as in shoe factories or retail stores, equip- 
ment is fairly well standardized. Machines vary only 
slightly, but there is a tremendous difference between 
MEN and their methods! 


THE BEST NAME FOR PATENT LEATHER 





1936 
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VERY one of your unpublished want advertisements for patent leather 

specifies a SETON standard. The men who make SETON patent believe 

you want to know how good and how trustworthy their leather is . . . not how 
much can be quickly produced at or for a price. 


Through their fine patent leather, SETON 
men are respected by all who know good 
Df shoemaking. They submit this reference | 
to the thousands of shoe buyers who will | 
order patent leather footwear for Spring. 














4 LEATHER CO., NEWARK, N. J. 
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ERBERICH has always been a leader in shoes for boys and juveniles. 
Today, more than ever before, the Gerberich line is out in front. We have 
overlooked nothing in the manufacture of a product that will increase sales 


and customer satisfaction. 





Style, comfort, workmanship, and durability are present in full measure, 
with the leathers, colors, patterns and lasts which will be most popular for 


Spring. 


The Gerberich-Payne Shoe Company will present the most complete line of 
popular priced Boys’ Shoes carried IN-STOCK anywhere, at the National 
Shoe Fair in Chicago, January 4th to 7th, 1937. 


This line will be on display in room No 705, Palmer House. 


+ 
Gerberich -Payne Shoe Compan Y 


MANUFACTURERS OF “GERBERICH’S BOYS’ SHOES”, STRIDE-RITE SHOES FOR BOYS ‘ 
AND ARCH PRESERVER SHOES FOR BOYS .. . . .. . . MOUNT JOY, PA. E 
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¥ fe 
or 
THE TRUE RETAILER 


The man who buys where material value and style 
value are greatest .... who controls his own market 
by earning the customer's confidence and respect 


with better values .... and who intends to make a 


fair and. adequate profit for himself... . 


C\we offer 


Cofefla Shoes 


a line styled and timed with true artistry... . very 
favorably priced without inclusion of hidden costs 
....and giving the retailer unrestricted freedom 
to sell at an adequate mark-up. 

Colella Shoes will be displayed 


AT CHICAGO .... JANUARY 4-5-6-7 
SUITE 893 .... PALMER HOUSE 


Cofella & Leighton Shoe &.. 


S| LYNN - - » MASSACHUSETTS 


SI 
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WILL CONSIDER TRANSFERRING A 
HALF INTEREST IN SBICCA 
INCORPORATED. For further information 
about this offer, write or call at the fac- 
tory address. 
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FRANK SBICCA was born in 
Italy (Province of Perugia) 
in 1892 and came to the United 
States in September, 1913. 
Locating in Philadelphia, he 
- secured employment in the fac- 
tory of Laird Schober & Co., 
where he ranked as a skilled 
craftsman. In 1920 he started 
in a small way as an indepen- 
dent manufacturer of hand 
turn shoes, and was so success- 
ful that within a decade he had 
earned approximately $150,- 
000. Ten years later he dis- 
continued the making of turn 
shoes and devoted his output 
to shoes made by the cemented 
process exclusively. Study of 
this class of production led 
to his invention and develop- 
ment of the single sole shoe 
process that has achieved a 
nation wide acceptance as the 
SBICCA METHOD which he 


now controls. 





SBICCA INCORPORATED 

Developing from the efforts of Frank Sbicca as 
outlined in the sketch of his career, Sbicca Incor- 
porated was created in 1931 with Frank Sbicca 
as president. As the creator of Sbicca Method, 
plus his ability as a shoe manufacturer, Mr. Sbicca 
has contributed the right to the company to manu- 
facture Sbicca Method shoes without the pay- 
ment of a royalty, an advantage not enjoyed by 


any other user of the process. 


The present factory, 513 Market St. in Philadel- 
phia, is modern in every detail, fitted entirely with 
new equipment and having a capacity of about 400 
pairs of Sbicca Method shoes daily. 





SBICCA 


513 MARKET STREET 


INCORPORATED x 


PHILADELPHIA, PA. 








When writing advertisers please mention Boot and Shoe Recorder 






Page 46 BOOT AND SHOE RECORDER, December 26, 1936 
NMatwral Bridge 
Se RUDI TTS RETA ATI LT SE TE, a TE 


With Special Features 


"The Class of the Field gl 




























4705—Black Kid Gruner Tie, punch- 
ed through vamp, harmonizing stitch- 
ing, Kid Quarter Lining, Silhouwelt, 
16/8 Covered Continental Heel, 616 
Last. 









4583—LADIES' WOHO BLUE 
KID U-TIE, Blue Patent Lace Stay, 
Punched through Vamp and Quarter. 
Harmonizing Stitching, Full Kid 
Lined Vamp and Quarter, Uco-Little- 
way Lockstitch Process, 16/8 Blue 
Patent Leather Covered Continental 
Heel, 616 Last. 
AAA 5!/2 109 AA 5 to9 A 4!/p to 9 
B 4 to 9 C 3! to 9 
$3.15 


4580—in Black Kid, $3.00 

458i1—in White Kid with White 
Lizard Lace Stay and covered Heel. 
$3.15. 

4582—in White Kid with Chaudron 
Brown Lace Stay and Natural Lea- 
ther 16/8 Military Spectro Heel. 
$3.15. 

4584—in Chaudron Brown Calf with 
Chaudron Brown Lizard Lace Stay 
16/8 Natural Leather Military Spec- 
tro Heel. $3.00. 

















AAA 5i/p 10. 9 AA 5 to 9 
A 4/2 to 9, B4to9 
C 34 to 9, $3.50 











4737—Same, in White Kid. $3.60. 



































Address inquiries to Lynchburg, Va. 


All proven features for rational 
foot health selling 











Natural Bridge 
Shoemakers 






Division of Craddock-Terry Company—Lynchburg, Va. 






ALSO MAKERS oF THE FAMOUS Billiken juveENILE sHoES 
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Here's a shoe with the biggest promotional 
capabilities in years! The newest shoe idea 
conceived. In the new royal coronation 
colors. If you want a shoe that will sell quickly 
—sell the "Wally"! 


See it at the Palmer House, 
Chicago, Rooms |144W, 
1145W, 1146W, 1147W. 
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As a precious stone is cut, so are Val Ars 
Shoes built. Infinitesimal details receive the 
greatest care. Sumptuous colors, fabrics, 
and leathers are agreeably patterned on 
lasts that are world famous. 











Thus, we present Spring Designs by Val 
Ars. The 1937 interpretations by the . 
master maker of shoes. 


| 
VAL ARS SHOES, INC. 2 | 

P. D. La Valle, President | 
634 BROADWAY, NEW YORK 
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: NATIONAL 
SHOE FAIR VISITORS 


| are cordially invited 
to our exhibit at the 


PALMER HOUSE 
CHICAGO 


Rooms 743 and 744 


January 4, 5, 6 and 7, 1937 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Our Headquarters will be 


PALMER HOUSE 


ROOMS 970W, S71W, 972W, 973W, 974W, 975W FOR THE 


NATIONAL SHOE FAIR 
CHICAGO, JANUARY 4,5, 6,7 


It’s an important address, for here you’ll see the 
finest Spring line of Fashion Welts and Fashion 
Welds we’ve ever had the pleasure of presenting 
—a line that is all set to beat its own past records 
for fast selling and profit making! Buford H. 
Jones, Charles E. Heckel, William M. Emerson 
and Dunn and McCarthy salesmen will be on 
hand to greet you. 


Fashion VF elts and Fashton VF elds 


DUNN ano McCARTHY INC. 


AUBURN, N.Y. 
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Tue Middletown Slipper Line is a high 
styled, fast selling line retailers can count 
on to go over big, wherever they are. 
Priced low enough for the average 
purse, styled high to catch every wo- 
man's eye—Middletown Slippers are a 
"Natural". They'll bring turnover and 
profits to the retailer who wants a fast 
moving, easy selling line. Write us today 


for styles and prices! 


TO RETAIL AT 
$1.95 and higher 


PALMER HOUSE, ROOMS 
1359-1360-1361 





BOOT AND SHOE RECORDER, December 26, 1936 






































BOOT AND SHOE RECORDER, December 26, 1936 


Exquisite Footwear 
by Andrew Geller 


Happy harmony in lovely shoe 
building. Harmony of fascinating 
design . . . intriguing tunes mas- 
terfully blended by creators of 
exquisite footwear, have pro-: 
duced shoes of matchless beauty. O° 
Shoes that sing a song of Sum- 
mer. Shoes that bubble with 
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corner the low priced 


high volume sandal field 


‘1.00 to *1.95 


retailers 


These sandals are always on the move! They 
don't stay on shelves long. You'll sell them as 
soon as you stock them. The best buy women 
can get anywheres at this low price. And the 
best selling low priced sandals volume buyers 
can carry. Look into the Restful sandal line. 


Our Shirley Temple slippers are 
promoted from coast to coast. 
The finest stores and depart- 
ments throughout the land are 
climbing on the Shirley Temple 
bandwagon and are profiting 
plenty. It's a line that has 
clicked since we introduced it. 
It's a line with immeasurable 
Be sure to see our line at opportunity. Write or wire us 
the National Shoe Fair in for samples and prices. Or a 


Chicago, on January 4, 5, 6 a ‘ . 
and 7. We'll be in Rooms | card will bring a representative. 


1301-W and 1303-W at the 
Palmer House. 


Shirley herself will wear this shoe (below 
in her new picture—“The Stow. 
now being released. 


riting advertisers please mention Boot and Shoe Recorder 
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THE MAKING 


AT CHICAGO Craftsmanship of the old school, coupled with modern science, 
ROOM 806 creates a shoe that a nation’s shoe men acclaim. [If it’s a Stacy- 
PALMER HOUSE Adams, you know it’s the best! The Stacy-Adams Custom Grade 
JANUARY shoe, to retail at $12.50 and up, and the Bion F. Reynolds line, 
4,5,6&7 to retail at $9 and up, have just got to be right. 


The skilled workers of this 60-year-old factory, from grandfather 
to grandson, lack the knowledge to make other than a shoe of high- 
grade quality which has given the Stacy-Adams line a nation-wide 
acceptance. 


new Myopia Last, this 
carried in stock and 
Tp omnes P 


recent years. 


Black Calf 
0092 in Tan Calf 


STACY-ADAMS .- 


COMPANY 
BROCKTON, MASS. 
When writing advertisers please mention Boot and Shoe Recorder 
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Onc@g. 


TRADE MARK REG. U. S. PAT OFF 











Innersoles 
ms eo ’ Counters 
This Seal Identifies Quarterlinings 


ee | | 
Socklinings 




















All OncO shoe materials are made from SOLKA, the purified cellulose, created and con- 
trolled by Brown Company. SOLKA is used by leading manufacturers in 36 diversified 
industries to impart extra quality to hundreds of products without increasing the cost. A great 
many of these manufacturers are identifying their products with the SOLKA Seal of Quality. 











OncO Innersoles: Will withstand tests of boiling, baking, freezing, and ammonia soaking 
with no effect whatever on the innersoles. They have extreme flexibility, uniformity, and 
resiliency, and give satisfaction and pleasurable wear to the consumer. There is an OncO 
Innersole for every type of shoe where innersoles are used. 










OncO Counter: Flexible backpart that is live and resilient. If broken down for fitting pur- 
poses it will spring back to its original shape. Has a thin, wafer edge that is hardly discerni- 
ble in the finished shoe, yet its bottom is strong and rugged to hold and support the heel in 
the proper position. These counters are also light in weight. 











OncO Quarterlinings: The most outstanding value on the market. Beautiful appearance— 
unusual Mouldability—Standard Colors—Non-fraying edges—Pyroxylin Finish—Uniform. 






For Satisfied Customers Insist on OncO Shoe Materials 
With Solka Base— 
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Spring1937. 


The Tupper creations for Spring are 


ready to be seen. In all their colors, in all 


their glory, they are magnificent illustra- 
tions of a successful Spring line. In a 
myriad of lovely models merchants can 
readily rely upon to bring the volume ~ 


they seek this Spring. 


At The Palmer House in Rooms 


1359-1360-1361 


TUPPER, INC. 


352 FOURTH AVENUE, N. Y. 
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FLORSHEIM SHOES 


For MEN For WoMEN 


On DISPLAY 
AT 


PALMER HOUSE 
DURING 
BooT AND SHOE 
CONVENTION 


Looms 


O43 and 844 


Main of fice and factory just 8 
blocks west of Palmer House... 


THE FLORSHEIM SHOE COMPANY 


Manufacturers 


Adams, Glinton, Jefferson 
and Quincy Streets 
Chicago — 


When writing advertisers please mention Boot and Shoe Recorder 
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and of course they must wear — re i ' 
Lb longer, be comfortable and in- a 2 


a 
expensive. 


ihe 


and that’s exactly what millions of women 
will soon be demanding when they start out 
to buy their Spring footwear. 


And. You Me. Deatee 


Can meet that demand with the highest- 
styled, fastest selling line of ladies’ shoes 
Friedman-Shelby has ever presented. 


...Be sure to see this unusual line 


Beautiful Tie in the FOOT- 
FASHION grade a profitable 
$6 retoiler. 


Freeznwsesn SHELBY 
Brauch NWHERNATIONAL SHOE «o. kGjuil 
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THE public has all the problems 
of fashion and footwear; the mer- 
chant should have all the answers. 
So we telegraphed representative 
merchants from all parts of the 
country for expressions of opinion 
as to the path of progress and pros- 
perity in the year to come. 

They give us a true voice of the 
retailer and indicate, not only the 
outlook, but the expanding oppor- 
tunities for good business in the 





year to come. An underlying cur- 
rent of public service is to be seen 
in the attitude of the trade and will 
come to a natural peak of interest 
at the National Shoe Fair where, in 
all probability, all of these men will 
be in attendance and eager to shake 
hands with you—for they truly 
serve as leaders in _ industrial 


thought. 


* * * 


A. H. GEUTING of Geuting’s, 
Philadelphia, Pa., says: 

“I believe there are three main 
paths for shoe retailers to follow: 
First—there is a constant growing 
demand for real professional master 
service, backed by ample stocks. 
Such master service must have price 
freedom and an authoritative knowl- 
edge of shoes, lasts, leathers and 
the human foot and should, if pos- 
sible, encompass the entire family 
requirements. 

“Second—mass production built 
on price appeal must have its out- 
lets covered by the chain store field. 

“Third — mistakes of judgment 
leave the market with undesirable 
merchandise which bargain hunters 
and the impoverished seek at a 
price. 


BOOT AND SHOE 
Cc 

















“Any one of these policies, or 
more than one, if properly depart- 
mentized, may be followed for suc- 


” 


cess. 
oe: 


T. ARTHUR COHEN of Albany, 
N. Y., says: 

“From the standpoint of fitting, 
the Shoe Industry of tomorrow will 
be to those merchants who so sell 
their merchandise that proper fit, 
wear and comfort are assured. 

“The retail shoe industry is seek- 
ing a higher plane. It will attain 
that objective only by giving the 
best in quality, more intelligent fit- 
ting and sufficient mark-up so as 
not to destroy the incentive to give 
the utmost in service. 

“We have taken for granted that 
STYLE is uppermost and until 
manufacturers (who through com- 
petition lose sight of the health and 
comfort of the buying public) 
change, this higher plane will not 
be achieved.” 








CARL BURGSTAHLER of F. E. 
Foster & Company, Chicago, IIl., 
says: 

“We retailers can materially in- 
crease our unit sales if we and our 
organizations become occasion-con- 
scious, SHOES FOR THE OCCA- 
SION—thereby educating the con- 
sumer to the idea that different oc- 
casions demand distinctive shoes. 
There is a range of approximately 
fifteen different occasions in every 
day, for which different, distinctive 
shoes should be worn. 

“We Americans want New 
Thoughts, New Things, New Styles 
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and New Methods. So let us 
give ourselves NEW SHOES FOR 
EVERY OCCASION.” 


* * * 


MELVILLE KAUFMANN of Som- 
mer & Kaufmann, San Francisco, 
Calif., says: 

“Shoe fitting and shoe selling 
must so revitalize itself as a science 
that young men of good education 
and background will want to enter 
the retail field as shoe salesmen. 


[sos 
a oy. , 
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“Fair trade practices and appeal- 
ing minimum wage rates, which 
should be increased as young men 
show their worth; reasonable work- 
ing hours and, as time goes on, of 
shorter duration; and general satis- 
factory working conditions must be 
established in order to attract this 
caliber of person into the shoe sell- 
ing field. 

“Likely young men should be en- 
couraged to enter the shoe retailing 
field by being given opportunities 
for training in every phase of the 
business, being gradually advanced 
into selling jobs and to those of ex- 
ceptional ability opportunities even- 
tually given to become minor and 
later major executives.” 

* * * 


GEORGE J. BUNN of Salem, 
Ohio, says: 

“The past year has proved peo- 
ple will buy good shoes ‘if they 
have money. Business facts indi- 
cate more people will have more 
money in 1937. We plan to con- 
tinue the policy which forty-two 
years of experience has proved 
sound—stock good merchandise, 
well styled. Serve customers with 



























intelligently trained and courteous 
sales force. Style features plus foot 
comfort have become more impor- 
tant because of the increased shoe 
consciousness of the public. 

“To better serve a more exacting 
public, reliable information is very 
necessary. Every good shoe man 
realizes that the best informative 
sources are trade publications and 
the National Shoe Retailers Asso- 
ciation. More power to them.” 








DAVID S. HIRSCHLER of Hof- 
heimer’s, Inc., Norfolk, Va., says: 

“A Stradivarius in the hands of 
a carpenter would not sound half 
so sweet as a musical saw in the 
hands of a Kreisler. 

“The next twelve months in the 
retail shoe industry should see every 
shoe fitter become a competent, in- 
formed shoe fitter with the finest 
fitting devices at his disposal—in- 
cluding X-ray. The reputations of 
the manufacturers of fine footwear 
and the good names of reputable 
retailers have had enough slaughter 
at the hands of ‘guess-work’ shoe 


salesmen.” 
* * * 


BR ALPH P. LEVEY of M. Pokorny 
& Sons, New Orleans, says: 

“From all sides, everywhere, one 
is impressed by the buying activity 
that has developed in the last two 
months and indications are that the 
tremendous boom in industrial ac- 
tivity is in the making and that a 
very substantial revival will take 
place during the coming year. Much 
of this increased spending will go 
toward necessities — clothing and 
shoes. The style-minded retailer, 
conscious of these favorable changes 
in buying power, plus the restora- 
tion of confidence that is being 
gradually felt, is certain to realize 
his proportion of gain, provided he 
is prepared to accept this increase; 
and further assuming that he has 
the ability and forethought to gage 
his proportion of buying, keeping 
in mind this additional purchasing 
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power. The years of depression 
have convinced many that quality 
reflected in footwear is representa- 
tive of true economy. In setting 
forth our program for the coming 
year, those of us who are alert will 
be thinking in terms of grading up. 
I find that the public is awake to 
the wisdom of it already.” 

* * * 
PRESIDENT FRANKLIN D. 
ROOSEVELT, in his speech to the 
Inter-American Peace Conference at 
Buenos Aires, said: 

“Members of a family need 
no introduction or formalities 
when, in pursuance of excellent 
custom, they meet together for 
their common good. . . . Each 
one of us has learned the glories 
of independence. Let each one 
of us learn the glories of inter- 
dependence.” 

These words of our President are, 
in a sense, the keynote of this—our 
Leadership Issue—for our industry 
needs the emphasis of the family 
spirit and the interdependence of 
all men in the stream of trade be- 
tween cattle hide and the finished 
article at the fitting stool. 

We salute the Argentine for the 
leadership part it plays in the hide 
markets of the world, for many an 
American is walking around on sole 
leather that had its origin in the 
Argentine. 

The illustration below is from 
the calendar of the Sociedad Ano- 
nima Fabrica Argentina de Alpar- 
gatas of Buenos Aires. Over the 
years we have enjoyed these typical 


pictures of the Gauchos and this 
one indeed is very symbolical. 


* * * 


T. DUN BELFIELD of W. H. 
Steigerwalt, Philadelphia, Pa., says: 

“Uppermost are the problems of 
sales control, and proper season- 
ing; the elimination of chiselers, 
price-cutters and all those in the 
business who use methods detri- 
mental to the success of honest mer- 
chants. 


So 
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“We are entitled to a mark-up 
that will insure profits; and this 
mark-up must include the expense 
of a service that will command the 
respect of our clients. It, of course, 
must include proper styling and 
correct fitting—a combination that 
insures the good-will of the cus- 


tomer.” 
* & * 


PAUL 0. KUEHN of South Bend, 
Ind., says: 

“In the year to come, the fitting 
service so essential to every pro- 
gressive shoe store now will become 
more and more an important factor 
to success in the modern fast-mov- 
ing retail shoe game of today. 

“We are experiencing an evolu- 
tion which is showing itself more 
each year. One that is affecting the 
progressive merchant’s buying and 
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Riding for Leather in the Argentine. 





selling methods greatly. That evo- 
lution is in more than the shoe buy- 


ing public who are fast becoming. 


more fit-conscious and forcing the 
retail shoemen to equip themselves 
to supply their demand—that of fit 
along with style. This, in my opin- 
ion, can be achieved by a simple 
formula which has proven very suc- 
cessful in my store—namely, fewer 
lasts built into many good compan- 
ion patterns to be sold by trained 


shoe fitters.” 
* * * 


IEUGENE B. WARD of Morse and 
Haynes, Springfield, Mass., says: 

“For the year ahead and all the 
years to come, the slogan ‘Getting 
More Shoes Sold Right’ is particu- 
larly apropos. Bad shoes, badly 
fitted, will in the end work incalcu- 
lable harm to the entire industry. 
Good lasts, sanely modeled for cor- 
rect tread-base, must be presented 
and explained to the public and all 
grotesque foot-wrecking styles dis- 
carded if we are to make beneficial 
progress and live up to our respon- 
sibilities. 

“Let us abolish this house of 
freaks called ‘high style’ and build 
figuratively and literally upon a 
solid foundation.” 





MAURICE YOSKIN of Famous- 
Barr Company, St. Louis, Mo., 
says: 

“The Spring of 1937 should 
prove most interesting from the 
standpoint of better merchandise. 
The grading-up of your personnel, 
to take care of a natural increase, is 
most important. 

“Fashion is more important than 
ever before, due to its more luxuri- 
ousness and because of this, greater 
care must be given to its proper 
selection. There will be many in- 
fluences on style that will make 
this Spring the brightest and most 
colorful we have ever experienced 
and we must be prepared to render 
the utmost in service to meet this 
demand.” 








1937—WE SALUTE YOU 





—Time Marches On. 

—And 1937 is staring us in the face 
with an appraising eye and a 
challenging mien. 

—The New Year will offer alluring 
opportunities for the man of 
energy, initiative and vision—the 
man who keeps "in step” with 
the Parade of Progress. 

—All signs point to great events 
ahead. 

—1937 will witness the develop- 
ment of many new things and 
new uses for things. 

—And an upward trend in our 
standard of living. 

—With tremendous nation-wide ac- 
tivity in our efforts to lessen the 
breach between supply and de- 
mand. 

—Problems we'll have aplenty, both 
domestic and international— 

—But these will all be solved in due 
time; and the world will be all the 
better to live in. 

—So—here's a Happy New Year 
to you, one and = 

—With a friendly admonition to 
"keep in step," 

—For the pace is fast and furious 
these days— 

—And it's terribly lonely sitting by 
the road-side when the Parade 
is well up ahead. 


Facts i 


President 
mn ~ 


ALBERT WACHENHEIM, JR., of 
the Imperial Shoe Store, New Or- 
leans, says: 

“For 1937 I look forward to a 
greater interest in unusual patterns 
than we have experienced in some 
time. The shoe business is definitely 
getting faster and the retailer, to 
stay up to the minute in fashion, 
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must be buying much oftener than 
hitherto. The shoe retailer, to keep 
his place in the sun, must be very 
accessory-minded. Otherwise, he 
will not get the maximum results. 
With improved conditions and more 
money in circulation, 1937 gives 
promise to be a banner one for the 
live shoe man.” 


* * * 


eJESSE L. PATTON of Patton & 
Hall, Schenectady, N. Y., says: 

“The future distribution of shoes 
is a matter of grave consideration 
for the hundreds of men on the fit- 
ting stool who desire to get on in 
the world. It is our present opinion 
—the individual retailer and de- 
partment stores will draw closer to- 
gether as against the chain stores— 
who make price and volume their 
main objective. 

“We believe the public will be 
better served by stores whose slogan 
is ‘See how well we can do the job’ 
and by men who have an opportu- 
nity to have a well-rounded knowl- 
edge of manufacturers, qualities 
and leathers and where careful fit- 
ting is required.” 


* * * 





M., A. MITTELMAN of Goetz & 
Mittelman, Detroit, Mich., says: 
“Merchants, the country over, 
have been making the serious mis- 
take, this Fall, of not buying and 
promoting enough quality shoes 
which so many women would again 
buy if it were not for the fact that 
good shoe stores and departments 
do not buy or handle enough qual- 
ity merchandise and thereby force 
low grade shoes on customers in- 
stead. Next Spring and Summer, 
merchants can sell quality shoes in 
volume comparable to that of 1928 
and 1929. Millions-in bonuses and 
in increased incomes, the numerous 
orders being received by steel, auto- 
mobile and like industries—deliv- 
ery of which they cannot complete 
before six months—all indicate 
good business. Automobile manu- 
facturers are all showing vast im- 


















provements monthly and report 20 
per cent more sales during the auto- 
mobile shows. 

“Become quality-minded by pro- 
moting and selling QUALITY.” 


* * * 


HM ARRY H. PHELAN of Roch- 
ester, N. Y., says: 

“Success in shoedom, otherwise 
progress and prosperity, lies in one 
of two pathways: namely, either 
merchandising smart footwear at 
prices guaranteeing quality, good 
fitting and fine craftsmanship; or, 
dramatizing of beautiful corrective 
shoes, painstakingly and correctly 
fitted, to insure repeat business. 

“No retailer can _ successfully 
compete with chain store prices. 
Attempting to do so is heading to- 
ward disaster. 

“Of greatest importance for prog- 
ress and prosperity is for every in- 
dependent shoe retailer to affiliate 
with his shoe retailers’ association 
and to invest as much as possible 
from his knowledge and experience 
in order to profit from the success 
of others.” 


: y 
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BR USSELL WERNER of Frank 
Werner Company, San Francisco, 
says: 

“Our opinion is the independent 
shoe merchant, in building for to- 
morrow, must develop and increase 
his accessory business. In other 
words, hosiery, bags and gloves 
should have constant attention. This 
will bring more traffic into his store 
and put him in a position to com- 
pete with department stores and 
specialty shops.” 





* 





* * 


B. W. CHILDS of Thomas S. 
Childs, Inc., Holyoke, Mass., says: 

“There are so many factors en- 
tering into the building of the shoe 
industry of tomorrow that it is diffi- 
cult for us to give a definite an- 
swer; but we feel that many of the 
old methods must be revamped and 
new ideas and new merchandise 
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brought into the shoe business of 
the future. 

“From the fashion point of view, 
merchandise must be styled so that 








it will fit the foot better and give 
greater comfort and service to the 
wearer. The trend in men’s and 
women’s shoes seems to be to larger 
sizes and this fact is being generally 
understood by the public. 

“From the merchandising view- 
point, we feel that the independent 
shoe retailer must pay more atten- 
tion to price lining, stock control 
and turn-over. For fitting service 
we must rely upon the cooperation 
of the buying public as well as 
training our own salesmen.” 


* * * 


STEVEN J. JAY, of R. H. Fyfe & 
Co., Detroit, Mich., says: 

“I feel that business will demand 
more and has a right to expect that 
our job of merchandising, fitting, 
and styling will be better in 1937 
than it has been in the past 
year. This is due to the fact that 
our intelligence should have been 
strengthened and our experiences 
certainly lengthened—and the com- 
bination of both should put us in a 








































On the Shoe Fair Special! 
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position to give to our trade the 
value of same—with a closer obser- 
vation as to a maintained mark-up, 
less mark-downs, and not the over- 
estimated value of volume regard- 
less of either. 

“If we pursue this policy it will 
give us a much better picture in 
1937 than has been the experience 
in 1936.” 


* * * 








WILLIAM PIDGEON of Pid- 
geon’s, Rochester, N. Y., says: 
“1937 should and could be the 

best year if the independent shoe 

retailer chooses to make it so. The 
way to do it is to decide within your 
own mind and heart to develop an 
ideal—something solid and perma- 
nent that will stir your imagination 
and enthuse you. Let us say the 

Ideal to Serve Your Community in 

Fitting Footwear Better Than It Has 

Ever Been Served Before. 

“Go to Chicago in January and 
look over lines, lasts, manufactur- 
ers, their advertising and personnel, 
prices—and develop a price struc- 
ture that will fit your community 
and make a profit for you by this 
service that you render. 













BOOT AND SHOE RECORDER, December 26, 1936 


STAND for 


¢¢§ DON’T believe you can do today’s job with 
yesterday’s methods and be in business tomor- 
row” is a saying we have heard somewhere and 
it seems to fit into this number, which prefaces 
a new and, we hope, better year. 

About the time that the National Shoe Fair 
opens in Chicago, the new Congressmen and the 
new and old Senators return to Washington to 
open a legislative year. Let us hope that shoe- 
men everywhere, moving on to Chicago and the 
National Shoe Fair, will give a thought to the 
broader interests of the shoe industry and the 
cooperative part that it must play if it is to walk 
down the path of progress and prosperity. 

We have a set-up of associations in the dif- 
ferent branches of the trade that serve well the 
needs of each separate group. But have we any- 
thing in mind or in fact that unifies the industry 
of shoes into a working, cooperative body, vigor- 
ously progressive and at the same time staunchly 
protective of the needs of the entire industry? 
For make no mistake about it, we are entering 
a very momentous year when industries will 
not only fight industries for a larger share of 
the consumer dollar but will also fight for the 
rights and advantages which they can procure 
because of their inherent strength and the voice 
of numbers. 


THE shoe industry should be bigger in the 
battle of industries than it has been heretofore. 
It can only be strong and protective when it 
binds itself into a voluntary group of associa- 
tions or men who can speak with authority and 
fight for rights and liberties for we have, facing 
us in the year to come, the possibility of na- 
tional and state legislation ranging all the way 
from control of hours, wages and output to the 
function of tax collecting. 

It is true the shoe industry represents but 
2 per cent of the purchasing power of the nation 
when measured in sales at retail but inherent in 
shoes themselves is a much larger place in the 
public mind. Shoes are conspicuous for their 
use and abuse, their association with hurts and 
health; and also their very glorious contribu- 
tion to the pleasure of fashion, color and design. 
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1936 


Facing a 
Prosperity” 


Now it is obvious that anything that has such a dual 
personality and that is in use by every man, woman 
and child in America, is worthy of a larger place than 
that represented by 2 per cent of the national income. 
Other industries, like automobiles, may capture 20 per 
cent of the public purse, but not yet is the automobile 
universally owned and operated by all the public, all 
the time. 

Take a look at the shoe industry in one piece. If 
you include all the people who play a part in foot- 
wear, between the hide and the fitting stool, we have 
approximately 500,000 persons having a gainful place 
in the scheme of shoes. Such a voice might well be 
heard in the legislative halls of Congress and from 
past experience we have known how effective the mili- 
tant voice of a few retailers can be in a state com- 
mittee room. But not one of the groups or associa- 
tions within the shoe trade carries with it the wallop 
of authority comparable with the voice of an allied 
or affiliated industrial council. 


AN all probability, the new Congress will consider 
some form of NRA. It may have its place and func- 
tion back of the line of the shoe store but we have some 
doubts and some opinion on the feasibility of a retail 
code covering retailing horizontally. In the shoe store, 
a 30-hour schedule might upset the entire structure of 
service to the American public. You can’t put time 
measurement of factory work against time in shoe 
stores for “they also serve who only stand and wait.” 

Perhaps it would be better to have a separate retail 
shoe code in view of the character of the goods, their 
sale and service which cannot be grouped with “over- 
the-counter” selling. Few shoe stores in small towns or 
city neighborhoods, can pay a proper living wage if 
perchance a 30-hour week was to be made universal. 
We had enough trouble on the score of wages when a 
national minimum was set for all retailing, which was 
several dollars below the standard paid in shoe stores 
for the better service given at the fitting stool. That 
minimum wage clause almost automatically reduced 
wages to that low level (particularly in chain stores) 
because that is usually the case when minimums are 
set by law. 

After having weathered the depression, one would 
almost feel that a period of profitable operation might 


tter Future or 


*Profitless 
- Which? 


be expected by the majority of concerns in the service 
of shoes, from tanning to retailing; but actually, with 
the opening of a new year, the outlook is for profitless 
prosperity. 


WHAT can a supreme council of the trade do to cor- 
rect that condition? Perhaps that body should consider 
the price structure of shoes with a view to improving 
the financial status of the industry. For too many 
years, shoes have been bought and sold like any other 
apparel, with the exception of corsets; and yet shoes 
have a size-problem and a fitting-problem not pos- 
sessed by any commodity. And as a result, shoes can- 
not be bought and merchandised like any other com- 
modity. Shoes deserve separate consideration and 
special economic attention. 

We have, heretofore, used the automobile as a sym- 
bol. It is the greatest value in the world; and yet, the 
concerns in that intensely competitive business main- 

[TURN TO PAGE 264, PLEASE] 


A Sturdy Oak—not a Mushroom— 
in 1937 
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LOUIS F. TUFFLY 


President—National Shoe Retailers Association 


LEADERSHIP IN RETAILING 


THE retailing of shoes and its accesspties and affinities through shoe stores, 
shoe departments and shoe selling service totals a business of close to one 
billion dollars and represents the ultimate, distribution of products and ser- 
vices of this industry. 


Shoes are vended in 18,606 stores, él sssifie a® shoe stores (in other words, 
where shoes are a major item), Total sales in 1935 represented in these stores 
was $491, 722,000, being approxit na r rent of the total shoe business. 

jes in other stores, ranging 
ni vy stores 0.2 per cent, we 


mation. 
articles. 


Employees for the 18,4 J ei 
mated total payroll of $54 Z 0, Ye” 


Great progress has been made Ma will cantique| to. be made in the betterment 
of service of shoes in théapp fie’ interest: The Nat onal Shoe Retailers Asso- 
ciation in its 26th year | foves forward. 
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L. F. TUFFLY, President, Houston, Texas 
HERBERT J. RICH, Treasurer, Washington, D.C. L. E. LANGSTON, Manager 








PROGRESS and prosperity for the retail branch of the shoe industry, in 1937, can 
best be made more secure by a careful study of ways and means to educate—not the 


customer, this time—but your sales force and employees. 


In the final analysis, the success of your business rests with the salesman at the 
fitting stool. Regardless of how well you have availed yourself of style information; 
how well you have compiled size schedules; how properly you have displayed and 
advertised your merchandise and made your store inviting to finally entice the cus- 
tomer therein—no results have been accomplished until the salesman sends the 
customer out a satisfied purchaser. 


The way of the independent shoe retailer, like that of the transgressor, is going 
to be hard—unless your salesmen are trained to produce more effective results. 


BDO whatever is necessary to create the proper mental attitude in the minds of those 
who serve your customers. Make them happy and contented. As little as some of 
us realize it, the competition we face from stores selling footwear “over the counter” 
is becoming more and more serious; and our salespeople must be in a position to 
impress upon the customer the necessity of their services in the purchasing of foot- 
wear. The science of fitting shoes must not become a lost art. The helpfulness of 
properly trained salesmen to guide a customer in the purchase of correct footwear 


for the occasion, must be maintained. 


I see no immediate danger of independent shoe store owners not being able to 
eke out a comfortable living under the present order of things; but to enjoy some 
of the finer things of life is certainly the ambition of each one of us. And in order 
to be able to reach that goal, we must make some progress along different lines than 


has heretofore been followed by retail shoe stores. 


And so, for progress and prosperity during 1937, lay your plans now to increase 
the efficiency of the salesforce that serves your customers. 


President 


























NATIONAL BOOT AND SHOE 

MANUFACTURERS ASSOCIATION 

CHRYSLER BUILDING NEW YORK 
ORGANIZED i905 


WITH the continued trend toward sound business recovery and 
increased purchasing power of the masses, the shoe industry 
should reap its full share of benefit during 1937. 


Two factors are at work that should be of material assistance 
to the industry in building soundly for the future. The first is 
the very evident demand of the consumer for better wearing, 
better looking, better fitting footwear. The second factor is the 


very evident necessity for increases in the price of shoes. 


EF shoe manufacturers and shoe retailers face these two factors 
squarely and take this opportunity to break away from the old 
fixed retail price grooves, thereby bringing about more flexible 
retail price structures commensurate with actual shoe value as 
expressed in quality and style—the industry will have taken a 


most important step in building soundly for the future. 


FAMLLE 


President 
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FREDERICK A. MILLER 


PRESIDENT—NATIONAL BOOT AND 
SHOE MANUFACTURERS ASSOCIATION 


LEADERSHIP IN SHOE MANUFACTURE 


THE boot and shoe industry was one of the first coordinated hand and 
machine systems of progressive production. It has kept pace with the 
times through inventive ingenuity. 


The manufacture of boots and shoes is one of the earliest industries 
developed in the United States. Today it is one of the leading industries 
of the country.. The Department of Commerce statistics indicate that in 
the year 1933, the number of establishments was 1132 and number of 
pairs made 349,572,751; average number of wage earners—190,914; 
wages paid—$142,054,152; and a total value of products—$553,426,166. 


For the year 1936, the number of establishments showed a decrease, 
but production is expected. to top 400,000,000 pairs; and the number of 
wage earners, in all probability over 200,000. 


The National Boot and Shoe Manufacturers Association is the voice of 
ry Yepresenting more than 85 per cent of the pair production 
‘and dollar Waliline. 
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HERBERT N. LAPE 
CHAIRMAN NATIONAL SHOE FAIR 


LEADERSHIP IN SHOWMANSHIP 
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THE shoe merchant who doesn’t visualize his opportunities for 1937 is blind 
to the inevitable prosperity, for 1937 is a push-over; 1938 bigger; 1939 
“tops” and 1940—watch out. So let’s go to Chicago to find early the path 


to progress and prosperity. 


Let the shoe industry assume a militant merchandising attitude—not being 
content to take what is left after the customer has been outfitted with clothes 
and accessories. Tell the public footwear comes first. People are in the money 
and in a buying mood; and all that needs to be done is to service them 


properly and educate our sales forces to the opportunity for increased earn- 


ing power offered them by intelligent multiple sales. 


@N a rising market your customers demand more service as compensation 
for the price increase. Opportunities are expanding for the live merchant 
who makes his store interesting to the American public. Shoe merchants, as 
a whole, don’t seem to be aware of the fact that we are definitely in a credit- 
inflation period; but the public knows. It’s buying more goods and we need 


to direct that spending mood into shoes. 


Prices on most lines of shoes at present are no indication of the prices 
to be asked three to six months hence. So come to Chicago and attend the 
industry’s biggest Fair and plan for bigger business. Meanwhile, don’t 
allow your overhead to creep up. Get your business into a solvent, suc- 


cessful position for the best is yet to come. 


CHAIRMAN 
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CARL F. DANNER 


CHAIRMAN OF THE BOARD 
TANNERS’ COUNCIL OF AMERICA 


LEADERSHIP IN TANNING INDUSTRY 


THE basic position in the industry is held by the tanners of leather 
who scour the world for necessary raw materials to convert into 
modern leather for mankind’s footwear. The economics of world mar- 


kets play an important part in the scheme of the tanning industries. 


The value of the products of the American tanning industry rep- 
resents $380,000,000 worth of finished leather, produced in some 393 
establishments, by 51,500 workers at a wage of approximately 
$60,000,000. 

No division of the industry is more effective or efficient in its 
research laboratory and statistical accomplishments under the leader- 


ship of the Tanners’ Council of America—progressively planning for 


progress in 1937. 
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THE SHOE INDUSTRY OF TOMORROW 


AN appraisal of the future of the shoe industry from a tanner’s point of 
view may have certain advantages. At least it is free from any bias other 
than the frank desire to see the shoe industry progress in an economically 


sound direction. 


It was perhaps inevitable that during the past several years, under the 
stress of depression, that the quality standards of shoes would be impaired 
and price consciousness would dominate the shoe industry. Merchandising 
policies have been literally dictated by the quest for volume and in many 
instances quality has been ruthlessly sacrificed to the disadvantage of both 
the buying public and the shoe industry itself. As a result, the bulk of 
shoes of all grades is being sold at prices completely out of line with the 


general advance of other commodities. 


THE shoe industry has now come to a point where it is absolutely necessary 
to restore a healthy shoe price level. In making these readjustments, manu- 
facturers should recognize the fact that demand for quality by consumers 
can become much more important to the prosperity of the shoe industry than 


mere volume. Such a quality demand should be fostered by the shoe industry. 


Emphasis on quality may reveal markets which price competition has 
failed to uncover. The earning reports of some of our higher grade shoe 


companies would indicate that if the emphasis on quality is carried to its 


logical conclusion, a satisfactory price level can be achieved. 


CHAIRMAN OF BOARD 
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Very Definitely and Emvhatically— 
Cleaner Business in 1937 


BBY custom, by law and by necessity, trade practices 
are going to be straightened out to the rule of honesty. 
Business is going to be played with an honest deck of 
cards, no “deuces wild,” and it’s a good thing for it 
to come to pass for cheating, lying and word-juggling 
misrepresentation deceives no one but the teller, who 
ceases to be a seller of goods and services and becomes 
a chiseler in the dark. 

A number of examples point the way. We had oc- 
casion to sit in the office adjacent to a sample room of 
a prominent shoe manufacturer and although we had 
no intention of eavesdropping, we could not but hear 
the following conversation: 


“Sure I appreciate the size of this order and that it means a 
continuing buiness for years to come; but there are no special 
discounts tied to this line.” 


“But I am merchandise manager and I came on to negotiate 
with you over this big order covering all of our departments in 
all of our stores. And certainly I have saved you the cost of 
salesmanship on this order.” 


“Stop right where you are. I pay my salesmen 6% and I 
don’t take an order with or without them that doesn’t protect 
them on their commissions.” 

There you have it. Principle No. 1 in the new shoe 
deal, re-establishing the place and rights of salesman- 
ship. This order was a thumping big one and was 
cleanly consummated. If we are to have something 
other than “profitless prosperity” in the better period 
to come, we have got to build it on a foundation of 
salesmanship and proper consideration of that price- 
less ingredient of salesmanship in every transaction 
right to the point of fitting stool. More salesmanship— 
less need for Robinson-Patman laws to police business 
—more straight-forward business methods. 

The second principle is the one bearing on shoe 
values; and this too is an authenticated experience. A 
manufacturer was setting his prices for shoes to be 
delivered after March 1. He told the buyer: “I own 
the leather to cut these shoes but I propose to ask you 
a ten-cent rise, for I think you must begin to ask your 
public more in slow and easy stages of price progres- 
sion because I positively feel that six months hence 
you will be forced to take a rise in cost so great as to 
make a serious problem in your store. It’s better for 
you to raise your prices slowly than to make a big 
jump. I am convinced that J will have to pay more 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


for my leather supplies and labor and that unless we 
face this situation with a planned progression of prices 
we are going to be in a tough spot six months from 
now.” This second episode illustrates the need for 
advanced thinking about salesmanship. 

The manager of a very alert and aggressive shoe department 
had shown a very pones record of shoe selling at better price 
levels. Unfortunately he was taken sick and was out of the 
department for many weeks. During his absence, his assistant 
—who seemed to be a man of promise and pleasing personality 
—lacked the courage to offer the better shoes and as a result, 
sales in the top line dropped to 20% Bear in mind that condi- 
tions were not changed in that community. There was no local 
disturbance or, for that matter, no difference in the line. The 
assistant, somehow, was loath to take money away from the 
customer and invariably offered shoes at lower prices. Fortu- 
nately, the manager returned and again demonstrated that lead- 
ership was something worth fighting for and the old selling rec- 
ords were restored to the profit of the business, the wage 
envelopes of the clerks and the pleasure and satisfaction of the 
public. 

Who is so wise in his shoemanship that he 
thinks that the public purse should be spent for 
everything else but shoes and that cheap shoes 


are best for the public because so many are made? 


The fourth point that we want to stress is that of 
more effective and more efficient operation of stores. 
Businesses that have learned to reduce their overhead 
should fight every rise in overhead with a “tough guy” 
counting the pennies of expense. One of the great 
department stores of America made a decision that 
hereafter it would limit its net profit on sales to 4 per 
cent, for with that in mind, it would be sure to give 
the public the most and the best for the money. Would 
that shoe businesses generally netted 4 per cent on 
sales—the complications of shoe sizes, widths, fashions 
and phobias deserve greater public education if shoe 
service is to be truly appreciated. 

Plan to put a premium on salesmanship by making 
it possible for men and women who are in the business 
to make a living wage commensurate with their needs. 
In the year to come, the retailer must be lifted from 
his sub-profit level to one that compensates his capital, 
his brains and his time for the goods and services he 

[TURN TO PAGE 252, PLEASE] 





POINTS THE WAY TO 


War can Style contribute to LgAdership in Shoes? 
Perhaps the best answer to that question will be found in what it has 
contributed up to now. Women’s shoe consumption this year reached 


an all-time peak of 3.45 pairs per capita. An economist’s analysis of 


this record,* published elsewhere in this issue, declares that “one essen- 


tial reason for the growth in women’s shoe demand is the style factor. 
Each year this seems to be gaining in importance as the determining 
factor in the volume of shoes sold.” Each year in the future, it seems 
certain, Style will continue to point the way to Leadership. And each 


ensuing season it will serve as an inspiration to those who aspire to lead. 


*See article “Smashing All 
Records in Shoe Production.” 





in the Shoes 


A New Season 


AIRINESS, daintiness, youth and gayety and 
femininity . . . these five words sum up the spirit 
of a new season. And it’s because she typifies all 
these qualities that we picture the lovely lady at 
your right as the frontispiece to our style story 
for Spring and Summer. 

On the pages that follow we give you 1937 shoe 
fashions made for youth and designed by the style 
leaders of the shoe industry. 

They are shoes that strike the new note and 
set the new tempo. They are not every woman’s 
shoes or the shoes that every store can sell every 
day. But they are the fashions from which every 
merchant can get a new inspiration. 

As he sees these leadership shoes, he will sense 
a new femininity in types and treatments. Even 
sport shoes have lost their solid, sturdy, plain 
Jane look. Lines are lighter, details are daintier. 

He will note that the high front is definitely 5 
the season’s silhouette, but that this high line is ’ 
cut down and cut out to give an open, airy, dar- 
ingly new expression. 

He will observe a greater variety in shoe mate- 
rials. He will see a wider scope in color . . . after 
a Winter of dark and sombre shoes, fresh possi- 
bilities for the promotion of colorful footwear. 

He will realize, in short, that style is in the 
ascendency, youth is in the air and the shoe busi- 
ness can, if it will, ride the top of the world! 
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EVERYTHING about the new fashions works to- 
gether to bring ankles into the spotlight. Everything 
about the newest shoes aims to make the feminine 
foot as eye-appealing as possible. Skirts for Spring 
will continue short. Even the evening skirt is lifted 
to give a glimpse of ankle. Many daytime skirts will 
continue to flare, not quite as widely as the “swing” 
skirts of this Winter, but enough to give movement 
to the silhouette, and to direct attention to a pretty 
foot. It is notable, too, that trimming details are 
going to the hemline. Bandings of contrasting color, 
of braid or embroidery, pleating and ruffling are used 
to emphasize the bottom of the skirt. The whole 
emphasis of clothes is shifting from the shoulders 
to the skirt . . . a change of pace that is all to the 
good for the shoe industry. 
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WITH so much costume interest concentrated in the skirt, women can’t help but be more conscious 
of their feet. And dramatic designs in flattering shoes will have their heyday in 1937. We say dramatic 
designs advisedly, because it is the basic design, not the trimming, that counts the most. Every one of 
the high style shoes on these pages is interesting in its fundamental pattern conception rather than in 
its novelty of trimming. What trimming there is, you will find used to emphasize these basic lines. 

The basic line is high over the instep, continuing the silhouette so strongly established this Winter. 
But between Winter types and Spring types, what a difference! The high line of Spring is only a shell. 
Designers have shown remarkable ingenuity in lightening and “aerating” the high-riding shoe. 
Open toes and large perforations are two favorite devices for giving this airy, open look. All man- 
ner of crossed strap effects and innumerable ways of constructing cut-outs have been called into 
play. The material removed from a shoe is what gives the new models their new character! 
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WHEN we say “country shoes” we feel that here’s a 
chance for some refined speculation, because the idea is 
all so new and because of the fact that they are not 
otherwise tied up with any of the traditions in clothing 
that guard the sanctity of the town wardrobe. 

Casual is the word—comfortable is the description— 
both in “country clothes” and in “country shoes.” Light, 
fleecy camel coats for early Spring and cool Summer 
evenings after golf. Tweeds mingle with shetlands, 
gabardines with linens. If a tailor can play fast and 


loose with “country clothes,” then certainly it is no 
time to look for restrictions in “country shoes.” 

The 1937 Spring and Summer picture certainly is not 
hide-bound to any tradition. There are several new 
shoes and many changes in accepted types. News in ma- 
terials include a new skuff-proof, briar-proof reversed 
calf, sturdy pig and combinations of pig and reversed 
calf, crocodile and reversed calf, two tones of reversed 
calf, and reversed calf trimmed with smooth calf. 

[TURN TO PAGE 252, PL 
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ll Records 


“ Shoe 
Production 


WHEN the final 1935 shoe production figures 
were tabulated and it was found that almost 384 
million pairs of shoes had been produced, there 
were many of us who felt that the peak had been 
reached, that a number of years would have to go 
by before the growth in population would neces- 
sitate an equal volume again. We were wrong! 

We looked at the record and found that the 
1935 output of slightly more than 3 pairs per 
capita was higher than in any year since 1923. We 
looked at the record and found that in only three 
other years, 1909, 1919, and 1923, had production 
ever exceeded 3 pairs per capita. It was believed 
that those were extremely unusual years and that 
to a large extent the size of the production was due 
either to war conditions, large net exports of 
shoes, or both. And finally it was believed that 
a production of more than 3 pairs per capita was 
a phenomenon not to be witnessed two years in 
succession. We were wrong! 

As this is being written preliminary totals for 
the first nine months have been released by the 
Department of Commerce. Based on these figures 
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it is estimated that total 1936 output will exceed 400 
million pairs and probably amount to about 403 
million. 


THIS is a new record. The old record made in 1935 
of 383,761,000 pairs is being exceeded by about 20 
million pairs. On a per capita basis this will make two 
years in succession that production has exceeded 3 
pairs per capita. This is a new record. Production in 
1936 computes to 3.15 pairs per capita. This figure 
was topped only once—in 1923. But in 1923 we had 
exports of 7,698,000 pairs as compared with exports 
this year of only about 1,600,000 pairs. That makes a 
net difference in exports between those two years of 
more than 6 million pairs. After making adjustments 
for exports we find that production for domestic use 
in 1923 amounted to only 3.09 pairs per capita while 
production this year for domestic consumption 
amounted to over 3.13 pairs per capita. Again, this is 
a new all time record. 

So far only production of shoes has been discussed. 
Production in 1936 broke all previous records, but 
what of consumption? 

It has been computed that in 1936 the domestic con- 
sumption of shoes amounted to 396,540,000 pairs. This 
is the greatest total on record. As has been emphasized 
in the past, however, this is not the real test. Sales 
volume should normally increase every year in keep- 
ing with the constantly increasing population. There 
are almost seven million more people in the country 
today than there were in 1929. Obviously, more shoes 
should be sold. The basic measure of shoe consump- 
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tion is not total volume, but per capita volume. 
us again look at the record. 


EN 1936 the per capita consumption of shoes amounted 
to 3.10 pairs. This is the greatest per capita volume 
on record. As a matter of fact in only one previous 
year, 1909, did shoe consumption exceed three pairs 
per person. In that year, the previous record, consump- 
tion computed to 3.05 pairs per capita. On this logical 
basis of measurement 1936 is again a record year. 

An examination of 1936 shoe production and con- 
sumption has shown us that, as far as total ‘output is 
concerned, this has been a record year. These are the 
new records: 


Production:—Highest volume on record. 
Two successive years of over three pairs per 
capita. 
Highest per capita production for domestic use. 
Consumption:—Highest volume on record. 
Highest per capita consumption on record. 


An important factor involved in the establishing of 
these records has been the rapid increase in consumer 
income and the low level of shoe prices. In terms of 
the general commodity price level shoe prices are 
lower today than they were in 1932. Shoe prices, it 
is true, have shown some increase from their lows, but 
nowhere near as much as has been shown in other 
commodities. 

With shoe prices today but little changed from 1935 
and consumer income up by at least 10 per cent, is there 
any reason why shoe sales shouldn’t have increased to 
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the extent they did in 1936? In terms of shoes the pur- 
chasing power of the consumer dollar is about as high 
as it was in 1935—and there are many more of those 
dollars today than there were then. 

It must be borne in mind that the figures on shoe 
consumption presented in this article are computed 
data. There are no accurate compilations of the pair- 
age volume of retail sales. The figures shown in this 
analysis are based upon the assumption that over a 
period of one or two years the volume of shoes pro- 
duced for domestic consumption is a reasonably ac- 
curate measure of the number of pairs actually sold. 
Adjustments for imports are, of course, also necessary. 
It is believed that while these consumption figures are 
not precise, they do measure within reasonable limits 
the movement of shoes to consumers. 

From the charts showing total production and con- 
sumption it will be seen that prior to 1928 there was 
almost always an excess of production over domestic 
consumption. The reason for this is that in those years 
there was always a substantial volume of net exports. 
In 1928 exports and imports of shoes practically bal- 
anced each other. Since then imports have consistently 
been greater than exports. 

The record for total shoe production, all types com- 
bined, has now been examined. Old records have been 
broken and new records have been established. But 
what has happened in the men’s shoe field? In the 
women’s? Have these gains in production and con- 
sumption been distributed among the various types 
making up these totals? That the answer to these ques- 
tions is No will be seen from the following analysis by 
types. 

Leadership in Women’s Shoes 
It is plain that the bulk of the increasing per capita 


demand for shoes has been in women’s shoes. The 
previous records for both per capita production and 
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per capita consumption were made in 1935. These 
have now been broken and new records established. 
In 1936 per capita consumption reached an all time 
high of 3.45 pairs. Production amounted to 3.47 pairs. 
Each year since 1931 has witnessed an increase in per 
capita demand. These per capita increases in conjunc- 
tion with a growing adult population, have lifted the 
volume of production to over 160 million pairs. In 
1936 there were 50 million more pairs of shoes pro- 
duced and consumed than in 192], and 25 million 
pairs more than in 1929. About 45 per cent of the 
gain in volume since 1921 has been in women’s shoes. 
Since 1929 women’s shoes have accounted for about 
60 per cent of the increased volume of total production 
and consumption. 

One essential reason for the growth in women’s shoe 
demand is the style factor. Each vear this seems to 
be gaining in importance as the determining factor in 
the volume of shoes sold. It has been suggested that 
another factor in this growth in volume has been a 
decline in the quality of shoes produced with a result- 
ing decline in the life of the shoe. While it is true that 
hide and leather prices have increased considerably 
more than shoe prices thereby increasing the pressure 
on manufacturers to use cheaper cuts of leather, it 
should also be borne in mind that other costs of pro- 
duction have been lowered. In 1929 only about 5 per 
cent of all women’s shoes had cemented soles. By 
1933 this had risen to 26.8 per cent. 

In addition, there is some question as to the impor- 
tance of the long or short life factor in women’s shoes. 
While it undoubtedly has some importance, it is doubt- 
ful if it is in proportion to the amount of wear in- 
volved. I mean by this that if women’s shoes were 
made to wear twice as long, there certainly wouldn’t 
be a 50 per cent drop in shoe consumption. Nor is it 
likely that if women’s shoes were made to wear only 
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Appeal of Fashion Increases Sales of Women’s 


Shoes to All-Time High of 3.45 Pairs Per Capita 


half as long as now there would be a demand for twice 
as many pairs. We have seen that the average annual 
sale of shoes per capita in 1936 was about 3.45 pairs. 
Involved in this average are some who buy one pair, 
as well as some who buy seven or eight pairs. To 
those who buy only one or two pairs a year, wear is 
undoubtedly important. As the number of pairs pur- 
chased each year increases, however, the importance 
of wear (within reasonable limits) becomes less, and 
the importance of style immeasurably greater. 


No Per Capita Gain in Men’s Shoes 


While men’s shoe production in 1936 was higher 
than in any year on record except 1923, and the con- 
sumption of men’s shoes greater than in any year with- 
out exception, no new records have been established 
from the point of view of individual demand. Per 
capita production in 1936, it is true, reached 2.20 pairs 
but that was no higher than in 1929 and less than in 
1922, 1923, 1924, 1925 and 1927. 

Per capita consumption rose from 2.08 pairs in 
1935 to 2.17 in 1936, but consumption in 1923 and 
1924 was considerably higher. True, no new records 
have been made, but there is this—per capita consump- 
tion in 1936 was higher than in any year back to 1924. 

The general trend in per capita demand for men’s 
shoes has been downward for so many years—since 
1923—that the return to the 1927-1928 level is of 
particular interest. In the first place it must be borne 
in mind that the downward trend mentioned above was 
accentuated by the depression. While the real trend 
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has undoubtedly been downward, it has probably not 
been so great, basically, as is indicated by the figures 
and the chart. Involved in this downward trend have 
been such factors as the use of the black shoe as an all- 
purpose shoe, for business and semi-dress, and the use 
of the ordinary black shoe with dinner clothes instead 
of patent leather shoes. The increase in the life of the 
average pair of shoes as the result of less walking has 
also been of importance. And finally, it has been 
claimed that each year a smaller proportion of the na- 
tional income is spent for strictly masculine apparel. 
Consumer expenditures for such items as radios, auto- 
mobiles, refrigerators, and other “luxury” goods are 
supposed to have been drawn not only from savings 
but also from that part of income formerly spent on 
men’s clothing. Whether this theory will stand up 
under close scrutiny is not certain. It is offered here 
merely as a possible additional explanation of why 
the per capita demand for men’s shoes has tended down- 
wards, 

In any event, there has been an upturn since the 
low of the depression. Increased consumer income 
plus low shoe prices has raised the per capita demand 
for men’s shoes by more than 25 per cent. In the last 
two years an additional factor, that of style, has been 
growing in importance. White shoes, two-toned shoes, 
shoes with perforated uppers have all undoubtedly 
had an effect on men’s shoe volume. To some extent 
these styled shoes have not been extra shoes, but sub- 

[TURN TO PAGE 338, PLEASE] 


INFANTS’ SHOES PER CAPITA 
4 POP_AGE GROUP:MALES & FEMALES UNDER S$ YAS. | 
4 


- PRODUCTION 


1921 





Photographed above is an Alix Hostess 
gown in the Greek tradition. 





The ankle-laced slip- 
pers. of \the French 
Revolution are revived 
in the footwear of 


_ and the Pilgrims of America : o 1937. 
ee Geeta that cacseuti dash of style to 
the footwear of 1937. 

Our purpose in this article is to show the outstand- 
ing styles in each era—how outstanding styles in the 
shoes of today owe their existence to history. 

Today’s Chinese influence dates back to shoes at the 
beginning of our civilization. The important criss- 
“cross straps were introduced by the Egyptians. Open- 
toe sandals were the fashion in ancient Assyria, too. 
So were laced shoes. 

[TURN TO PAGE 126, PLEASE] 
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During the second Em- 

pire boots were as in- 
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EEIGHTEEN years ago in Chicago an ambitious young 
bond salesman, Paul Siegel, found time hanging heavily 
on his hands Saturday afternoons. Prospective cus- 
tomers were away from their offices. There was little 
business. That, in itself, was a consideration. But it 
was not the main one. He abhorred idleness. He could 
not stand inaction. He looked around for a job. 

A great women’s footwear store needed a stockroom 
boy. Pretty much in the spirit of adventure—this was 
a new world for him—he applied. Bright, smart, an 
up-and-comer, he was hired. 

Fine leather and fine shoes fascinated him. In 
a little while he was a full time salesman on the 
floor. Stocks and bonds business became a thing of 
the past. He had found his vocation. Keen-eyed, trig- 
ger-swift-minded Paul Siegel had chosen well. Today 
he is credited with being the leading stylist of women’s 
footwear for one of the foremost concerns of its kind 
in the world, O’Connor and Goldberg, for whom he 
went to work that memorable day eighteen years ago. 

A dynamic, slenderly-built person he is the epitome 
of modesty. He modestly refrains from speaking about 
himself, especially about his own achievements. But in 
contrast to that reticence is his willingness to talk about 
O’Connor and Goldberg. Then his dark brown eyes 
light up, his oval, dark-mustached face grows animated, 
his usually low-modulated voice takes on a higher tim- 
bre, he draws more swiftly on the pipe between his teeth. 

His affection for, and pride in the firm, are as 
obvious as the Empire State Building. He makes no 
effort to hide either. To him O’Connor and Goldberg 
are the pinnacle of the women’s footwear world. 

Seated on a dais in the pastel colored studio of the 
New York office, with row and rows of fascinating 
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by EDMOND LEAMY 


feminine foot-coverings spread out on the rich, one- 
tone carpet in front of him, he tells how his firm, which 
had its beginning back in 1903, was the first to go in 
for fashion-shoe advertising, and was the first to put 
style in women’s shoes. 

“Before that,” he says, “most women bought only 
two pairs of shoes a year; high ones for Winter, ox- 
fords for the Summer. 


**MIR. GOLDBERG conceived the thought of promot- 
ing high styles in women’s footwear. It was an unprece- 
dented thought. It was revolutionary. Goldberg was 
courageous and insistent. Women’s footwear definitely 
underwent a change. The response was electric. Prac- 
tically overnight O’Connor and Goldberg became one 
of the foremost women’s shoe style firms of the world.” 

For ten or fifteen years there was very little com- 
petition. Then it came like a swift flood—and was 
answered boldly. O-G went to the capitals of Europe 
for ideas which translated themselves into new and 
original types of shoes for women. Again they posi- 
tively established in the minds of the buying public 
that they were among the paramount style creators of 
women’s footwear. 

All this Paul Siegel explains, little realizing that, 
in talking about his firm, inevitably he is talking 
about his own work as well. It could not be other- 
wise. For Paul Siegel for sixteen years was right hand 
man to Julius A. Goldberg, who died suddenly last 
March. 

This he would deprecate. But he does not deny that 
for “sixteen years he practically ate, slept and drank 

[TURN TO PAGE 346, PLEASE] 
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PAUL M. SIEGEL 
of O’Connor & Goldberg 


A fitting stool foundation ts a necessary 


5 life ean compare with that of his first sale 
g stool as a Saturday extra. It had been his 
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Start the New Shoe Year 


HERBERT N. LAPE 
Chairman 


Julian & Kokenge Co. 
Columbus, Ohio 


THE famous committee of ten— 
old and new faces—carries on the 
work of coordinating the fairs of 
the shoe industry. It is their re- 


JAMES E. WALL 


Wall-Streeter Shoe Co. 
North Adams, Mass. 


Entire Industry 


sponsibility to plan the exposition, 
the programs and the financing. 
They have put in a year’s labor 
in planning for the National Shoe 
Fair, to be held at the Palmer 
House in Chicago, January 4-7, 
1937. Their only reward is the 
consciousness of a duty done. But 
there is an opportunity to acclaim 
with praise or explain with con- 
structive criticism at the annual 
banquet of the Shoe Fair, the larg- 
est annual gathering of the trade. 
The National Shoe Fair will hold 
its annual Banquet Wednesday eve- 
ning, January 6, at 7 P.M., in the 


MAXEY JARMAN 


General Shoe Corp. 
Nashville, Tenn. 


Grand Ballroom of the Palmer 
House. 

This banquet is jointly held by 
the National Boot and Shoe Manu- 
facturers Association and the Na- 
tional Shoe Retailers Association. 
No other banquet will be sponsored 
by the National Shoe Fair. 

The banquet, entertainment and 
revue is expected to set a new 
high for a festive gathering of shoe 


on Display 


HOWARD S. SMITH 
Treasurer 


J. P. Smith Shoe Co. 
Chicago, Ill. 


men. The excellent food of last 
year’s affair, with its unique pres- 
entation, will be excelled by the 
Palmer House catering staff. Fol- 


FRANK S. RICE 
Rice-O'Neill Shoe Co. 
St. Louis, Mo. 
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at the National Shoe Fair 


HARRY E. FONTIUS 
Vice-Chairman 


Fontius Shoe Co. 
Denver, Colorado 


lowing the banquet, the appetite 
for mirth and merriment will be 
satisfied with a galaxy of stars 
from stage, screen, night clubs and 


MARCUS RICE 


The May Co. 
St. Louis, Mo. 


Seleet 


Your Fashions, 


air waves, who will appear in an 
elaborate revue. 

Shoe men expecting to attend 
the banquet are urged to secure 
early reservations. Tickets will be 
$7.00. Tables of ten are being ar- 
ranged for group reservations. Ta- 
bles are also being set aside for 
single reservations. 

The banquet is the culminating 
event of the Shoe Fair. Manufac- 
turers and merchants join together, 
after three days of serious business, 
for an evening of relaxation and 
friendly contact. 


GEORGE B. HESS 
Secretary 


N. Hess & Sons 
Baltimore, Md. 


Because the capacity of the 
Grand Ballroom is limited to 1000 
shoe men, we recommend that you 
make your reservations immediate- 
ly. Address reservations to the Na- 
tional Shoe Fair, Palmer House, 
Chicago, III. 

The committee of ten consists of 
five leaders from the National Boot 
and Shoe Manufacturers Associa- 
tion and five from the National 


Features. 


CARL H. BURGSTAHLER 


F. E. Foster Co. 
Chicago, Ill. 


Shoe Retailers Association, who 
have the entire responsibility of 
the management, direction and pro- 
motion of the fair. 


JOHN R. LAYCOCK 


Hanan & Son 
New York, N. Y. 


Franchises 
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Acme Shoe Mfg. Co., 
Acrobat Shoes, Inc., 
Adams Bros., 
Adler-Jones Co., 


Adrian X-Ray Shoe Fitter, Inc., : 
Milwaukee, Wisc. 


Air-O-Pedic Shoe Company,Brockton, Mass. 


Clarksville, Tenn. 
Faribault, Minn. 
Pittsfield, N. H. 

Chicago, III. 


Air Step Shoes, St. Louis, Mo. 
Algy Shoes, Inc., Everett, Mass. 
Allen Edmonds Shoe Corp., Belgium, Wis. 
Allied Shoe Co., Inc., Elgin, tl. 
Altman Bros., Cincinnati, Ohio 
American Shoemaking, Boston, Mass. 


Amglo Corp., Chicago, III. 
Ansin Shoe Mfg. Co., Athol, Mass. 
Anwelt Shoe Mfg. Co., Athol, Mass. 


E. R. Apt Shoe Co., Rockland, Mass. 


Arlington Shoe Mfg. Co., Inc., 
Methuen, Mass. 


Armstrong Cork Co., Lancaster, Pa. 
D. Armstrong & Co., Inc., Rochester, N. Y. 


Arnold Bros. & Co., 
East Weymouth, Mass. 


M. N. Arnold Shoe Co., 
South Weymouth, Mass. 


Ascutney Shoe Corp., Windsor, Vt. 
Athletic Shoe Co., Chicago, III. 
John B. Atkinson Shoe Co., Boston, Mass. 
Augusta Shoe Corporation, Auburn, Maine 
Ault-Williamson Shoe Co., Auburn, Maine 
Avon Sole Co., Avon, Mass. 


B & B Shoe Co., Chicago, tll. 
B-W Footwear Co., Inc., Worcester, Mass. 
Bancroft Walker Co., Waltham, Mass. 


James A. Banister Company, 
South Weymouth, Mass. 


Barbour Welting Company, Brockton, Mass. 
Baris Shoe Co., Inc., New York, N. Y. 
Barker Shoe Co., Inc., Auburn, Maine 
Barnett Footwear, Inc., Brooklyn, N. Y. 
Barr & Bloomfield Shoe Mfg. Corp., 


Seabrook, N. H. 
Bass, G. H. & Co., Wilton, Maine 
Bates Shoe Co., Webster, Mass. 
Beau Peep Products Co., Chicago, III. 
Beckerman Shoe Corp., Brooklyn, New York 
Bedford Shoe Co., Carlisle, Pa. 
George E. Beicher Last Co.,stoughton, Mass. 
Bell Brothers Co., Wolfeboro, N. H. 
Belle Meade Shoe Co., Nashville, Tenn. 
Belleville Shoe Mfg. Co., Belleville, Hl. 
Best Shoe Co., Boston, Mass. 
Big “K” Shoe Mfg. Co., Cincinnati, Ohio 





Official List of Exhibitors Up to the Time of Going to Press 


Bleecker Shoe Co., Inc., New York, N. Y. 
Bloom Bros. Company, Minneapolis, Minn. 
Blue Ribbon Shoemakers, St. Louis, Mo. 
Blum Shoe Mfg. Co., Dansville, N. Y. 
Bond Shoe Co., Inc., New York, N. Y. 
Boot & Shoe Recorder, New York, N. Y. 
Walter Booth Shoe Co., Milwaukee, Wis. 
Boston Novelty Shoe Corp., Boston, Mass. 
Boyd-Welsh, Inc., St. Louis, Mo. 
Brauer Bros. Shoe Co., St. Louis, Mo. 


Bridgewater Workers Co-operative 
Assn., Inc., Bridgewater, Mass. 


Brilliant Brothers Co., Boston, Mass. 
Brindis Shoe Co., Lawrence, Mass. 
British Walkers, Chicago, III. 
Brooks Shoe Co., The Wm. Nelsonville, Ohio 
Brown Shoe Co., St. Louis, Mo. 


H. H. Brown Shoe Co., inc., 
Worcester, Mass. 


Burtman, Rondeau Co., Boston, Mass. 
Burtron Shoe Co., Inc., Farmington, N. H. 


Cc 

St. Louis, Mo. 
Carlisle, Pa. 

Carthage, Mo. 


Capitol Shoemakers, 
Carlisle Shoe Co., 
Carmo Shoe Mfg. Co., 
Central Shoe Co., St. Louis, Mo. 
Central Slipper Co., Bayonne, N. J. 
Champion Shoe Mfg. Corp., New York, N. Y. 
Chesapeake Shoe Mfg. Co., Baltimore, Md. 
Edwin Clapp & Sons, Inc., 

East Weymouth, Mass. 
Clark Shoe Co., Auburn, Maine 
A. C. Clayton Printing Co., St. Louis, Mo. 
Clickstein Shoe Co., Boston, Mass. 
Cohen, M., & Sons Shoes, Inc., 

Brooklyn, New York 

B. E. Cole Co., Norway, Maine 
Cole, Rood & Haan Company, Chicago, III. 
Colella & Leighton Shoemakers, Lynn, Mass. 
Collingwood Shoe Co., Inc., Endicott, N. Y. 
Collins-Morris Shoe Co., St. Louis, Mo. 
Colt-Cromwell Co., Inc., New York, N. Y. 


Comfort Sandal Mfg. Co., Inc., 
Long Island City, N. Y. 


Comfort Slipper Corp., Fitchburg, Mass. 


Commonwealth Shoe & Leather Co., 
Whitman, Mass. 


Compo Shoe Machinery Corp., Boston, Mass. 
Conformal Footwear Co., St. Louis, Mo. 


J. M. Connell Shoe Co., Inc., 
South Braintree, Mass. 
Connolly Shoe Co., Stillwater, Minn. 


Conrad Shoe Co., North Abington, Mass. 
Consolidated Shoe Corp., Cincinnati, Ohio 
Keene, N. H. 


Conway Shoe Co., Inc., 
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Coon Co., W. B., Rochester, N. Y. 
A. Cooper & Sons, Inc., New York, N. Y. 
S. Cooper Mfg. Co., New York, N. Y. 
Cooper, Wells & Co., Chicago, III. 
B. A. Corbin & Son Co., Boston, Mass. 
Jos. F. Corcoran Shoe Co., Stoughton, Mass. 
Cord Shoe Co., Beverly, Mass. 
]. & T. Cousins Co., New York, N. Y. 
Craddock-Terry Co., Lynchburgh, Va. 
G. P. Crafts Co., Manchester, N. H. 
Crescent Shoe Co., New York, N. Y. 
Crystal Fixture Co., Chicago, II!. 
Curtis Shoe Co., Inc., Marlboro, Mass. 
Curtis-Stephens-Embry Co., Reading, Pa. 
Charles Cushman Co., Auburn, Maine 


Dainty Maid Shoe Company, Haverhill, Mass. 
Dainty Maid Slippers, Inc., Brooklyn, N. Y. 


Devine & Yungel Shoe Mfg. Co., 
Harrisburg, Pa. 


Dewey & Almy Chemical Co., 


ambridge, Mass. 
Diamond Shoe Co., New York, N. Y. 
Walker T. Dickerson Co., Columbus, Ohio 
Dine Shoe Company, Wakefield, Mass. 
Dingley Foss Company, Auburn, Maine 
Douglas Shoe Co., W.L., Brockton, Mass. 
Doyle Shoe Co., Brockton, Mass. 


Drew Company, The Irving, 
Portsmouth, Ohio 


Dunbar Pattern Company, St. Louis, Mo. 
Dunde Shoe Reshaping Devices, tne.. 


hicago, III. 
Dunn & McCarthy, Inc., Auburn, N. Y. 
Durable Welt Shoe Co., Exeter, N. H. 


Eagle Shoe Mfg. Co., 


Eaton Company, Charles A., 
Brockton, Mass. 


Edgerton Shoe Co., The, Edgerton, Wis. 
Edgewood Shoe Factories, Atlanta, Ga. 
Edmar Footwear Corp., Brooklyn, New York 
Edwards & Co., J., Philadelphia, Pa. 
Elam Shoe Co., F.S., Inc., Rochester, N. Y. 


Empire Specialty Footwear Co., 
Endicott, N. Y. 


Endicott-Johnson Corporation, Endicott, N. Y. 
Enna Jettick Shoe Co., Auburn, N. Y. 
Ennis, Inc., John, Brooklyn, N. Y. 
Ephrata Shoe Company, Inc., Ephrata, Pa. 
L. B. Evans Shoe Co., Wakefield, Mass. 
Excelsior Shoes, Inc., Portsmouth, Ohio 
Exeter Shoe Co., Exeter, N. H. 


Everett, Mass. 
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Selection of Footwear and Franchises for 1937 
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Fairchild Publications, 

Fargo-Hallowell Shoe Co., 
Farmington Shoe Co., 

Fashion-Bilt Shoe Co., 

Federal Shoe Co., Lowell, Mass. 
Federal Slipper Co., Inc., New York, N. Y. 
Feder-Gregg Shoe Co., Inc., Cincinnati, Ohio 
Fein & Glass, Inc., Reading, Pa. 
Fern Shoe Co., The, Los Angeles, Calif. 
Field & Flint Co., Brockton, Mass. 
Florsheim Shoe Co., Chicago, III. 
Ford & Co., Inc., C. P., Rochester, N. Y. 
Forest Park Shoe Co., St. Louis, Mo. 
Franklin Park Shoes, Columbus, Ohio 
Frank Shoe Mfg. Co., Milwaukee, Wisc. 


Freeman, Joseph, Shoe Co., Inc., 
Somersworth, N. H. 


Beloit, Wis. 
St. Louis, Mo. 


New York, N. Y. 
Chicago, III. 
Dover, N. H. 
Pontiac, III. 


Freeman Shoe Corp., 
Friedman-Shelby Shoe Co., 


G 


Gable Shoe Mfg. Co., Inc., Raymond, N. H. 
Gaffney-Sulkis Shoe Co., 
Gale Shoe Mfg. Co., North Adams, Mass. 
Gardner Shoe Co., Gardner, Mass. 
Garfield-Rosen Shoe Co., Boston, Mass. 


Geller Shoe Mfg. Co., Inc., Andrew, 
Brooklyn, N. Y. 


General Shoe Corp., Nashville, Tenn. 
Gerber Shoe Co., Inc., 
Gerberich-Payne Shoe Co., 
Gil Ash Shoe Co., 

Gilbert Shoe Co., The, Thiensville, Wis. 
Gitterman & Co., New York, N. Y. 


Godman Company, H. C., The, 


Columbus, Ohio 


Mount Joy, Pa. 
Fitchburg, Mass. 


Goldberg Bros., Inc., 
Goldberg & Co., S., 
Goldstein & Sons, Julius, 
Goldstein & Sons, S., 

S. L. Goldstein, 

Golo Slipper Co., Inc., 
Gotham Shoe Mfg. Co., 


Hackensack, N. J. 
Boston, Mass. 
Boston, Mass. 


New York, N.Y. 
Binghamton, N. Y. 


Grand Shoe Co., Inc., The, Haverhill, Mass. 


Gray Brothers, Inc., Syracuse, N. Y. 
Great Northern Shoe Co., Manchester, N. H. 
Great Western Shoe Co., 
Green Bell Shoe Co., 
Green Co., Daniel, 
Green Company, W. S., 
Green Shoe Mfg. Co., 
Gregory & Read Co., 


The Grossman Shoe Co., Inc., 
Parkersburg, W. Va. 


Chicago, III. 
Chicago, III. 


Haverhill, Mass. 
Dolgeville, N. Y. 
Williamsport, Pa. 
Boston, Mass. 
Lynn, Mass. 


Groves Shoe Company, 
Gud-Fit Shoe Co., 


Boston, Mass. 


Lawrence, Mass. 


Haverhill, Mass. 


Boston, Mass. 


Milwaukee, Wis. 


Hagerstown Shoe & Legging Co., 
Hagerstown, Md. 


Hagerty Shoe Co., The P., 
Washington Court House, O. 


Hamilton- Brown Shoe Co., St. Louis, Mo. 
Hanan & Son, Inc., New York, N. Y. 
Hannahsons Shoe Co., Haverhill, Mass. 
Harvard Shoe Co., Boston, Mass. 
Hazzard, R. P., Co., Augusta, Maine 
Headway Shoe Corp., Webster, Mass. 
Health Shoe Digest, Boston, Mass. 
Heilbrunn & Sons, J., Rochester, N. Y. 
Herbst Shoe Mfg. Co., Milwaukee, Wis. 
Heywood Boot & Shoe Co., Worcester, Mass. 
Hide and Leather— 

Combined with Shoe Factory, Chicago, III. 
Highland Shoe Company, Akron, Penna. 
High Shoe Mfg. Co., Inc., Saco, Maine 
Hill Brothers Co., Hudson, Mass. 
Hoge-Montgomery Co., Frankfort, Ky. 
Holland Shoe Co., Holland, Mich. 
Holly Shoe Co., Littleton, N. H. 
Holmes Bohr Co., Lewiston, Maine 


Holtz, Herbert, Shoe Comapny, ; 
Haverhill, Mass. 


Homan Shoe Co., Inc., Philadelphia, Pa. 
Horwitz, Vincent, Co., Inc., New York, N. Y. 
Howard & Foster, Inc., Brockton, Mass. 
Howell Co., The, St. Charles, III. 
Hubbard Shoe Co., Inc., Rochester, N. H. 
Huntington Shoe Corp., Huntington, Ind. 
Huth & James Shoe Mfg. Co., 


Hyde & Sons Co., A. R., 
Hy-Style Shoe Company, 


Ideal Baby Shoe Co., 
Ideal Shoe Co., 

Ideal Shoe Mfg. Co., Milwaukee, Wis. 
Imperial Shoe Co., Nashville, Tenn. 


Independent Shoe Manufacturers, 
St. Louis, Mo. 


Manchester, N. H. 


Milwaukee, Wis. 
Cambridge, Mass. 
Hallowell, Maine 


Chicago, III. 


Interstate Shoe Co., 


Industrial Lithographic Co., New York, N. Y. 


Interstate Slipper Co., Inc., New York, N. Y. 


a 


Jacob & Sons, H., Inc., 
Jacobs & Sons Co., A., Inc., 
The James Shoe Mfg. Co., 
Jarman Shoe Co., 

Jay Shoe Mfg. Co., 
Jefferson Shoe Co., 
Jenkins Co., Geo. O., 
Johansen Bros. Shoe Co., 
Johnson Baillie Shoe Co., 
Johnson, Stephens & Shinkle, 
Johnston & Murphy Shoe Co., 
Jones & Vining, Inc., 

Julian & Kokenge Co., 
Juvenile Shoe Corp., 


Brooklyn, N. Y. 


Nashville, Tenn. 
Cambridge, Mass. 


Bridgewater, Mass. 


Millersburg, Pa. 
St. Louis,Mo. 
Newark, N. J. 

Brockton, Mass. 
Columbus, O. 
St. Louis, Mo. 


Philadelphia, Pa. 


Lynn, Mass. 


St. Louis, Mo. 


St. Louis, Mo. 


Kane, Dunham & Kraus, 
Alex Katz Co., 

Katz Reisman Shoe Co., 
Keith Company, Geo. E., 
Kennebec Shoe Company, 
Kesslen Shoe Co., 
Keystone Slipper Co., Inc., 
Kimel Shoe Company, 
Kirkenda!l Boot Co., 
Kleven Shoe Co., 

Knight Slipper Mfg. Corp., 
Knipe Bros., Inc., 

Koss Shoe Company, 

Kozy Komfort Shoe Co., 
The A. S. Kreider Shoe Co., 


A. S. Kreider Shoe Mfg. Co., 
Elizabethtown, Pa. 


W. L. Kreider’s Sons Mfg. Co., Inc., 


Palmyra, Pa. 
Cincinnati, O. 


St. Louis, Mo. 
Chicago, III. 
Boston, Mass. 
Campello, Mass. 
Hallowell, Maine 
Kennebunk, Maine 
Philadelphia, Pa. 
Claremont, N. H. 
Omaha, Neb. 
Spencer, Mass. 
Brooklyn, N. Y. 
Ward Hill, Mass. 
Auburn, Maine 
Mundelein, III. 
Annville, Pa. 


Krippendorf-Dittmann Co., 


L 

Laird, Schober Company, Inc., 
Philadelphia, Pa. 
Syracuse, N. Y. 
Elizabethtown, Pa. 
Palmyra, Pa. 
Boston, Mass. 
Cambridge, Mass. 
New York, N. Y. 
Freeport, Maine 


Lamson Co., Inc., The, 
Lancaster Shoe Co., 

Landis Shoe Co., 
Langer-Lippman Co., 
Lasell Shoe Co., 

The Lederer Company, 
Lenox Shoe Company, Inc., 
Leonard & Barrows Shoe Co., 


Middleboro, Mass. 
Al & Sol Levine, Boston, Mass. 
Levi-Weiss Sales Company, Chicago, III. 
Lima Cord Sole & Heel Co., The, Lima, Ohio 
Lippert Bros., Inc., Brooklyn, N. Y. 
Little Falls Felt Shoe Co., Little Falls, N. Y. 


Lockwedge Shoe Corp. of America, Inc., 
Columbus, Ohio 


Longini Shoe Mfg. Co., The, Cincinnati, Ohio 
Lorman Shoe Stylists, New York, N. Y. 
Lorraine Shoe Co., Malden, Mass. 
Lown Shoe Company, Auburn, Maine 
Lucey, John E., Shoe Co., Middleboro, Mass. 
Lucille Footwear Co., Williamsport, Pa. 


M 
Maine Shoes, Inc., 
S. J. Maistrosky, 
Manning-Gibbs Shoe Company, 


orcester, Mass. 
Marks Shoe Company, C. W.., Chicago, III. 
Marks & Sons Co., The L. V., Cincinnati, Ohio 


Marshall, Meadows & Stewart, Inc., 
Auburn, N. Y. 


Martin-Tickelis Shoe Co., Inc., ipswich, Mass. 
Mathes & Sons Shoe Company, I., 


St. Louis, Mo. 
Maybury Shoe Co., Rochester, N. H. 
Mayer-Herman Co., Inc., Brooklyn, N. Y. 


Mayer Martha Washington Shoe Co., 


Milwaukee, Wis. 
Mayer Shoe Co., Fred A., = Milwaukee, Wis. 


Auburn, Maine 
Boston, Mass. 
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V. L. Maynard Shoe Co., Haverhill, Mass. 
McBreen Shoe Co., New York, N. Y. 
McKay-Frank Shoe Co., Inc. Salem, N. H. 
McNichol & Taylor, Inc., Lynn, Mass. 
Mayville Shoe Corp., Mayville, Wis. 
Fred W. Mears Heel Co., Boston, Mass. 
Meis Shoe Mfg. Co., The Charles, 


Cincinnati, Ohio 
Melrose Slipper Co., Little Falls, N. Y. 
Merrimac Shoe Co., Keokuk, lowa 
Merrimack Shoe Mfg. Co., Hallowell, Maine 
Metro-Craft Shoe Co., Manchester, N. H. 
Metropolitan Shoe Co., 
Metropolitan Shoemakers, Inc., Chicago, III. 
Metzner Shoe Co., E. L., Haverhill, Mass. 
Meyer Bros. Shoe Co., Brooklyn, N. Y. 
Meyer Co., Frank C., Inc., Lawrence, Mass. 
Midwest Shoe Co., Chicago, 111. 
Midwest Slipper Mfg. Co., Chicago, III. 
Milchen Shoe Corp., Lawrence, Mass. 
Milford Shoe Co., Milford, Mass. 
Milius Shoe Company, St. Louis, Mo. 
Miller & Sons, |., Inc.,Long Istand City, N. Y. 
Miller, Hess & Co., Inc., 
The Miller Shoe Co., 
Milwaukee Shoe Co., 
Monarch Shoe Co., 
Monarch Shoe Co., 
Monroe Shoe Co., 
Morphy Shoe Co., 
Morris, Mann & Reilly, 
Morse & Molloy Shoe Co., 


Manchester, N. H. 
Morton Last Co., Inc., The, Cincinnati, Ohio 
Mosinger Bros., St. Louis, Mo. 
Moulton-Bartley, Inc., St. Louis, Mo. 
Mound City Shoe Company, _ St. Louis, Mo. 
Municipal Shoe Co., Inc., Brooklyn, N. Y. 
Muskin Shoe Co., 


Baltimore, Md. 
Myers & Sons, D., Inc., Baltimore, Md. 


Cincinnati, Ohio 
Milwaukee, Wis. 
Athol, Mass. 
Chicago, Ill. 
Chicago, III. 
Lewiston, Maine 
Chicago, III. 


N 
National Shoe & Slipper Co., Inc., 


Worcester, Mass. 
Natural Bridge Shoemakers, Lynchburg, Va. 
Nettleton Co., A. E., Syracuse, N. Y. 
Newmarket Shoe Co., Newmarket, N. H. 
Novelty Slipper Co., Inc., New York, N. Y. 
Nunn-Bush Shoe Co., 


Milwaukee, Wis. 


O'Donnell Shoe Co., 
Old Colony Shoe Co., 
Orthopedic Shoes, Inc., 
Owen-Edward Shoe Co. 


Humboldt, Tenn. 
Brockton, Mass. 
Portsmouth, Ohio 


Chippewa Falls, Wis. 


P 


Pacific Slipper Co., Inc., 
M. A. Packard Co., 

Paragon Slipper Co., 

Paramount Shoe Mfg. Co., St. Louis, Mo. 
Paramount Slipper Co., Inc., Jersey City, N. J. 
Pasadena Slipper Co., Inc., Pasadena, Calif. 
Pedigo Company; The, St. Louis, Mo. 
Pennant Shoe Co., St. Louis, Mo. 
Peters Shoe Co., St. Louis, Mo. 
Frank H. Pfeiffer & Co., Inc. 


Worcester, Mass. 
Philco Shoe Corp., Bangor, Maine 
Philips Shoe Mfg. Co., Haverhill, Mass. 
Phyllis Shoe Co., Inc., 
Physical Culture Shoe Co., Portsmouth, Ohio 
Pied Piper Shoe Co., Wausau, Wis. 


St. Louis, Mo. 


Akron, Penna. 


Passaic, N. J. 
Brockton, Mass. 
New York, N. Y. 


Lowell, Mass. 


BOOT AND SHOE RECORDER, December 26, 


Haverhill, Mass. 
Pittsburgh, Pa. 
Plaistow, N. H. 


Pierce Shoe Co., 
Pittsburgh Plate Glass Co., 
Plaistow Shoe Co., 

The Pliantor Co., 
Plaut-Butler, Inc., 

Portage Shoe Company, 
Principal Shoe Co., Inc., 
Progress Shoe Co., Inc., Brooklyn, N. Y. 
Prospect Shoe Mfg. Co. Lewiston, Maine 


-Ch hoe C , 
Prouty-Chapman S see daverhiti, Mass. 
Q@ 


Queen Quality Shoe Co., 


Racine Shoe Mfg. Co., 
Ralston Shoemakers, 
Reed & Co., E. P., 

Dr. Reed Cushion Shoes, 
Restful Footwear Co., Jersey City, N. J. 
Rice-O’Neill Shoe Company, St. Louis, Mo. 
Richland-Davidson Shoe Co., Nashville, Tenn. 
Roberts, Johnson & Rand, St. Louis, Mo. 
Rogers Brothers Shoes, Inc., Boston, Mass. 
Rondeau Shoe Co.,H.O., Farmington, N. H. 
Roth Shoe Company, Cincinnati, Ohio 
Royal Metal Mfg. Co., Chicago, III. 


Rubin Brothers Footwear, Inc., 
Long Island City, N. Y. 


Ruth Shoe Corporation, 
NY 

Saco-Moc Shoe Corp., 

Saks Shoe Corp., M. J., New York, N. Y. 


Salenfriend & Co., L., New York, N. Y. 


Salvage Shoe Co., Louis H., Inc., 
Manchester, N. H. 


St. Louis, Mo. 
Boston, Mass. 
Boston, Mass. 


Cincinnati, Ohio 
Milwaukee, Wis. 
Brooklyn, N. Y. 


St. Louis, Mo. 


Racine, Wis. 
Brockton, Mass. 
Rochester, N.Y. 

Chicago, Ill. 


Salisbury, Mass. 


Portland, Maine 


Samuels Shoe Company, 
Sandler Co., A., 

Saxe Bros. & Company, 
Schawe-Gerwin Co., The, Cincinnati, Ohio 
Schelter Last Co., Inc., Rochester, N. Y. 
Schiff & Co., Lawrence, New York City, N. Y. 
Scholl Mfg. Co., Inc., The, Chicago, III. 
Scholnick Shoe Co., Boston, Mass. 
Schwartz & Benjamin, Inc., Brooklyn, N. Y. 
Sebo Shoe Company, Chicago, III. 
Selby Shoe Company, Portsmouth, Ohio 
Shapiro, Inc., A., Boston, Mass. 
Shapiro Shoe Co., Marvin H., Chicago, III. 
Shoe & Leather Reporter, Boston, Mass. 
Shoe Form Co., Inc., Auburn, N. Y. 
Shoe Style Digest, Boston, Mass. 
M. Shortell & Co., Inc., Manchester, N. H. 
Shu-Stiles, Inc., St. Louis, Mo. 
Sibulkin Shoe Co., Inc., M., Manchester, N. H. 
Simplex Shoe Mfg. Co., Milwaukee, Wis. 
Sinbac Shoe Co., Chicago, III. 
Slater Co., C. B., South Braintree, Mass. 
Smart Step Shoe Co., Milwaukee, Wis. 
Smartstyl Shoe Co., Milwaukee, Wisc. 
E. C. Smeltzer Co., indianapolis, Ind. 
Smith Shoe Co., J. P., Chicago, III. 
Smith Smart Shoes, Chicago, III. 
Snyder-Shaw Corp., Portsmouth, Ohio 
Solar Light Co., Chicago, III. 
Somerset Shoe Co., Skowhegan, Maine 


South Berwick Shoe Co., Inc., 
South Berwick, Maine 


Spalsbury-Steis-Deevers Company, 


St. Louis, Mo. 
Springer, Hans, New York, N. Y. 
St. Louis Shoe Mfg. Co., 


St. Louis, Mo. 
Stacy-Adams Company, Brockton, Mass. 
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Boston, Mass. 
Passaic, N. J. 
Auburn, N. Y. 


Star Shoe Mfg. Co., 
Standard Footwear, Inc., 
Sterling Shoe Corp., 


Stetson Shoe Co., The, 
South Weymouth, Mass. 


Stix-Altman-Weiner, Inc., Cincinnati, Ohio 
Stone-Tarlow Co., Inc., Brockton, Mass. 
Stritter Shoe Co., Lynn, Mass. 
Stylecraft Leather Goods Co., Inc., 


New York, N. Y. 
Suffolk Shoe Co., Boston, Mass. 
Sulkis Shoe Company, 


Marlboro, Mass. 
Superior Shoe Co., Inc., Chicago, III. 
T 


Taylor Corp., E. E., 
Teeple Shoe Co., 
Thompson Bros. Shoe Co., 
Thompson Shoe Co., Inc., New York, N. Y. 
Tober-Saifer Shoe Co., Inc., St. Louis, Mo. 
Triple Novelty Footwear Co., Brooklyn, N. Y. 
Tupper, Inc., New York, N. Y. 


Tweedie Footwear Corporation, 
Jefferson City, Mo. 


Brockton, Mass. 
Waupun, Wis. 
Brockton, Mass. 


U 


United Last Co., Boston, Mass. 
United Shoe Machinery Corp., Boston, Mass. 
United Shoe Manufacturing Co.,st. Louis, Mo. 
United States Shoe Corp., Cincinnati, Ohio 
Unity Shoemakers Corp., Haverhill, Mass. 
Universal Shoe Mfg. Co., Lynchburg, Va. 


Vv 


Valley Shoe Corp., 
Virginia Shoe Co., Inc., 
Vitality Shoe Company, 
Vulcan Corp., 


St. Louis, Mo. 
Fredericksburg, Va. 
St. Louis, Mo. 
Portsmouth, Ohio 


WwW 


Waldman Bros., New York, N. Y. 
Walkin Shoe Co., * Schuylkill Haven, Pa. 
Wall-Streeter Shoe Co., North Adams, Mass. 
Washington Shoe Co., St. Louis, Mo. 
Watson, C. V., Co., Auburn, Maine 
Wear Ever Shoe & Slipper, Corp., 


0. Norwalk, Conn. 
Wellesley Shoe Co., Framingham, Mass. 
Werman, A., & Sons, Inc., Brooklyn, N. Y. 
Weyand Shoe Company, Jacksonville, III. 
Weyenberg Shoe Mfg. Co., Milwaukee, Wis. 


White, Morris, Mfg. Co., Inc., 
New York, N. Y. 


Wiley -Bickford-Sweet Corp. 


William Shoe Co., Inc., 
Winthrop Shoe Co., 

Wohl Shoe Ca., St. Louis, Mo. 
A. N. Wolf Shoe Co., Denver, Penna. 
Wolf Sons Company, Sam B., Cincinnati, Ohio 
Wolff-Tober Shoe Mfg. Co., St. Louis, Mo. 
Women’s Wear Daily, New York, N. Y. 
Woodard & Wright Last Co., campello, Mass. 
Wright & Co., E. T., Inc., Rockland, Mass. 


x 
X-Ray Shoe Fitter, Inc., 

Y 
Yard Co., Chester A., 


Z 
Zulick, J. S., & Co., 


orcester, Mass. 
Haverhill, Mass. 
St. Louis, Mo. 


Milwaukee, Wisc. 


St. Louis, Mo. 


Orwigsburg, Pa. 
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THE two costumes above, the soft Spring suit and coat, are grouped 
together because they take the same kind of shoe—a softly tailored, 
day-long type. The high-riding, sandalized silhouette is the newest 
thought here, as shown by No. 1 and No. 2. The D’orsay cut oxford 
(No. 3) and the flattering, one eyelet tie (No. 4) are alternate sug- 
gestions along more conservative lines. 

Fabric, trimmed with patent, calf, kid or reptile, is a popular ma- 
terial selection, in black, blue or brown. Kid, calf and suede are also 
important. Shoes of these leathers will often be trimmed with a 
contrasting color, notably beige, gray, lighter blue, white or red. They 
are also adapted to colored shoes that contrast smartly with the cos- 
tume and match other accessories, in the russet tones, wine, red, green, 
slate blue or the Coronation colors (red, bright blue, purple). Patent 
leather shoes will be smart in black or navy. The neutrals, beige and 
gray, are another possibility for the woman who likes light shoes. 


A Spring Wardr 


LIGHTER, daintier, higher-heeled types of shoes 
will be chosen for more formal Spring clothes. For 
the simple afternoon dress, shoes like No. 5 and No. 6, 
the crossed strap and the high-throat pump, are typical 
of patterns that are light in feeling but appropriate 
to wear on the street. The cocktail dress or suit calls 
for a more open, more dramatic shoe like No. 7 or No. 8, 
the open sandal and the open-toe Empire silhouette. 

Kid, fabric, patent leather and suede are the impor- 
tant materials for Spring afternoon wear. Black and 
navy are in the lead. The brown shoe is smart to wear 
with the beige costume. The Coronation red, blue and 
purple, with moss green, slate blue, beige and gray 
are the luxury colors for special costume effects. 








be of Costume Types and Their Appropriate Selections of Shoes 


THESE three costumes, the country sports outfit, the town tailleur 
and the travel costume, all take tailored shoes, but with a subtle dif- 
ference between them. The country shoe is sturdy and low-heeled 
(No. 9 and No. 10) emphasizing tongue and monk details and often 
with new, sandalized treatments. The shoe for the town tailleur (No. 
11 and No. 12) is neat, formally tailored and usually high-heeled, 
with the opera or tailored trimmed pump a classic alternate to the 
newer high-riding patterns. And the town-and-country shoe (No. 13 
and No. 14) is mid-way between, both in character and heel height. 

For the country, reverse calf is the popular leather, new in black, 
important in the russet shades and spicy browns; also seen in medium 
gray or beige and in bright colors. The tailleur shoe stars smooth 
calf and occasionally reptiles in black, navy, russet shades, wine or 
green; suede in these colors plus gray; patent in black or blue. For 
town and country, a new note is the fawn suede shoe with russet trim; 
gray also registers for this type of shoe. 


THE dinner shoe differs from the evening shoe in 
being simpler and usually darker in color. Both 
dinner shoes and evening shoes, to look new this Spring, 
will have that high line over the in-step, will be cut 
away at the sides and open at the heel, toe, or both. The 
ankle strap (not illustrated) is another silhouette with 
a high style appeal. 

The dinner shoe shown (No. 15) might be of silk 
crepe or one of the fine woolen fabrics and would be 
particularly new in kidekin, in the Coronation colors, to 
echo an accent in the costume. The “swing strap” 
evening slipper (No. 16) could be chosen in satin or 
crepe or a combination of the two. Also in colored 
kid or fine suede. Multi-colored suedes, embroideries 
and bright silk prints are novelty notes. 








A Summer Costume Wardrobe With the New Footwear That Compl 


FOR this quartette of country costumes, there is one common denominator in shoes—the sandal 
silhouette. Note that we show a swagger grained calf sandal (No. 17) for the simple sport 
dress with the alternate choice of the tan and white ghillie sports shoe (No. 18) for more ac- 
tive wear. Then a white calf, higher-heeled sandal for the white sports suit (No. 19), with a 
more conservative suggestion in the tongued version of the leather heeled spectator shoe (No. 
20), in white and russet (or white with blue, black, wine or green). 


With the little cotton or linen morning dress, the sandal goes gay in color and more fanci- 
ful in pattern (No. 21) reflecting the peasant influence in dresses. The alternate here is the 
sandalized sports shoe (No. 22). For the gala sports dress, it’s a toss up between the open-toed 
sandal (No. 23) in white or colored kid, patent. linen or suede and the high-riding step-in (No. 
24) in white or colors. 


EVERY garden party s 
every Summer evening sh 
sandal like No. 25 in kid, 
white or colors from lunc 
26) takes on the glamour 


Dark dresses for Summe 
And so are the dark Sumn 
(No. 27) is a dark shoe tha 
print. The more formal, ¢ 
dark sheer dress for lunch 
mer suede are the favorite 
Colored kid and suede wil 
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oe could be worn in the evening, although not 
oe could be worn in the afternoon. A simple 
patent, suede or fabric would be appropriate in 
jeon time on. The embroidered linen shoe (No. 
of evening. 


r wear in the city are more important every year. 
ier shoes that go with them. The tongue pump 
t would be appropriate for morning with a simple 
jpen-toe sandal (No. 28) is the shoe to go with a 
von or roof-garden dining. Fabric, kid and Sum- 
materials in black, navy, and a little dark brown. 
| also be highlighted for Summer town wear. 








Highlights of the Costumes Shown... 


THE little suit with dressmaker details and a 
peplum jacket is the newest costume type. Back fullness will be a new way of in- 
troducing the flared line into coats, suits and dresses. Skirts will continue short. The 
hems of skirts will often be emphasized by bandings and embroideries. Smooth flat 
woolens are the new note, both with a soft surface and hard-finished twill weave. 
The Peasant influence is strong in sports clothes, with many boleros. A new color 
note will be beige and the whole range of blues will be emphasized. Black is a high 
style development in beach wear and there will be many black and white prints for 
which colored shoes are indicated. Bright colored touches everywhere—in bindings, 


slide fasteners, embroideries and other contrasting trimmings. 
Merchandise Sources of the Shovs Shown 


. Gregory & Read Co. 19. Endicott-Johnson Corp. 
2. Colella & Leighton Shoe Co. 20. J. M. Connell Shoe Co., Inc. 


. Natural Bridge Division, Craddock- 21. Nutex soles by Dewey & Almy 
Terry Co. Baby Princess Tassels by E. E. Wel- 


. Vitality Shoe Co., Br. International ler Co. 
Shoe Co. Designed by Evelyn Ziniti 


. Blue Ribbon Division, Brown. Shoe Co. . Vitality Shoe Co., Br. International Shoe 
. Rice-O’Neill Shoe Co. i. 
_ Milius Shoe Co. . Geo. D. Witt Division, Craddock-Terry 


Co. 
. Milius Shoe Co. ; 
. Krippendorf-Dittman Corp. 
. The Irving Drew Co. 


. Hannahson’s Shoe Co. 
. Marshall, Meadows & Stewart, Inc. 
. Fern Shoe Co. 
. The Julian & Kokenge Co. 

. Styl-Eez Division, Selby Shoe Co. 


. The United States Shoe Corp. 
- Queen Quality Shoe Co., Br. Interna- 
. Walker T. Dickerson Co. Guat Sve Co. 


. The Krippendorf-Dittman Corp. . United States Rubber Co. 
. The Fern Shoe Co. . Hood Rubber Co. 
. Samuels Shoe Co. . J. P. Smith Shoe Co. 


. Geo. E. Keith Co. . Mishawaka. Rubber and Woolen Shoe 
. Antioch Shoe Co. Mfg. Co. 
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Come 
To The 
FAIR 


And Raise Footwear 
Standards Higher 


by 
JAMES E. WALL 


LOOKING at the shoe industry as a whole, one can- 
not help but be impressed by the remarkable come- 
back made in 1936. From the best available statistics, 
shoe manufacturers are expecting to make 400,000,000 
pairs this year, nearly 10 per cent more than the 1929 
peak of 361,400,000 and 30,000,000 more than in 
1935. And the end is not yet. 1937 looks even better 
than 1936 did at this time in 1935. 

Already, some shoe manufacturers are sold up for 
the coming season and have so announced. Many 
others are hard pressed for production and are im- 
pressing upon dealers that hand-to-mouth buying is 
clearly over. With Easter almost a month earlier in 
1937, retailers who have not already done so, should 
anticipate their needs and place their orders immedi- 
ately to assure deliveries on time for Easter selling. 

At this vantage point, with a rather clear idea of 
what has happened in 1936, the answer to what will 
happen in the men’s field in 1937 has already taken 
pretty definite shape. Unquestionably, the opportuni- 
ties in the next year for the retailer will be even better 
than they were last year. There is a growing protest 
that too much stress has been laid on the importance 
of cheap shoes, in the industry. Competition has been 
particularly keen in the lower priced field with a re- 
sulting drying up of profits. It looks now as though 
that is going to be changed and the rapidly rising 
wave of business prosperity will, as it always has in 
the past, result in the consumer trading up for better 
shoe quality and satisfaction. Retailers will be well 
advised to raise the standard of their merchandise to 
meet the growing demand of their customers in 1937. 

Now let us for a moment take a look at the styles 
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JAMES E. WALL, 


President, Wall-Streeter Shoe Co., 
and member of National Shoe Fair Committee 


and types of shoes that are going to be most in demand 
this coming Spring and Summer. Sport shoes will be 
even bigger than they were’ in 1936. The consensus 
of opinion seems to be that white trimmed with tan 
will be the favorite combination. Ventilated shoes 
will enjoy an even greater popularity than last Sum- 
mer. Leathers will be mostly genuine buck and rough 
finish leather with the appearance of buck, suede kid 
and nubuck. Also smooth white glazed kid and white 
calf will be much in demand. So far as dress shoes 
are concerned, there will be more light weights or 
feather weights sold, generally in calfskin. It will be 
a big year for tans in the medium and light shades. 
For a better picture of what is in store for the shoe 
business in 1937, I strongly urge all who can possibly 
do so to visit the Shoe Fair in Chicago from January 
4 to 7. It is going to be bigger and more important 
than ever before, from the standpoint of exhibitors 
and visitors. I am familiar with the plans to make it 
the most educational and helpful show ever held for 
the industry. Not only will the exhibition of shoes be 
the most comprehensive ever gotten together, but spe- 
[TURN TO PAGE 346, PLEASE | 
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Headquarters 
PALMER 
HOUSE 


The BIGGEST SHOW In 


NATIONAL SHOE FAIR 


Jointly sponsored by 
National Boot and Shoe Manufacturers 
Association 
National Shoe Retailers Association 


JANUARY 3rd 


Pre-Convention opening sample rooms and registration 
—all day. 


MONDAY—JANUARY 4th 


Open Meeting and Joint Luncheon 
(Luncheon $1.00) 


12 o’clock—Grand Ballroom, Palmer House—4th floor 
Herbert N. Lape, Presiding 
-Chairman, National Shoe Fair 


Opening of National Shoe Fair . . .Herbert N. Lape 


Retailers 


President, National Shoe Retailers Association 


* Manufacturers Frederick A. Miller 
President, National Boot and Shoe Manufacturers 
Association 


E. H. Moody 


Travelers Association 


Travelers etn, 
President, National Shoe 


Presenting 


THE HONORABLE DANIEL C. ROPER 
Secretary of Commerce 
of the 
United States 


MONDAY AFTERNOON 


2:30 P. M—EXPOSITION HALL, Palmer House, 
4th Floor 


What will the Easter Customer want? 


Radio — Footwear Interviews — Customers and Merchants 
Arthur D. Anderson, Editor 
Boot & Shoe Recorder 
Chairman in charge 


Hear these educational, inspirational and instructive 
radio interviews, retail shoeman versus public. Listen— 
learn through this new approach of inquiring shoeman. 
Questions asked are repeated thousands of times daily in 
shoe stores, but are the answers always correct? Adapting 
one of radio’s most popular programs and “miking” it. 
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NATIONAL SHOE FAIR 
Highlights of Program for Busy Shoe Week 
in Chicago, January 3-7, 1937 


MONDAY EVENING 


National Boot and Shoe Manufacturers Association 
Dinner Meeting 


6:10 P. M.—Red Lacquer Room, Palmer House, 4th Floor 
ANNUAL ADDRESS Frederick A. Miller, President 
ANNUAL REPORT Ruth S. Freeman, Secretary 
ANNUAL REPORT... Jay O. Ball, Executive Vice-President 


In response to suggestions from manufacturers last year 
that they wished to bring their customers to the Manufac- 
turers Annual Dinner and Business Meeting, the Board of 
Directors of the National Boot and Shoe Manufacturers 
Association cordially extends an invitation to all shoe 
manufacturers, both non-members and members of the 
Association and to visiting wholesalers and retailers to 
attend. 

Those who have not already secured Dinner Tickets may 
purchase them as long as seats are available, between two 
and five-thirty Monday afternoon, in the foyer of the Red 
Lacquer Room on the Grand Ballroom floor of the Palmer 
House. 


8:15 P. M.—Grand Ballroom, Palmer House, 4th Floor 
NATIONAL SHOE RETAILERS ASSOCIATION 
All shoemen invited 


The Science of Proper Shoe Fitting 
William Pidgeon, Presiding 
General Chairman 


S. J. Brouwer 
Co-chairman 


Footwear History 


Shoe Fitting and Feet as an Osteopath Sees Them 
Dr. T. L. Northup, Morristown, N. J. 


Shoe Fitting and Feet as an Orthopedic Surgeon 
Sees Them... . A leading orthopedic surgeon has been 
asked to discuss this subject. 


Fitting Shoes—Plus and How. .. William Pidgeon 


Knowledge is Power. . ..Clarence R. Faflick 
Where Do We Stand.................... S. J. Brouwer 


A full and open discussion from the floor will follow 
the speakers. A meeting of unusual interest to shoemen, 
with emphasis being placed on the complex problem of 
the “Science of Proper Shoe Fitting.’ Every shoeman 
will want to be present at this session. Shoes, Lasts, and 
Feet will be thoroughly analyzed, discussed and new ideas 
advanced for improvement of this selling technique neces- 
sary for increased volume in 1937. 


Merchandising Clinics 
MONDAY—JANUARY 4th 
All Day in EXPOSITION HALL, Palmer House, 4th Floor 


Expense Control and Store Management Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


Sales Planning—Sales Promotion Clinic. 
Consultation Hours: 9:30 to 12 
—Afternoons 2 to 5 P. M. 


Noon 


Store Modernization Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


TUESDAY—JANUARY Sth 


2:30 P. M—EXPOSITION HALL, 
Palmer House, 4th Floor 


The Customer of Tomorrow—What Service? 
Radio —- Footwear Interviews 


Arthur D. Anderson, Editor 
Boot & Shoe Recorder 


Chairman in charge 
TUESDAY EVENING 
8:15 P. M—Grand Ballroom, Palmer House, 4th Floor 
JOINT STYLES SHOW 


Secure Admission Tickets from your Manufacturer 
[TURN TO PAGE 339, PLEASE] 


On Sunday morning, January 3, the prob- 

lem is to find your bags among the thou- 

sands that will fill this room while an 
industry registers 
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- The Annual State Fair Con. | Shop Observin 


nd the. 


IT’S NEWS . 


TANNERY 


. Visits 


B annual “Old Shoes” sale 
thE Wicker Boot cn 


Newspapers are 
keen for human in- 
terest features and 
the average shoe 
merchant encount- 
ers many of these 
in his business. 


Legitimate News Copy Can Be Developed from Shoe 
Store Happenings and Turned to Publicity Advantage 


IT’S news! These words often mean the difference be- 
tween some first-class newspaper publicity for the shoe 
dealer and the editor’s waste basket. 

Editors vary in their opinion as to what constitutes 
news and publicity matter. Some are more liberal 
with their news columns than others. However, even 
the most hard-boiled of them recognizes the news value 
in remodelings, addition of new equipment, erection of 
new shops, personnel changes and movings to new 
locations. 

These are everyday events which the wide-awake 
shoe dealer cashes in on. They rate news space and he 
should make the most of them. In addition, there are 
ways and means of making one’s own news. 

Business trips to other sections of the country or 
abroad form a splendid basis for interviews. The home 
town newspaper is always happy to have the local shoe 
dealer’s views concerning business conditions in other 
sections of the country. 

Anniversaries in business make good copy, especially 
when the shoe dealer is able to present some. interesting 
“way back when” material. Picnics and store outings 
rate a paragraph or two, when properly embellished 


with names of the committe in charge and contest 
winners. 

Unusual window displays and attractive floats in 
civic celebrations usually rate a newspaper story. Ser- 
vice and luncheon clubs, especially in the smaller 
towns, are interested in hearing speakers tell them some- 
thing about the business they are in. Newspapers 
invariably give space to such talks. 

Men who take an active part in their trade associa- 
tions are sought after for interviews. The dealer’s 
attendance at trade conventions forms a basis for such 
an interview. There invariably is something procured 
from such a convention by the dealer which he can turn 
into a presentable newspaper story. 

The S. J. Brouwer Shoe Co., Milwaukee, has secured 
first-class publicity by calling attention to various 
activities including such things as the introduction of a 
new package carrier, its annual health foot contest for 
4-H clubs, the presentation of a bouquet of flowers to 
Mr. Brouwer from a thankful patron, etc. 

Frank Jonash, owner of the Vilas Shoe Store at Eagle 
River, Wis., succeded in having reprinted in his local 

[TURN TO PAGE 346, PLEASE] 





THE SELBY SHOE COMPANY 
PORTSMOUTH, OHIO 


Shoe: 


FOR 1937 


AN INVITATION — See the many new, smart spring styles 
in Arch Preserver, Tru-Poise, and Sty/-EEZ shoes. Also a new 
line that makes its debut for Spring 1937— Arch Preserver 
Sport shoes. You are most cordially invited to the Selby exhibit 
during the Shoe Fair. The time, January 4 to 7. The place, 
Palmer House, Chicago. The room, 854. 





HUTH & JAMES SHOE COMPANY 


MILWAUKEE, WISCONSIN 
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History Repeats Itself 


[CONTINUED FROM PAGE 103] 


World events and outstanding personalities influenced 
shoes all through history. 

Today’s sandals set with jewels have a long-ago 
background as they were worn by the -potentates of 
India. The trend of buttons goes back to ancient 
Persia where even side laces and embroidered trims 
were favorites. The all-about-us black and bright blue 
combination was actually worn in Persia as were shoes 
to match costumes. Imagine! 

How history repeats itself! Heels in colors that con- 
trast with shoes hail back to olden India. Women were 
vain about their height then too, and they wore high 
heels to make them look more stately. Red is the one 
smart color that weaves its vein through the span of 
centuries. Sandals are kin to those of early Greece 
when cothurns were everywhere. The new slightly- 
higher in-the-backline was a Greek idea as was the 
center lacing. The first pierced shoes resembling per- 
forations were of clever Roman inspiration. And per- 
haps you've noticed the criss-cross straps worn by 
Mercury, the messenger of the Gods. 

Great minds run in the same channel. Today’s airi- 
fied cutouts were popular with the Saxons. Tongues 
were worn in early Gaul when saw-tooth edges were 
admired. Gold and silver ornaments didn’t originate 
with us. They date back to the Orient of centuries ago 
when many bows, overlapping tongues and gypsy seams 
were approved. 

These bootees we’ve been so excited about had ante- 
cedents in the Middle Ages in France when shoe trades- 
men specialized in particular phases of shoemaking. 
Light shoe construction dates back to the Renaissance 
when vain small feet prompted the legend of the glass 
slipper of Cinderella. Pumps and one-straps were the 
custom then. So were our coveted square toes. 

The popular going-up line wasn’t our origination. 
In the time of Louis XIV high five-inch heels, worn 
with high hats, were the story. Jewelled heels were an 
art. Buckles were widely used. Under Louis XV 
women wore the high frontlines we’re so proud of to- 
day. At that time outdoor life also influenced dress 

. . and Opera set the fashion pace. 

Our bright color splurge has had many forerunners. 
They were all the rage during the First Empire. Walk- 
ing shoes were then launched. Shoes in this period were 
individually signed, as objects of art. We've been all 
pepped up lately about linking shoes to the silhouettes 
of our dresses. They did the same in this era when the 
cothurn was revived because it went so well with their 
peplum dresses. The bow of the dress was repeated on 
the shoe during the Restoration. D’Orsay sidelines, 
two-toned shoes, anklet straps, diamond-shaped cutouts, 
side gores, fringe trims and patent tips were in the 
swing then as now. 

The fur trimmed boots worn by the Scandinavians 
remind us of cold weather modes. Brogues were the 
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big shoe news in early Ireland. The nailheads we’ve 
been using were worn in Spain centuries ago. Today’s 
leather laces are smart, and they were just as smart in 
early Italy. In the old days Dalmatia thought that 
braid on shoes was a good theme. So do we. The 
buckle shoes of the Quakers are closely related to 
those of this season. The early American Indian moc- 
casins gave us a grand vamp line. 

Nation after nation has borrowed shoe ideas from 
bygone days. History constantly repeats itself. In 
forthcoming issues we give the chronological story of 
shoes through the glamorous periods of the past .. . 
from which styles, 1937 will again draw their inspira- 


tion. [TO BE CONTINUED IN AN EARLY ISSUE] 


4, Digest of Sales Tax Laws 


THE American Retail Federation recently issued a 
32-page booklet on sales taxes which contains a digest 
of the law in each state with a map showing the kind 
of tax and the rate. Each digest sets forth in tabular 
form the rate of tax, taxable sales, nontaxable sales, 
exemptions, form of collection and payment, records 
required, penalties, validity of the law, and the dis- 
position of the revenue derived. 

In the foreword, Col. Clarence O. Sherrill, presi- 
dent, American Retail Federation, points out some of 
the weaknesses of the existing laws, and the economic 
elements involved in sales taxation. 

He declares that “experience has proved that in 
fairness to the consumer, the retailer and the state, a 
simple mandatory method of passing of the tax at a 
uniform rate for all purchases is needed.” 

Under problems of sales taxation, discussed in the 
textual introduction, it is stated that a sales tax might 
appear to be fairly simple. Since the merchandising 
process operates smoothly—or so it would seem to 
those not directly involved in it—this form of selling 
apparently offers an excellent opportunity for the 
imposition of a tax without great administrative dif- 
ficulties. But these appearances are deceptive. As a 
matter of fact, sales tax administration has many prob- 
lems. 

“Ordinarily a sale is thought of as a transfer of 
property for a consideration, usually a sum of money. 
This is true for the most part; but there are other 
ways of effecting the transfer that are not always so 
clearly classed as sales. The time element in sales 
presents another difficulty, particularly in the case of 
conditional, approval and installment sales. The case 
of contracts to supply labor and materials presents 
another problem.” 

There is a lack of uniformity among the States as 
to sales on which the tax is collected as well as in 
rates, it is pointed out. In some states the tax rate is 
as low as one-fourth of one per cent, with no possible 
means for retailers to equitably pass the tax to the 
consumer; in others the rate is as high as three per 
cent, with mandatory or optional provisions for pass- 
ing it on to the public. 





1. Best Quality Upper Leather. 

2. First Quality Bend Oak Insoles and 
Outsoles. 

3. Rounded and Cupped Heel Seat. 

4. Custom Shaped Quarter Patterns. 

5. Finest Quality 10-0z. Duck Lining. 

6. Full Grain Leather Counter. 

7. Silk Stitching Throughout. 

8. Genuine Wood Pegs. 

9. Inside Heel Wedge. 

10. cotles Steel Arch Extending Beyond 
the Heel. 


11. Scientific Metatarsal Pad. 
12. Finest Leather Arch for Double 
Support. 
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The accumulative knowledge and experience of three generations with an even 
higher level of perfection are fully evident in this coming season's presentation 


of Copeland & Ryder's COPEGS and RELIABLE WELTS. 


It is a distinct pleasure to fit shoes made over Copeland & Ryder lasts, with 
properly cupped heel seats which insure a snug non-slipping fit around the heels, 
combined with comfortable and well-balanced pockets for heels to rest in; full- 
width treads which permit feet to function freely, and the scientifically shaped 
bottoms that match the natural contours of the feet. 


The uppers are side-lasted and back-lasted by hand, the famous COPEG Arch 
is built into the shoe by hand, the outside is moulded and firmly fastened in the 
shank with genuine wooden pegs separately driven in by hand; the heel is wedged 
on the inside corner, and a metatarsal pad is built in between the insole and 
outsole to make the treading area of the shoe conform to the last. 


Seasoned craftsmen working with the third generation of the same shoemaking 
family give Copeland & Ryder footwear the custom-built character and the in- 
built goodness which have made it the favorite among the discriminating men 
who take special care in choosing their footwear for style, character and comfort. 


Copeland & Ryder Reliable Welts are all made with 
extra heavy solid leather insoles, full-grain leather 
counters, pure silk upper stitching, extra fine quality 
upper leathers and the best materials obtainable. Even 
to the shoe-laces there is a difference. 


‘She opedand A Ryder Co. 


JEFFERSON, WISCONSIN. 


Originators, and makers of shoes with hand-pegged shanks for almost 
a Quarter of a Century. 


» NEW IN STOCK CATALOG 


No. 43 
Gallun's Norwegian 
Calf. Royal Last. 


No. 50 No. 17 = No. 18 
British Tan Black Kid. Black Kid. 
Calf. York Last. 


Out Fir. Last. Knox Last. 
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THE 1937 MEN’S STYLE AND VALUE PARADE 


Again, Weyenberg values are out in front—abreast with the times and with 


consumer demands. Six distinct and distinctive lines to meet a variety of tastes 
and a wide range of prices. Six timely answers to the retailer's question: “How 
can | best please my customers and increase my business ?” A complete mer- 
chandising program in every line—challenging offerings of craftsmanship and 
styling in every price range. A six-lane highway leading straight to a pros- 


perous selling season. 


LOOK TO THE FRONT LINES FOR LEADERSHIP 
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AT THE NATIONAL SHOE FAIR - CHICAGO 
PALMER HOUSE.+ ROOMS 685 ano 686 


JANUARY 4-5-6-7 


Sooner or later you'll hear of them—because Weyenberg’s Front Lines are 





front page news. But see them yourself, and judge whether any selling pro- 
gram could be more complete. Note the superb styling in every grade, the 
variety of patterns, the flawless workmanship. Ask about the new patented 
comfort features in the Massagic, Biltwell and Comfo-Tred lines. Check the 
advantages of such improved processes as the Wey-Flex Welt, Wey-Peg 
Shank and other advanced methods of fine shoemaking. Above all, note the 
wide array of attractive sport styles. A visit to the Weyenberg Display Rooms 
will bring you face to face with new and unexpected opportunities for 












profitable merchandising. 










WEYENBERG SHOE MFG. CO., Milwaukee, Wis. 
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STEP OUT 
THIS SPRING! 


See this unusually brilliant Spring line of 
fine Sbiccas and Welts by C. P. Ford. 

Be sure to come to Rooms 788 and 789 at 
the Palmer House in Chicago, during the 
National Shoe Fair. You'll be greatly im- 


pressed with the magnificence of our line! 


C.P.FORD& CO. we 


ROCHESTER, NEW YORK 
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Physical Culture Retail 


Shoes for Juveniles 


350 to 550 
RETAIL 


HERE IS THE LINE THAT 
IS MAKING THE GREATEST 
SHOE NEWS IN YEARS! 


EAST OF THE ROCKIES 


Here are the reasons why dealers all over the country are going to rely 
on this new line for a sizeable increase’ in spring volume and profit: 


Physical Culture gives you... .a name well known to 
millions of men, women and children. 


Physical Culture creates for you ...a smartly styled 
shoe you will be proud to show to even your most fashion 
conscious customers. 


Physical Culture assures you . . . a shoe with comfort 
qualities which will bring you repeat business. 


Physical Culture brings you . . . a price lower than the 
lowest previous price of shoes bearing this famous name. 


Investigate this amazing new profit maker at once! 
A Complete In Stock Dept. 


Physical Culture Shoe Ce 0 


Division of Orthopedic Shoes, Inc.—Portsmouth, Ohio 
New York Sales Offices: 130 W. 42nd St. and 907 Marbridge Bldg. 
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Sterling Lasts—tfashioned by crattsmen—possess 
the mark of fashion authenticity. In measurement and 
proportions they are symbols of accuracy. In de- 
sign they bespeak the coming of tomorrow's modes 
in fashionable footwear. Sterling's art in last-making 


is basic to fine shoemaking. Both go hand in hand. 


_ , e 
ay ae 3 pa eve a of Bs aasls 


oT ERLIN 
[Asta 


STERLING LAS! CORP. 


335 EAST 27TH ST., NEW YORK 
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The suvsation ofthe playwortd .. 
Mardtting .. diffound...mow thon o 
novelly ‘il bron Umenicon 


stein... Nee Coolers on display 
Notional Shot bout in Unicage . m 
eeu A5bl.— Rim. 135 Patmwr House 


| 
f 








BASE PRICE $225 and up... 
TO RETAIL AT $395 up to $500 


Cool-ces 


TRADEMARK 









i of Corettes 
PASADENA SLIPPER COMPANY DERIGH PATENT: Ne, 100REE 


335 So. Raymond Avenue, Pasadena, California Construction Patents Applied For 
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‘Edwards 


Nationally 
Recognized 


x 
* 


Almost half a century ot 





steadfast adherence to Quality 
—generations of skilled crafts- 


men, working with only the 





finest obtainable materials— 
have made Edwards Shoes America’s best-known and largest-selling Finest Quality 
Junior Footwear. And every month the 400,000 Thoughtful Mothers who read Parents’ 
Magazine are told again of Edwards Quality. These 400,000 “Key Mothers’’ tell other 


Mothers—thus making Edwards the nationally recognized name in Children’s Shoes. 
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is the Name 


OF AMERICA’S LEADING 
JUNIOR FOOTWEAR 


Visiting Buyers at the National Shoe Fair are cor- 
dially invited to review Edwards’ Program and Display 
at the Palmer House, Chicago. J. W. Barbey, Jack 
Brown, Leo Dowd, Jim Player and Bob Huffine will 
be glad to welcome you at the Edwards Display Rooms. 


J. EDWARDS & COMPANY 


314-22 fi. 12th Street Philadelphia, Pa. 


* America's Leading Manufacturers of Fine Quality Junior Footwear * 
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DAETSCH & WOODWARD, INC. 
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LEADING AMERICA 
with 


Sit AND QUALITY 


ORKING for the continual betterment of the 

"D & W"' Precision Lasts — our International 
Style Service gathers the latest and most authori- 
tative developments that influence the style trends 
in footwear. 


From the fashion capitals of the world... Paris... 
London... New York... we gather fashion from 
the sources of fashion . . . featuring women's orig- 


inations from Paris and men's from London. Thus 
we are able to give shoe builders "'D & W'"’ Preci- 
sion Lasts — the world's finest — making available 
reproductions of uncanny accuracy. 


"D & W"' creations span the world. 


One Main Street 


BROOKLYN, N. Y. 





1936 
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TABRIC FIELL 





Since its introduction to the shoe trade, the demand 
for TOPPING has increased by leaps and bounds. 
For discriminating buyers have recognized in 
TOPPING the answer to their shoe fabric demands. 


The interesting, flawless weave, the skin-smooth 
feel, built-in strength that’s almost impervious to 
wear, has made TOPPING the fabric sensation in 


the shoe industry. Made especially for shoes of 
100% pure Australian wool, it cleans easily, and 


will not grow shabby. 


Specify TOPPING, the fabric that's leading the 
field. 





LL, Po & CO. ING 


2. West 34th Dt, New York 





When in Chicago 
DON'T FAIL TO SEE THE FULL LINES OF 
RAYNSHU TIES and SNEEX 
at CAMBRIDGE RUBBER SALES CORP. 





AS ADVERTISED IN 


RPER’S BAZAAR- 





VOGUE 
ESQUIRE 

CHILD LIFE 

HARPER'S BAZAAR 

GOOD HOUSEKEEPING 
WOMEN'S HOME COMPANION 





CAMBRIDGE ADDS MORE VALUE 


Always keyed to the latest trend—always more 
appealing to the consumer—Cambridge footwear 
always moved faster at a better profit—and now 
with 


INCREASED NATIONAL ADVERTISING 


Cambridge dealers are realizing a great spurt in 
sales. More than ever before, the Cambridge line 
means better volume—dquicker turnover—bigger 
profits—right across the rubber footwear board. 
To get these advantages it is important to become 
established as a Cambridge dealer. 


CAMBRIDGE RUBBER CO. 
CAMBRIDGE, MASS. 


®NEW YORK: 125 DUANE STREET 
®sT. PAUL 


® BOSTON ® CHICAGO ES ae is 
600 ATLANTIC 317 W. MUNROE BROADWAY AND 
AVENUE STREET PRINCE STS. CAMBRIDGE 
CAMBRIDGE RUBBER LTD. Makes and Distributes 
SALES OFFICE: atti...” P. Q. LIGHT WEIGHT RUBBERS 
LIGHT WEIGHT GAITERS 
NOVELTY STYLES 
WORK RUBBERS 


?) | SNEEX © PACS ® BOOTS 
“ and SUMMER SANDALS 
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SINCE 1880 
BARNET LEATHERS 


Have Stood for Quality and 
Dependability 


Every Retailer Should Be 
Familiar With the Three Famous 








Barnet Leather Brands 


THOROBRED CALF— 
The high grade Aniline dyed 


colored calf for men's quality 
shoes. 


BARNET SUEDE— 
The leading Calf Suede 


= leather. 


"2 GLORIA CALF— 


_ Women's fine grain mellow 
“= colored calf. 


Tanneries, Lynn, Mass. 


J. S$. BARNET & SONS, Inc. 


75 SOUTH STREET BOSTON, MASS. 
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fis the Seasons Roll flround 
EUMIEIR'S WIEUINS BOONG UD 
Maintains its Popularity re ae 


S, a very definite popularity, based on very definite 
qualities . . . the purest white obtainable in kid 
leather —the kid with a natural light finish and distinctive, 
beautiful texture! 
Make sure you profit by the demand for real white kid 
shoes—show your customers footwear made of Amer’s 


White King Kid—shoes at once modish and truly white! 


Other Outstanding Products by AMER! 


White Suede—suede with a short, fine nap that is tight 
and strong—suede buck-like in its many qualities! Black 
Satin King Kid—subdued lustre, vibrantly beautiful, 
ideal for morning and afternoon wear! Black Glazed 
King Kid—brilliant lustre, soft, well-nurtured texture, 
shape-holding—an all-purpose kid leather! 

Investigate Amer—creators of satin kid finishing in 
America and producers of unsurpassed kid leathers for 
fine footwear! 


hierrigialy | | ot Basaran 
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Shoes are important— emphasize their value by presenting them in the new 
Strongbox DeLux — Black-Lined — it tends to prevent fading and tarnishing 


and gives that atmosphere of luxury so desirable for quality merchandise. 


> 
. ; 
— 
| ~ 


at 


=o 


by 
HoAGUE—SPRAGUE Corp. 
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Servicing 
the Seller 


The Shoe Form Company has one 
primary purpose—to serve the men 
See our who sell. The Famous Fairy Forms, 
in a great many instances, have 
played important parts in the success 
of a line. A better displayed shoe, an 
attractively shown stocking—means 
an easier, quicker sale. Retailers, 
wholesalers, manufacturers—the men 
who sell—realize the value of Fairy 
Forms. That's why Fairy Forms are 
in demand the shoe world over. 
a—THE FAIRY TWINKLE TOE FORM 
b—HO-SAV, PROTECTS STOCKINGS 


c—ADJUS-TO-FIT FORM 
d—SPRING-TO-FIT FORM 

















Fairy lovin 
Ma , 
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The GRAND PRIX Gold Medal 

awarded to Ohio’s Calf at the 

1936 International Expositior 
at Brussels, Belgium 





KAFFORITE ¢ JACK & JILL JETTA ¢e© WASHETTE 


A lieht weight color The world’s finest Black Calf The original, 
ed leather for high really washable Calf 
ve ale Women Thave 
LUNOR e FANCY GRAINS e KOZY e SUEDES 
Smooth, rreh, color ANuthentie Calf Licht weight colored Velvety and 
ful for high <-ts le KRepr smductions of leather for medium shape holding 
Popular Grains vrade womens shoe 


eile by (Sop 


‘S MA TF RVICE IN FINE CALF LEATHERS @ THE OHIO LEATHER COMPANY @ GIRARD. OHIO 
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a novelty 
that became 






a staple... 









0oes 












Three years ago Sportana was introduced as a novelty 
shoe. Today, this novelty has assumed volume sales 
proportions that are more than satisfying to retailers. 


This summer will see greater highs in Sportana sales. 


Mh An irresistible Promoted from one end of the country to the other— 

value that typifies Sportana is going places again this coming season! Get 
ne the Dainty Maid line on the growing bandwagon—go along to new profit 
| RETAILS AT peaks with Sportanal 






$1.95 to $2.95 


ROOMS 1144-5-6-7W Dainty Maid 


PALMER HOUSE == SLIPPERS : : 


CHICAGO BROOKLYN, N. Y. DOLGEVILLE, N. Y. 
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MUD U Ch 











IN WHITE AND COLORS 


A athes al yon SqHE]~ 


GUTMANNCSCOMPANY 


tarsasrere- Leys! 


CHICAGO 
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LA IRIRISON 


BOYS e YOUTHS 
and 


LITTLE GENTS 


A smart, new Harrison dress 
moccasin, for school and play. 
Built for rugged wear. Featur- 
ing the new PAN CORD soles 
and heels Made from No. | 
quality Elk, with solid grain 
—— middlesoles and inner- 
soles. 


IN STOCK, 1 to 6, D width. 
No. 7071, 

Tan McKay .... $1.65 net 
No. 7072, 
Black McKay... $1.65 net 
No. 7171, 

Tan Welt $1.85 net 


Now 
ALAIRIRISON 


makes and stocks a line of Goodyear welts for boys 
and little gents, in addition to the well-known 
line of McKays—backed by a forty year reputa- 
tion for consistently sound value and saleability. 


60 STYLES OF McKAYS 
12 STYLES OF GOODYEAR WELTS 
CARRIED IN-STOCK 
PRICE LIST ON REQUEST 


| 


Built over a new last, this dis- 
tinctive Boy's Goodyear Welt 
black kip blucher oxford has 
grain innersoles and bend 
outsoles. 


IN STOCK, 1 to 6, B and D 
No. 132 Black ...... $1.90 net 


HARRISON sree. eves ve: 
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paAN’Y 
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TEEPLE S HOES FOR BOYS 
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(KID MA 


COLORED KIPS «> SIDES 
O\ smart feather 


for 


SMART MANUFACTURERS 


who make 


SMART SHOES 


for 


SMART WOMEN 








because 


it takes 
the strain 


off the 


cost sheets. 





NORTHWESTERN 
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foond 


PALMER HOUSE 


NATIONAL 
SHOE FAIR 


Ne Sprbel ef Superiot 
Woe / Coyne 
GET & DETAILS of te 


ONE COMPLETE MERCHANDISING 
SET-UP ON JUVENILE FOOTWEAR 


PIED PIPER SHOE CO. WAUSAU, WIS. 
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These examples of the business bringing 
Dainty Maid line are typical of the sandal TO RETAIL AT 


values we have for you. 


They’re highly styled, excellently made, with $1.95 
the well known Dainty Maid quality behind t 


0 
them. Retailers who sell the Dainty Maid $9 95 


line know they’re in for a profitable season. 
For women want, and buy, these lovely shoes 
in quantity. At the low price they retail for, 
you can’t help but see new high sales figures 


for yourself. 


PALMER HOUSE, CHICAGO 
1144W-45W-46W-47W 


=== SLIPPERS 


. 


BROOKLYN, N. Y. DOLGEYV 
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New health shoe department 

in which Waggoner-Marsh 

carries a wide variety of foot- 

wear designed to bring com- 
fort to jaded feet 


Gets Better 


—Kven Though Worse 


COURAGE in American business is not by any means 
a rare virtue, nor is it confined to any particular de- 
partment of American business, but the quality of cour- 
age with which Waggoner-Marsh meets the threat of 
the decentralization of Akron’s rubber industry is not 
of the common or garden variety. With four of the 
world’s largest rubber companies scattering their 
forces with new branch plants away from Akron as 
strategy in the face of a daily more imminent labor 
war, this aggressive pioneer in shoe retailing in Akron 
is going right ahead with improvements and expansion 
that cost real money. 

It is one thing to invest money in expansion when 
all things promise an even break for profit from that 
investment, but it is quite another thing to demonstrate 
one’s faith in the future of one’s city with continual 
expansion while disaster flirts with 8714 per cent of 
that city’s payroll; but that’s the type of courage that 
the Waggoner-Marsh Shoe Corporation displays in the 
face of rubber’s threat to keep whittling away at nearly 
90 per cent of all wages and salaries which contribute 
to the money volume of Akron business. 

Recently, this progressive company added a foot- 
comfort department to its already large outlay. Fre- 
quent items in local newspapers that this or that big 


Waggoner- Marsh of Akren Proves 

That Expansion Pays Dividends Al- 

though Industrial Changes May Re- 
sult In Customers Leaving City 


rubber company was buying or building a new plant 
elsewhere did not frighten them into half measures in 
this new department. The modern atmosphere prevails 
throughout its generous proportions in furnishings and 
every variety of footwear that is designed to bring com- 
fort to jaded feet. Comfortable metal chairs invite 
patrons to avail themselves of the services of expert 
salesmen who are trained to fit correct and comfort- 
able shoes. 

This department works in cooperation with ortho- 
pedic specialists and pediatricians. C. E. Cole, who 
heads the department, finds it smart merchandising to 
keep it clear to all patrons that neither he nor his fitters 
try to assume the functions of physicians. They advise 
corrective shoes only on prescription and confine their 
own corrective efforts to simple and quite obvious 
results from improper fitting. However, the company 
does make X-ray available to demonstrate the posi- 

[TURN TO PAGE 361, PLEASE] 


















Left, The Piedmont, No, 44327, Wing Tip Full Broque with Medallion, Genuine White Jack Buck 
Right, The Butler, No. 4515. Custom Straight Tip Tan and White Calf. 


Heres Front-Page News 
for Every Retail Merchant! 


TART counting on extra dividends if you hold a Frank Jarman franchise! Never 
before have we seen such a tremendous ovation as that given the new Frank 
Jarman Custom Styles for ‘37! Dealers everywhere are talking about their smart 
style, their luxurious comfort, and the choice, mellow leathers that go into every 
pair. And, most important of all from the profit angle, is the fact that Frank Jarman 
Custom Shoes at $6.50 are winning thousands of men who once paid twice as 


much or more. 


If you haven't yet examined these new styles for spring and summer, why not 
write today asking our representative to call? There’s a real story behind the rapid 


rise of the Frank Jarman Custom line—a story it will pay you to hear. 


Prank flarman Custom Shoe? 2 


JARMAN SHOE COMPANY, NASHVILLE, TENN. ¢ Division of General Shoe Corporation 
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CHANGE the color of ink you're using. Change the line you're trying to 
sell. Go Green—and go in the right direction for profits! 


Retailers throughout the land are finding Daniel Green Slippers and Sandals 
a fast selling line. Their turnover is qui%ker, their single sales have jumped 


to two and three pair purchases. 


And no wonder! Daniel Green offers you a line of lovely styles, exquisitely 
made of the newest fabrics and leathers. In the most fetching colors of the 


new season. Popularly priced to fit the popular purse. 


Why not get in touch with us? Let us show you how to change from red 
to Green. And what you can honestly expect to get in a busier business— 


in a more profitable one! 


Make sure you see our line at the National 
Shoe Fair, being held in Chicago on January 
4, 5, 6 and 7. We'll be in Rooms 740 and 
741, at the Palmer House. 


Daniel Green Company 
DOLGEVILLE « NEW YORK 























Rooms 918-919 
PALMER HOUSE 
Chicago, Ill. 


SN NS SE AN NNER 
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BRAND SHOES 


+ + * TO MORE 


Searching for a way to sound merchandising? 
Take the Star Brand quality way. It’s marked 
by popular price, all-leather quality and correct 
styling ... beacons that speed you onward to 
rapid turnover and repeat business . .. builders 
of consistent profits. 

For every store and department there’s a Star 
Brand line... each planned to fill a definite de- 
mand...see your Star Brand representative before 
you buy... he’s coming your way with his new line. 


STAR BRAND Shoes ARE Better! 





a 


JOHNSON 


international Shee Co. 


ROBERIS 


SRAND ST. LOUIS, MO. 
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LIGHT THE WAY 


CONSISTENT PROFITS 
YEAR AFTER YEAR * * 














“ t 
RIM ATL 2 
dtl ie 
ARERR R a 'D) A STAR BRAND SHOE 


3 


ee tae 


.- giving you ao real selling 
-top grade shoes retailing 


feature and retailing at ...in more than sixty styles 
at $6.50 and $7.00 for the 


$5.00. As seen in Vogue retailing at $5.50 and $6.00 


woman who wants the best : 
and Good Housekeeping. with ten seamless back styles. 


writing advertisers please mention Boot and Shoe Recorder 


Poll- PM of 
Shojels 


ALL LEATHER FOOTWEAR 
for Boys on Girls 


...turns, welts, McKays, stitch- 
downs...shoes for every age 


...retailing at popular prices. 





SAAN AeA eae Semsremreee 
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See the 3 HEADLINERS 


/ 





at the PALMER HOUSE 


Come Rooms 1008-W and 1009-WW 
Y ae? 


* a 
a / January 4, 5, 6 and 7 
' OFFICIAL SCOUT SHOES FOR BOYS AND GIRLS 
— the line that is without competition, without markdowns, 
that is backed by a sound selling plan that tells and sells 
Scoutmasters, Scout Troops, and those good Scouts, Mother 
and Dad. If you want to sell the BIG AND GROWING 
Scout market, you must have OFFICIAL Scout Shoes — 
and Central is one of the manufacturers of OFFICIAL 


a te Scout Shoes for Boys and Girls. 





PERFECT-EZE SHOES FOR MEN AND WOMEN ... . 


the first really new shoe in the last quarter of a century... 


the shoe that competition cannot duplicate, because of the 


patented construction which puts a new meaning on the word 


; Comfort . . . a new conception to the word Style. See Perfect- 
Eze at the Palmer House and you'll know why it’s destined 
to be the Most Talked About Shoe in America. 

ROBIN HOOD SHOES WITH THE AKTIVATOR 
FEATURE. In Robin Hood, Central gives you good-look- 
ing, long-wearing children’s shoes with a sprung-up insole 
that automatically massages the arch while walking; a spring 


steel shank that keeps the archin placeand absorbs the shocks of 
walking; a pivot-point heel that holds the ankle erect and com- 


(nt pels straight walking — with the toes pointed straight ahead 


... not in or out. And behind Robin Hood, Central puts a 
a Promotion Plan that keeps boys and girls buying from you 
“ and selling for you — cutting down your selling cost while 


yo lifting up your sales profits. 
If you are in the Shoe Business to stay, by all 
means see these 3 Headliners at the Palmer 


House. Inquire, too, about the Proved Plan 
of Promotion with which each of these Head- 
liners is backed. 


J 


Ps 





CENTRAL SHOE COMPANY 
ST. LOUIS, MO. 
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LEZY =BWWES 


MAKE SHOE HISTORY 
IN SAN ANTONIO 





ly tine 


Nov. 24, 1926. 


Mr. Chester F. Reith, 
c/o Juvenile Shoe Corp., 
St. Louis, Mo. 


Dear Mr. Reith: 


Congratulations !. The service we have been 
Le letely from your in stock department, is nothing short of 
culous. 


On November 5, we ordered 520 pairs of your LAZY BONES 
shoes and we received promptly $2] pairs - this was better than perfect, 
no alibis, no back orders and besides one for good measure! 

All joking aside, we believe LAZY BONES, not only the 
name for a shoe (for women and children all remember it) but par Sawa 
shoe. Customers, once having worn a pair insist on them by name because 
of their supreme comfort as well as their excellent value..+.+++.We are 
for more and better shoes like your LAZY BONES. 


Very truly yours, 


ok 


J... Watson, Pres. 
THE GUARANTEE SHOE COMPANY. 








siied 


Lazy-Bones an 
id Kewpi : 
uarantee Shoo ia Section of 


Lazy-Bones 


The unlined, flexible-shank shoe for very 
active young women scores another hit 
in its drive against profitless shoe mer- 
chandising. Here again is a large oper- 
ator who has discovered the unusual pos- 
sibilities of Lazy-Bones. 


Their construction relieves stress and 
strain by gently massaging the arch with 
every step; invigorating the tissues and 
blood vessels and assuring healthy feet. 
Outside counter pocket. Full vamp and 
tongue all in one piece, making the inside 
as smooth as a kitten’s ear. Top line is 
reinforced so that the quarter cannot 
stretch. 


SEVEN STYLES IN STOCK 
White, Brown, Mocha and Black Elk, Sizes 
5/9 AAAA; 4134/9 AAA; 4/9 AA-A; 3144/9 
B-C. All priced to retail at $4.00 and $5.00 
per pair. Write for catalog and samples. 


} ‘ va IN STOCK —No. 450 Brown Elk, Soft Cap Toe. 
To Retail Blucher Oxford. 7 Iron Damproof Flexible Sole, 


+e eas GrainS ‘ 7 10/8 Heel, Unlined, Outside Counter Pocket. 


Hubschman’s 
Unlined-weight Calf 


FINE GOODYEAR 
WELTS EXCLUSIVELY 








NATIONAL SHOE FAIR 
January 4-5-6-7 
PALMER HOUSE 
Rooms 836-838 


THE JUVENILE SHOE CORPORATION 


OF AMERICA 
SIXTH FLOOR, 710 No. 12th BLVD. 


SAINT LOUIS, MISSOURI 
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NAVEE 


Be? NN TUNE 


Co- 








ROOM 957W identifies the showing of this 














sensation of shoecraft, Air Step for Women— 


” 


Air Step of the “magic sole,” in all the newest, 
smartest fabrics, new modern colors, swanky high 
fronts. Shoes so exquisitely fashioned; so youthfully 
styled that few women can resist them. 

Men’s Air Step shares the leading role. Smart 
peace and finish as Esquire itself —a plus 
% style, ‘and exclusive comfort features. Air 
] and women is a four-star produc- 
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ROOM 944W will show the second feature of 
this great double bill—the famous Buster Brown 
line for boys and girls of all ages. Complete in 
every size and width. Completely modern in style 
and finish. See them. The Buster Brown line is sure 
of a record run—a profitable season in any store. 


_ Back of all these fine shoes will be the power 





of national advertising, more dramatic, more com- 


pelling, more persuasive than ever. Come to the 


Palmer House January 4, 5, 6, and 7. You'll 
_ enjoy the pre-view of these outstanding shoes. 


Buster BROWN 
a SHOES 
SS? forBoys and Girls 
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O oF Ne 


O those who are even slightly familiar with the relative 
importance of shoe producing centers, St. Louis stands 
out as the world's greatest shoe city. Here you'll find more 
men and women engaged in producing and distributing 


shoes than in any other center. 


St. Louis and its outlying district has 90 shoe factories 
operated by 45 different companies. In addition this market 
has 32 jobbers of shoes. Over 52,000 shoemakers are 
employed and when you add to this the men and women 
engaged in executive, sales, accounting, shipping and ad- 
vertising departments as well as those in the allied trades 
supplying leather and materials, you find this figure well 
over 60,000. 


The total pair production of the St. Louis district for 
1936 is placed at 72,000,000. The aggregate sales in pairs 
for the market, including the jobbing business, is placed at 
80,000,000. In dollar volume this represents $180,000,- 
000.00 or approximately 23% of the entire volume of shoe 


business in the United States at wholesale. 


[TURN TO PAGE 194, PLEASE] 
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Styled to Emphasize Charm Desired by 
YOUNG MODERNS 


Having resumed manufacture in June with a 
production of 300 pairs per day, we now are 
making 2,500 pairs per day. The reason for this 
rapid growth is found in exceptional values based 
on fast styling and good shoemaking, made avail- 
able to large operators who demand reliable 
sources of supply in popular priced shoes. 


NEW LASTS — NEW MACHINERY — 
PROVEN SHOEMAKING. 


Mb cns Sing. a. (pictues 


ON DISPLAY 


Our complete line will be 
on display at the National 
Shoe Fair, January 4-5-6-7, 
Palmer House, Room 942W 


THOMAS J. BUSHMAN 


| Capilol Shoemakers 


St. Louis, Mo. 





17th & Washington 


@ 








When writing advertisers please mention Boot and Shoe Recorder 











BOOT AND SHOE RECORDER, ‘December 26, 1936 Page 171 


AGAIN! United Leads. unith a JS 
th Wiens Shoes | 


THRU-SEWN 


BRITISH LOCKSTITCH PROCESS 


WELTS 


The successful climax to years 


% 


+ 
4 


of effort to perfect a superior 
shoe that would guarantee max- 
imum flexibility and a perma- 
nently smooth inside level tread 


non-curling insole. 


“PEDWIN’S” are Double Feature Shoes! 
combining THRU-SEWN Welt and STEP-ELATOR construction 


Nu. before have so many sales making features been built into one shoe! 
What a lot to talk about at the fitting stool! “STEP-ELATOR” construction was 
the sensation in men’s shoes in 1936. NOW! Think what the addition of this new 
“THRU-SEWN WELT” process will mean in volume and profit to retailers who have 
the United Franchise in 1937. 


BE SURE TO SEE THESE DOUBLE FEATURE SHOES AT THE NATIONAL SHOE 
FAIR, ROOMS 911-912-913 PALMER HOUSE, OR WRITE TODAY FOR A 
SPECIAL SHOWING BY THE UNITED REPRESENTATIVE IN YOUR TERRITORY. 


UNITED SHOE cco e's OT. LOUTS 


When writing advertisers please mention Boot and Shoe Recorder 








ho lines ¢ ny. tlance 
CITY + CLUB + ones 


A LINE OF ENDURING, QUALITY 
SETS A FAST PACE FOR SPRING 


Exceptional quality and smart style have.made City Club Shoes one 
of the industry’s best performers in the men’s $5.00 and $6.00 price 
range. The new Spring line of City Club Shoes is such an all-inclusive 
collection of patterns, lasts and materials that it actually sets the pace in 
the men’s medium priced dress shoe field. Nowhere will you find more 
dependable footwear ... nowhere will you find a broader selection of 
models supported by exclusive visible selling features. City Club Shoes 


are decidedly a fitting stool push-over. And of course, they are money- 


dealer promotion + + 


We help you promote City Club Shoes by making available radio 
spot announcements, booklets, inserts, post cards, cooperative news- 
paper ads, window displays and electric signs. : 


makers for you. 


Heel Pad 
Metatarsal Pad 


XCLUSIVE FEATURES 
0 OF THE 50 NEW CITY 


fs 


cowhide bends, , 
Widths AAA 0G: 
styles IN STOCK pri 

at $5.00 to $6.00. Terms ° 





LOW-HEEL COMFORT 
WITH HIGH-HEEL 
BEAUTY + + t 


Velvet Step Shoes offer exactly the feature 
every woman and every merchant has wanted 
for years. It puts the walking comfort of the 
low heel into high-heeled shoes. It locks 
the heel in place and thus prevents forward 
slipping of the foot. The body weight is dis- 
tributed properly, resulting in a pleasant 
invigorating stride. 


The new Spring line of Velvet Step Shoes 
includes 36 styles IN STOCK. In Black, Blue, 
Grey, Beige and White. Heels range from 15.8 
to 20 8. Smart salable patterns, exceptional 
quality, priced to retail at $5.00 with better 
than 40% mark-up. 


Promotions: Velvet Step dealers 
are supplied with one-minute 
radio spot announcements, broad- 
sides mailed direct to consumer 
with dealer's name imprinted, 
two-color post cards, window 
displays and electric signs. 


™ Locks the 


Branch of International Shoe Co. 


ST. LOUIS, MO. + + + 4+ + 
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1936 


ST. LOUIS EXHIBITORS 


National Shoe Fair 
Palmer House, Chicago 


January 4, 5, 6, 7, 1937 


AiR STEP 
Room No. 957-W 


BLUE RIBBON SHOEMAKERS 
Room Nos. 11 17-W, 1118-W, 
1137-W, 1138-W 


BOYD-WELSH, INC. 
Room Nos. 1015-W, I016-W, 
1019-W, 1038-W 


BRAUER BROS. SHOE CO. 
Room Nos. 1044, 1045, 
1055, 1056, 


BROWN SHOE CO. 
Room No. 944-W 


1119-W, 1120-W, 


1017-W, l018-W, 


1046, 1047, 1048, 1054, 


1057 


CAPITOL SHOEMAKERS 


Room No. 942-W 


1066, 1068, 1069, 1070, 1071, 


1072, 


1067, 
1073 


Room Nos. 


CENTRAL SHOE CO. 


Room Nos. 1008-W, 1009-W 


COLLINS-MORRIS SHOE CO. 


Room Nos. |10'-W, 1162-W, 1163-W 


DOROTHY DODD SHOE CO. 


Room Nos. 1015, 1016, 1017, 1018, 1019 


CONFORMAL FOOTWEAR CO. 


Room No. 908-W 


EMPIRE SPECIALTY FOOTWEAR 
Room Nos. 624, 851, 852 


ENDICOTT JOHNSON SHOE CORP. 
Room No. 796 


FOREST PARK SHOE CO. 
Room Nos. 928-W, 929-W, 930-W 


FRIEDMAN-SHELBY SHOE CO. 
Room No. 941-W 


HAMILTON-BROWN SHOE CO. 
Room No. 944 


INDEPENDENT SHOE MANUFACTURERS 
Room Nos. 1050, 1051, 1052, 1053 
JEFFERSON SHOE CO. 
Room Nos. 949-W, 950-W, 951-W 


JOHANSEN BROS. SHOE CO. 
Room Nos. 1166, 1167, 1168, 1169, 1170, 


JUVENILE SHOE CORP. 
Room Nos. 836, 838 


JOHNSON, STEPHENS & SHINKLE 
Room Nos. 1041-W, 1043-W, 
1048-W, 1050-W, 
1056-W, 1059-W 
KANE, DUNHAM & KRAUS 
Room Nos. 1028-W, 1029-W, 1030-W 
MERRIMAC SHOE COMPANY 
Room Nos. |103-W, 1104-W, 1105-W 


MILIUS SHOE COMPANY 
Room Nos. 1145, 1146, 
1151, 


1171 


1047-W, 
1055-W, 


1046-W, 
1051-W, 


1147, 1148, 1149, 1150, 


1152, 1153 
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Jhe time — January 4, 5, 6 and 
7. The place—Chicago’s famous 
Palmer House. The occasion— 
The National Shoe Fair. And Blue 
Ribbon Shoemakers of St. Louis 
cordially invite you to see the 
new Naturalizers for Spring, re- 
splendent in new colors, new 
fabrics, new styles—In Stock. Our 
room numbers are 1117 W— 
1118W—1119 W—1120W 
1137 W—1138W. 


by Blue Ribbon Shoemakers— St. Louis 
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MOULTON-BARTLEY, INC. 
Room Nos. 1144, 1154, 1155, 1156, 1157, 1158, 
1159 


MOUND CITY SHOE CO. 
Room Nos. 920-W, 921-W, 922-W 


PARADISE SHOES 
Room Nos. 1054, 1055, 1056, 1057 


PARAMOUNT SHOE MFG. CO. 
Room Nos. 1161, 1162, 1163, 1164, 1165, 1172, 
1173, 1174, 1175 


THE PEDIGO COMPANY 
Room Nos. 1115-W, I116-W, 1115, 1116, 1it7, 
1118, 1119 


PENNANT SHOE COMPANY 
Room Nos. 946-W, 948-W, 953-W, 955-W 


PETERS SHOE COMPANY 
Room Nos. 916, 917 


QUEEN QUALITY SHOE COMPANY 
Room Nos. 1015, 1016, 1017, 1018, 1019 


RHYTHM STEP SHOES 
Room Nos. 1042-W, 1044-W, 1049-W, 1052-W, 
1053-W, 1054-W, 1057-W, 1058-W 


RICE-O'’NEILL SHOE CO. 
Room Nos. I1141-W, 1142-W, 1143-W, 1148-W, 
1149-W, 1150-W, 1151-W, 1152-W, 
1156-W, 1157-W, 1158-W, 1159-W, 
1 160-W 


ROBERTS, JOHNSON & RAND 
Rooms Nos. 918, 919 


SAMUELS SHOE COMPANY 
Rooms Nos. |170-W, I1171-W, 1172-W, 1173-W, 
1174-W, 1175-W 


ST. LOUIS SHOE MFG. CO. 
Room No. 1012-W 


ST. LOUIS SHOE MFRS. ASS'N 
Room No. 1080 


SPALSBURY, STEIS & DEEVERS 
Room Nos. 903-W, 963-W 


TWEEDIE FOOTWEAR CORP. 
Room Nos. 1071-W, 1072-W,. 1073-W, 1074-W, 
1075-W 


UNITED SHOE MFG. CO. 
Room Nos. 911, 912, 913 


VALLEY SHOE CORP. 
Room Nos. 966, 967, 968, 969, 970 


VITALITY SHOE CO. 
Room Nos. 946, 947, 948, 949, 950, 951, 953 


WINTHROP SHOE CO. 
Room No. 910-W 


WOLFF-TOBER SHOE CO. 
Room Nos. |00!1-W, 1003-W, 1060-W, 1061-W, 
1062-W, 1063-W 


WEYAND SHOE CO. 
Room Nos. I113, I 114 


WASHINGTON SHOE CO. 
Room Nos. 1027-W, 1031-W 


WOHL SHOE CO. 
Room Nos. I101, 1102, 1103, 1104, 1105, !106, 
1107, 1108, 1109 . 


YARD, C. A., & CO. 
Room No. !020-W 
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WOLFF-TOBER 


Cordially invite you to view 


their complete Spring and Summer 
line at the National Shoe Fair Jan. 4- 
3-6-7... Palmer House... Chicago, Ill. 
Rooms 1001 W, 1003 W, 1060 W, 1061 W, 1062 W, 1063 W 


CREOLE TIE $50 


Design Patent : 
Applied For ; ” $750 


retailers 


The Creole 
with tremendous national acceptance. We have 
many new smart patterns that will be 
equally as well accepted hy the better 
retailers throughout the country. 
Don’t fail to see this 
display. 


a es one ST. LOL 


When writing advertisers please mention Boot and Shoe Recorder 
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As Seen in Vogue a 











\ 
\ 


ELLEN — A charming spectator step-in 
pump featured/in white Rosebuck with cult 
rf with V-shaped per- \ 
foration’s Gnd a genuine leather heel. 


IRIS — A high riding sandalized tie that 
cleverly combines correctly placed cut-outs 
with contrasting saddle, lace stay and quar- 
ter collar, featured in white Rosebuck and in 
black, blue, gray, rust, and beige gabardine 


with calf or patent trimmings. 


has tremendously enhancedi the exquisite’stylé ! 
'\ of the new Paradise spring /models. 


f 


BOOT AND SHOE RECORDER, December 26, 


( Teciuse Bros.’ high styling,/ plus Rosebuck, the 


ideal material for opto) sandals and port 
shoes, offers a stunning mbination of design 
and ‘materials. f; 


See thése Paradise shoés once and youlll’know 
why the‘Raradise line for spring is breaking all 
sales records. 


To retail at $6.50 and up, higher West of Rockies 


A 


byeesttrar Bros JSHoe Company 


oT 1: 


When writing advertisers please mention Boot and Shoe Recorder 


1936 


nd Harper’s Bazaar 
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As Seen in Vogue and Harper’s Bazaar 


JERRY — A S Hing sport oxford featured 
in Hunt-Ranki genuine Bucko and Barrett's 
Boardelay on the new short back, free fitting, 
No. 914 last, carrying a 14/8 Cuban heel. 


GROTTO — An\unusually smart Empire 2- 
strap with attractively grouped circular cut- 
outs, traced with figure 8 stitching, featured 
in Royal shades ofjsuede and in basic colors 


of patents and calf. 


MILLY — AA brilliant new open shank T- 
strap sandal with correctly placed cut-outs 
featured in black, brown, blue, gray, rust 
and beige gabardine with patent trimmings, 
basic colors of kid and in G. Levors’ ‘Whitest 
of White” kid. 


/ 

4 / 
i /, 

Again Paradisé (Geonts its new, beautifully aya) 


line for springA937 with colors that are fresher 
and a than ever before. Brauer Bros.’ fa- 
mouggiigh standards of craftsmanship and 
piférial are brilliantly apparent in every pair. 
| everywhere recognize the real leadership 


fof, Paradise shoes~—in style, in comfort and in their 


WfRekoble wearing qualities. 


VA Be ulna to meet the nation-wide demand for 


dll g€ 4 -Reradise shoes this spring. Let the Paradise line 
leddythe way to greater sales and profits for you 


in 1934. 


‘ 
‘ 


To retail at $6.50 and up, higher west of Rockies 


by AUER Paes Joe Company 


When writing advertisers please mention Boot and Shoe Recorder 
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SHOE COMPANY 
SAINT tO ers 





Again in 1936...Miliusway Hano 
FASHIONED SHOES MAINTAIN THEIR ESTAB- 
LISHED LEADERSHIP, EXCEEDING ALL PREVIOUS 
RECORDS FOR PRODUCTION AND SALES 








Successful Merchants 
... Our Customers 


Their continued success is a matter 
of pride and satisfaction to us— 
and reflects the outstanding values, 
styles, and service that enables them 
to combat the keenest competition. 


_ Bite uv... 


SHOWN AT THE NATIONAL SHOE FAIR, 
PALMER HOUSE, CHICAGO « JANUARY 4 TO 7 


( “yy LOLA WH Yy 
\ HAND FASHIONED 


* * 
RECOGNIZED LEADERSHIP 








When writing advertisers please mention Boot and Shoe Recorder 














ee favared fashions—a product of alert 
of 1 
> PARAMOUNT 


) daét \ stvliny—when combined with such 
wet i ependalile shoe making, establish 


Paramount Style Shoes as the industry s supreme 


+ + 


values in ther price range of eS!" ta obe! 


WN UISPRAY >: PALMER HOUSE © JAN. 4, 5, 6,7 


(i? if ? y ? y) 
arameund | hee Maru fact wy 0. 
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AMAZING SHOE 
PROFIT SECRETS 





TO BE REVEALED 


AT NATIONAL SHOE FAIR 
PRESENTATION OF NEW 
RHYTHM STEP LINE 


At the Palmer House, 
Chicago, January 4th to 6th 
OMETHING new has happened in shoe 









merchandising ... when a brand new spe- ie 
cialty shoe, Rhythm Step, sells at the rate of 3 
over 25,000 pairs in leading stores . . . in the BUYERS WILL LEARN i 
first twelve months! Important facts and fig- SOME STARTLING = 


ures that show how exclusive Rhythm Step 


dealers are more than doubling their stock 
turnovers, enjoying bigger profits and getting Fy C7 ‘ 


an amazing customer increase with this ut- 
terly new kind of style shoe with extra comfort ABOUT NEW WAYS 
features will be told for the first time! STORES ARE GETTI NG 


Daily Presentation of the Revolutionary 
Rhythm Step Profit Story in Room 1049 W AMAZING EXTRA 
Don’t Fail to Attend... and Learn New Shoe BUSINESS 
Selling Angles of Importance to Every Alert 
Shoe Merchant— 

Important New Style and Merchandising 


Developments in Three Noted Shoe Lines 


Style trends that typify the fashion complete Rhythm Step, Fashion Plate 
leadership of Johnson, Stephens and and Fanchon lines on the tenth floor of 
Shinkle . . . new merchandising ideas the Palmer House. Don’t fail to at- 

that are money-makers for stores will tend ... a profitable time and a cor- JOHNSON, STEPHENS & SHINKLE 
be presented in the new showing of dial welcome await you! SHOE CO., St. Louis, Mo. 
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A. E. FARRAR 
Friedman-Shelby Shoe Co. 
Ist Vice-President 















WM. S. MILIUS 
Milius Shoe Co. 
President 








G. A. BERGLUND 
United Shoe Mfg. Co. 
2nd Vice-President 





A. M. BURTON A. G. WHITE 


Officers of the oe ia 


ST. LOUIS SHOE MANUFACTURERS’ ASSOCIATION 


es Epes the able leadership of president W. S. Milius, the 
Vi. 3 Saint Louis Shoe Manufacturers’ Association is about to 
complete one of its most active years. Through its efficiently 
handled executive officers, the Association has just com- 
pleted elaborate plans for supplying the demands of a host 
of shoe buyers at the National Shoe Fair next week. Each and every 
one of the 42 Association members (4 more than a year ago) has 
reserved ample display space. [TURN TO PAGE 194, PLEASE] 
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THE 7eES I 


AND AGAIN THEY 








NATIONAL ADVERTISING 


AIMED AT THE “PICK” 
OF THE BUYING PUBLIC 


® National advertising aimed at the “pick” of the buying 
public will continue to present Vitality’s message. This 
intensive program conducted in Vogue, Ladies’ Home 
Journal, Good Housekeeping, and McCall’s reaches one 
out of every four homes in the country— giving ever 


increasing acceptance to a famous name. 
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HAVE IT 


are on VITALITY 
7 a Sa Chicago ey Oe ey, 


PALMER HOUSE 
ROOMS 946, 947, 948, 949, 950, 951, 953 


@ Vitality Lines for Spring are the most complete we have ever displayed 
— well balanced lines, styled to discriminating tastes, expertly made from 
the finest materials, and priced for profits. 


Vitality quality is built into every shoe. There is a complete representation 
of patterns over the widest range of widths and sizes we have ever offered. 
Vitality’s central In-Stock service assures dealers quick fill-ins, rapid turn- 
overs, lower inventory costs, and increased volume and profit. 





We invite you to visit our displays and see for yourself the really famous 
Vitality Lines for Spring. Prepare with Vitality to make a great year of 1937. 


VITALITY SHOE COMPANY .- ST. LOUIS, MO. 


Branch of International Shoe Company 


WOMEN’S MEN’S BOYS’ CHILDREN’S 
AAAAA to EEE # Sizes 2 to 11 AAA to G « Sizes 4 to 14 AtoE « Sizes 1 to6 aa 
$6.75, a few styles $6.00 $5, $6, $6.75 $4 and $4.50 Priced according to size 
. VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5.00. VITAPOISE 


FEATURE SHOES FOR CHILDREN $3.00 TO $5.00, PRICED ACCORDING TO SIZE 


VITALITY 
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FAULTLESS FITTING 


Cl 


™ 5 on ” a 
SHOES 


NEW FEATURES YOU'LL WISH TO KNOW ABOUT 


Again these popular and profitable lines step forward and lead 
the procession by adding new features of importance—features 
that greatly increase salability and make Queen Quality 


and Dorothy Dodd agencies even more valuable to the retailer. 


Rooms 1015—16—17—18—19 


lace a 


During The 


NATIONAL SHOE SHOW 
January 3 to 7 


QUEEN QUALITY SHOE CO. DOROTHY DODD SHOE CO. 


Branch of International Shoe Co. Branch of International Shoe Co. 
1509 WASHINGTON AVE., ST. LOUIS, MO. 1509 WASHINGTON AVE., ST. LOUIS, MO. 


When writing advertisers please mention Boot and Shoe Recorder 
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Wi ee DOWNS LAST i 





DEVON LAST , No. 93060—White Reverse Calf $3.90 No. 83060—Brown Reverse Calf $3.90 h Vil 
No. 84220-Steel Gray Calf and Slate No. 84240—Beige Calf and Saddle No. 83260—Gray Reverse Calf . . . $3.90 
Gray Colf . . . : . . $3.90 WON 3 5 Eee 3.90 + 


AA to D, 5 to 12 


“eeu 
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hn oo 0 (et ii 
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DEVON LAST 


No. 44420—Whippet Calf (Flexweight) . $3.65 
3.65 
















REGENT LAST 
No. 92030-—Genuine White Buck and Saddle 
TUTOR a hye a age $4.15 No. 34420—Black Calf (Flexweight) . . 






AA to D, 6 to 11 AAA to D, 5 to 12 
| | Set your sails with Winthrop 
: for increased sales in 1937 


The styles shown here are representative of Winthrop style and quality and are the ones to be featured in 
National magazines during the spring and early summer. Be sure and consider them carefully before 
making your commitments. 





TERMS—5%, 30 DAYS 
aes NEW SPRING AND SUMMER CATALOG ON REQUEST 














72 IN-STOCK — Wy. 


See the complete Winthrop lines i! 
during the National Shoe Fair in dit 


Wy 
ROOM 9I0W Mi yy 
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No. 43030-Towner Brown Calf . . . $3.75 


No. 33030-Bla hie Saree © 
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DEVON LAST 
No. 94440-Ivory White Calf . . . . $3.90 
D 


REGENT LAST 
No. 98220—Genuine White Buck . . . $4.15 
AAA to D, 5 to 12 


WINTHROP SHOE COMPANY! 


DIVISION OF INTERNATIONAL SHOE CO. 
1)! WAS HE a DN A @ = anal vi 


























..- because 


It’s the line of shoes they have been asking for...a line of high- 
styled shoes that could not be identified as arch shoes...a line 
to meet the demands of style-minded, active women. 


Natural Poise shoes are so completely new and different... so 
smartly styled, that it is impossible to believe they are arch 
shoes, yet concealed within are all the comfort-giving features, 
invisible to the eye. No metatarsal bumps, arch lifts or other 
devices mar their beauty inside or out. These comfort features 
are obtained by a new dimensional equalizer last over which 
all Natural Poise Arch Shoes are made. 


Here are shoes made up to the finest standard... of finest 
selected materials, embodying the most skilled craftsmanship... 
yet designed to retail at a popular price that makes them 
volume sellers, unequalled in value. 


Merchants who have seen these shoes acclaim them a style 
revelation in arch shoes... SEE e 


National Shoe Fair 


Rooms 1101,1102, 1103, 1104 é Ap 
1105, 1106, 1107, 1108, 1109 \ 


\. COMPANY 


OURI 



































...@ line of high-styled Arch Shoes that will enable you to DOUBLE YOUR 
ARCH SHOE BUSINESS. 


...@ line that offers the most advanced forward step in the designing of high- 
styled arch shoes. 


...@ line of high-styled Arch Shoes comprising over 40 DIFFERENT SHOES... 
the most complete “IN STOCK” selection ever offered. 


...@ line of high-styled Arch Shoes BACKED WITH A GIGANTIC NATIONAL 
ADVERTISING CAMPAIGN reaching every second family in your community. 


...@ line of high-styled Arch Shoes to retail profitably at $5... comprehensive 
surveys show this to be the price which most women want to pay for arch shoes. 


... from every angle... THE OUTSTANDING PROFIT OPPORTUNITY FOR 1937! 


Investigate the Natural Poise Line Today or Write for our 
Spring and Summer Catalogue. 


NATURAL POISE DIVISION 


WOHL SHOE COMPANY 


SAINT LOUIS MISSOURI 
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ST. LOUIS SHOE MANUFACTURERS’ ASSOCIATION 


[CONTINUED FROM PAGE 183] 


All exhibit reservations have been handled by 
A. M. Burton, Secretary. 190 sample rooms on the 
8th, 9th, 10th and 11th floors of the Palmer House 
are set aside for Saint Louis exclusively. This is 
the largest group display in the history of the Saint 
Louis market. More than 10,000 Spring samples will 
be shown, representing the products of 84 shoe fac- 
tories and 42 concerns located in and around Saint 
Louis. 


No market of the size and scope of Saint Louis 
could have grown to its present stature and at the 
same time have won for itself such an important 
place in the industry had it not enjoyed the leader- 
ship of men who realize the value of united action 
in dealing with problems pertaining to its general 
welfare and progress. Thus it is the time-honored 
spirit of ‘All for One and One for All’ which has 
given form and substance through the Saint Louis 
Shoe Manufacturers’ Association and which con- 
stitutes the driving force behind this market's devel- 
opment. 


During the past 12 months the Association has 
actively dealt with problems of design patents, em- 
ployment, production, factory costs and quality 





SEE WEIL - - WHILE IN TOWN SEE 


CANCELLATIONS 
JOBS AND SAMPLES 


JTIHM 


We distribute top-grade shoes 
exclusively from the leading 
Saint Louis lines in popular 
materials and patterns. 


Auk. any A, sill ints 
Shoe 6 eee 4 


The only house of its kind in Saint Louis. 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 


WSM 33S NMOL NI 


WHILE IN TOWN SEE WEIL - - WHILE INZ 


standards. On questions of legislation, the organi- 
zation’s influence frequently is brought to bear at 
Washington for the good of the entire industry. 


During the past few weeks, the Association has 
mailed over 30,000 room reservation cards—return 
postage free—so that merchants who plan to attend 
the National Shoe Fair can make certain a hotel 
room awaits their arrival at Chicago, January 4th. 
On the card, the merchant checks the hotel desired. 
the rate he wants to pay, signs his name and drops 
it in the mail. 


As a reflection of the importance with which the 
Saint Louis shoe manufacturers look upon the Na- 
tional Shoe Fair this year, they are—through the 
Association—mailing an elaborately engraved in- 
vitation to their retail customers. 


On behalf of Saint Louis, president W. S. Milius 
extends a cordial invitation to every shoe man; first, 
to come to the National Shoe Fair; and second, to 
visit the Saint Louis exhibit on the 8th, 9th, 10th and 
11th floors of the Palmer House. 


Market Leadership— 
St. Louis 


[CONTINUED FROM PAGE 169] 


St. Louis Style 


In the words "Shoes that Sell'’ incorporated as 
a part of the seal of the St. Louis Shoe Manu- 
facturers Association you will find the guiding 
influence back of the styling of St. Louis lines 
and for which St. Louis has become famous as 


a source of fast selling footwear. No market has ° 


greater scope and breadth in its contacts with 
points of original style influence, or in its oppor- 
tunity to determine accurately the shift in con- 
sumer demands. St. Louis stylists are recog- 
nized as keen interpreters of fashion whims in 
developing styles not only for the masses but 
also for the classes. Thus one will find St. Louis 
styles on every Main Street, Broadway and Fifth 
Avenue in this country. 

Some of the factories here devote their entire 
production to the type of style footwear sold 
exclusively to top grade cosmopolitan trade. 
Others go in for more diversified styling to meet 
the demands of small communities as well as the 
large ones. 

The St. Louis market, therefore, is dominant 
in the field of style footwear. 


St. Louis Dependability 


Back of this style dominancy is the factor of 


dependability, the characteristic of the St. Louis 
(TURN TO PAGE 196, PLEASE] 


| 














... a gigantic National Advertising Campaign 
will tell Miss and Mrs. America about 
@ 


... the line of STYLE SHOES that sensationally swept 
the country in 1936...recognized as America’s 
Greatest Shoe Value to Retail Profitably at $3 to $4 


MORE OUTSTANDING IN STYLE 
VALUE and VARIETY for 1937 


AGAIN in 1937 these Popular Magazines 
will tell 42,000,000 women about PARIS 
FASHION SHOES, creating an even greater 
demand in your city for these popular Style 
Shoes. The only $3 to $4 Style Shoes guar- 
anteed as advertised in Good Housekeeping. 


SEE these shoes at the National Shoe Convention, 
CHICAGO, PALMER HOUSE... ROOMS 1101 to 1109 


745W 65 Sisk 56 
$2.00 4 
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Mr. William Spellman (at left), of Speltman Bros., 
owners of Buster Brown Shoe Stores in Vancouver, 
Tacoma, Bremerton (Wash.) and Portland. The 
attractive windows of their Tacoma store are shown 
above. 


Says Brown Plan Ends 
Heavy Mark Down Losses 


Read Mr. Spellman’s letter . . . written 
after eight years’ experience with the 
Brown Plan. What he says reflects 
success ... growth... profit... in 
spite of adverse business conditions dur- 
ing most of this eight-year period. 
Hundreds of others, operating under the 
Brown Plan, could tell a similar story! 
And for the same reasons, this Plan 
would also help you to make more 
sractical, simple money. Write us for the facts. No 
obligations, of course! 


Peows aos GowsgQainy, 


ST. LOUIS, MO. 





Market Leadership—St. Louis 


[CONTINUED FROM PAGE 194] 


market that has been a source of pride to its 
builders. Based on definite quality standards, 
a dependable product year after year is the bed 
rock of their business philosophy. And in the 
very strength of this philosophy the manufac- 
turers here have developed sound business struc- 
tures through strict adherence to basic principles 
of good management. 

Instances of poorly financed shoe businesses 
in St. Louis are rare and outright failures are few. 
But from the merchant's viewpoint this depend- 
ability is reflected in pleasant and square busi- 
ness dealings, in good service, in honest merchan- 
dise and in the manufacturer's willingness to ac- 
cept the retailer's problems as his own. 


St. Louis In Stock Service 


Outstanding among the points of St. Louis 
market leadership is the tremendous volume of 
business done on In Stock shoes. From the early 
days the market has progressed on the founda- 
tion of In Stock service. 

Of the approximate 80,000,000 pairs annual 
business done in the market about 65,000,000 
pairs are shipped from floor stocks. 


There are about 8,500,000 pairs of shoes on 
the floor ready to ship from St. Louis at all times. 
This represents a constant inventory of finished 
shoes with a value of $24,000,000.00. 

These floor stocks daily are being depleted 
and replenished. 

And in this connection it is of interest to 
know that St. Louis manufacturers and jobbers 
have the facilities for packing and shipping over 
350,000 pairs of shoes on any one day. Probably 
nowhere else in the world is to be found such a 
vast reservoir of footwear for immediate de- 
livery. 

Geographical Location 


St. Louis enjoys the happy advantage of being 
located nearer the center of population and at 
the same time nearer the geographical center 
of the U. S. than any other shoe city. Its 26 
railroads and its system of air lines radiating in 
all directions makes St. Louis truly: 

The most southern city of the North 

The most northern city of the South 

The most western city of the East 

The most eastern city of the West 
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TION, FLEXIBLE-UGHT— 314 heels 


EPARTMENT Stores and Exclusive 

Shoe Stores using our product in build- 
ing a substantial $4 business find that the 
line is well balanced—carefully and authen- 
tically styled — superior materials and 
workmanship. 


Our modern merchandising plan will fit 
perfectly into any set up where large turn- 
over—small basic stock—profitable mark- 


-T- up—minimum markdown is desired to sell 
more $4 shoes in 1937. Customers oper- 

is ating on this plan are given preferred 
attention. 


ST. LOUIS, MO. 





















Forest Park Shoe Company offers a complete cov- 

golem Shy erage in street and dress McKays ... 
» Pproved by Wel Drrsed Wenn assortment of popular, fast selling sport Welts. 
NEW TACKLESS McKAY In each line there is a thoroughly complete selec- GENUINE GOODYEAR 
METHOD OF CONSTRUC- tion of the most popular lasts, patterns, materials WELT CONSTRUCTION. 


If you are unable to attend the Fair and are interested in a proven 
$4 merchandising plan wire or write for sales representative to call. 


Forest Park Shoe Gompany 


DIVISION OF BROWN SHOE COMPANY 


a wide garetts Vo Bug. 


Sportwear 


DEPENDABLE — DURABLE. 


THE COMPLETE LINE WILL BE 
ON DISPLAY AT THE NATIONAL 
SHOE FAIR IN CHICAGO 


PALMER HOUSE 


ROOMS 


928w — 929w — 930w 


SALESMEN IN ATTENDANCE 


H. L. HUNTER 
W. B. JOHNSON 
R. E. LIPS 

C. H. NYLANDER 
H. E. PHILLIPS 

B. E. SIMS 
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Dow’ take WIAR 


Ml 

I 'VE gone to the same shoe store in my home 
town for the last six years. Why? Simply be- 
convinced me of his genuine 





cause Mr. 
interest in my foot health when he fitted me with 
a pair of Wizard Arch Builders." 





‘i 
Ey, seeing to it that my son doesn't ruin his 
feet as | did. He's buying his shoes from 


$s 





because they're the only place in town that 
specialize in careful fitting and Wizard Foot 
Relief. Wizards put me on my feet." 


Shopping customers, hard-to-fit customers and even loyal 
satisfied repeat customers, can tell you exactly why they 
return to a particular store when they think of shoes. 


True, personality, special promotion and the lure of price, are 
important factors in establishing and holding customers, yet, 


WIZARD COMPANY 


World's Largest Manufacturer »f Ail Leather Adjustable Arch Support 
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COMPANY'S word for it! 





41 
M Y loyalty for 


about after Johnny, he's the oldest, was born. 


's Shoe Store came 


One of their salesmen suggested that | wear a 
Wizard Arch Builder in a certain shoe he had. 
Well, | got so much comfort, I've felt indebted 


to him ever since." 





"O : 

F course, I've got some of the cutest pumps 
and most knockout looking sandals you've ever 
seen, but, Boy—do they kill my feet! 

Last week the nicest man sold me a pair of pumps 
and fitted them with Trimfoot. I've never had 
such comfort in any pair of shoes. In fact, he's 
my friend for life." 








every customer we ask mentions some one service that has 
| made her a loyal, repeat booster for that particular store. 


Your store's service is the One Thing that can give you an 
edge on competition. Specialize and develop your service 


by featuring WIZARD FOOT RELIEF. 


WIZARD COMPANY 


ST. LOUIS, MISSOURI WALSALL, ENGLAND 


Distributors: Canadian Specialties 49 Sanford Ave So., Hamilton, Ont. 


Canadiar 
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“HAVEN'T You Heard? 


The MAGIC INSOLE actually molds itself 
to the requirements of every individual 






The revolutionary plastic-fitting CONFORMAL Shoe... the 
sensation of the show in '36... is back with a record of 
solid success in cities from coast ot coast! 

No other shoe in America is built like CONFORMAL... 
and no other shoe gets results like CONFORMAL. Its ex- 
clusive MAGIC INSOLE has brought amazing relief and 
comfort in even the most extreme cases where all other 
methods have failed. 


Now priced to retail at $7.50 to $8.50, CONFORMAL 






foot! It contains a patented plastic which is 







quickly softened on the Electro Conformer. 


While the wearer takes a few steps it auto- 





matically distributes itself under the arches, 














wherever support is needed, providi 








, if perfectly adjusted walking base never be- is the standout shoe in the corrective field. The MAGIC 
fore possible to achieve. In a Z. time INSOLE and smart styling put it out in the clear with a tre- 
mendous future ahead. Alert shoemen will get the com- 
« es the plastic solidifies into permanent natural plete story at Room 908-W, Palmer House, during the show. 
footprints in CONFORMAL ‘She CONFORMAL SHOE CO. « ST. LOUIS 

Division of Internationul Shoe Co. 
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A “Natural” for Golf 
and 
All Active Sports 


i the BIG news in the sports shoe field! 
Snappy new oxfords with all the sure-footed 
comfort of crepe soles...minus the heat! That’s be- 
cause Dundeer’s unique hand lacing provides real 
ventilation all the way round...keeps active feet air 
conditioned. With this great double feature to 
promote you can really “go to town” on Dundeers... 
they'll sell themselves on sight. 


And that’s not all! Don’t forget changeable tongues 
in color...the sensational hit that zoomed Dundeer 
sales to the top last year...are back smarter than 


ever in new strap and tie patterns. 


DUNDEBR 


International Shoe 





a eg whole Dundeer line has got what it takes 
to pile up profits for you in the tremendous 
sports shoe season just ahead! Decide now to cash 
in on Dundeer’s Cool Crepe Soles, Changeable 
Tongues and all the other feature favorites retailing 
for $3.75 up. Get in touch with your International 
Representative...or drop a line to Dundeer Depart- 





ment, International Shoe Company, Saint Louis 


DEPARTMENT 


Company --- Saint Louis 





Investigate oe 


PENNANT’S 


Newest and Smartest Line 


during the SECOND NATIONAL SHOE FAIR 
Chicago, January 4th to 7th 


PALMER HOUSE 
Rooms 946W, 948W, 949W, 950W, 951 W, 953W, 955 W 


You will be welcomed by 
A. L. LAY JOHN FLAUTT WYATT VIRGILIO 
WALTER SKINNER ROGER WILLIAMS 


PENNANT SHOE COMPANY 


DIVISION OF INTERNATIONAL SHOE CO. 
ST. LOUIS MISSOURI 


See Our Complete Line of — 


Women’s High Styled Shoes 


to retail at *4.00 


during the SECOND NATIONAL SHOE FAIR 
Chicago, January 4th to 7th 
- PALMER HOUSE 


Rooms 946W, 948W, 949W, 950W, 951W, 953W, 955W 
A.L. LAY HENRY RAND MARC GAUTIER 


C. L. (LEE) JOHNSON, Jr. © WALTER SKINNER 
TOM FLAUTT ROGER WILLIAMS 


in attendance 


JEFFERSON SHOE COMPANY 


DIVISION OF INTERNATIONAL SHOE COMPANY 
ST. LOUIS MISSOURI 
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N opportunity in 1937 for individual shoe stores unsurpassed by any other type of shoe retailing, pro- 
viding the store and its interior keeps pace with the imagination of the American public. 





No longer is a shoe store front designed and built to serve a lifetime. It may be in time and in 
tune with the public of that community for no longer than three years. As a result, the need for con- 
stant attention to the personality of the business is greater today than ever before. 


Significant, also, is the fact that no stores, in any line of merchandising, have a problem of sales- 
time equal to that of the selection and servicing of a pair of shoes. The observing customer, in the half 
or full hour of fitting time, must be given a sense of the integrity of the store, the smartness of its fash- 
ion selections and the expertness of its fitting service. 


We indicate the spirit of progress in shoe stores for the better years to come. Ideas as expressed in 
these pages will play a part in giving to the American public better shoes in better shoe stores. 
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An atmosphere of restful charm pervades the new Sophistocrat Shop recently opened 
by Frank Brothers in their Fifth Avenue, New York, store. 


ores 
t New Modes and Manners 


Store is the Stage on which Your Merchandise Is Presented 


to an Audience whose Applause Means Profit 


Interior merchandise displays are of the greatest importance in the designing of the 
ern shoe store. This display case in the Frank Brothers store is unusually artistic. 





THE consumer is a complex creature who responds to 
outside influences to an amazing extent. It is said that 
eighty-seven per cent of the average human being’s im- 
pressions come through the eyes. If this is so, it is readily 
understandable why the wide-awake shoe merchant must 
keep his store constantly in the public’s eye. 

Times, habits and customs have undergone a complete 
revolution in the past few years and now, with the passing 
of our latest depression and the recovery and reorganiza- 
tion of the country as a whole, people—your potential 
if not your actual customers—are waking to a new era. 
Better and more prosperous times are ahead and now is 
certainly the time for the business man, looking forward 
to increased business for coming years, to consider seri- 
ously ways and means of putting and keeping himself and 
his business in the buying public’s mind. 

This can and is being done through various means, of 
which advertising is perhaps the most important. How- 
ever, not all advertising is done through the medium of 
publication and announcement. Your most important ad- 
vertisement is your place of business and if this is not 
kept permanently before the public, loss of business 
results. Your store is the stage for your merchandise 
and, as in a play poor scenery and poor backgrounds 
detract from the qualities of the players, so, too, a store 
lacking in up-to-date appearance, detracts from the qual- 
ity of your merchandise and fails in its all-important task 
of bringing customers into the store. Don’t have your 
store a place to which the customer is forced to come 
through necessity, but rather make it a place to which 
the customer looks forward to visiting with keen enjoy- 


Clever treatment of hosiery and handbag section 
in the Harold footwear salon at Westwood Vil- 


lage, Calif. 


ment. Then increased business and lessened 
sales resistance will naturally result. 
Modernization of a shoe store does not 
always call for an expensive outlay. Sim- 
plicity is the keynote of modernization today. 
The appearance of your store can be greatly 


Dusty pink walls afford a pleasing contrast with 

the jewel blue rug, beige settees and bleached 

maple woodwork in the Sophistocrat Shop of 
Frank Brothers. 
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The newly opene gilverwood stores on Seventh Aven 
has 4 fine shoe deparement> modern, complete n 
detail. 























Merchandise can now be made to stand out with crystal 
clarity, seeming to be open to the street. Around the in- 
visible window in this Sommers store, 57th Street, New 
York (illustrated below), the flat glass has been removed 
and a sheet of formica inserted illiminating reflections, 
such as one sees in the flat glass of the door. 


WELH 


——__ 


SOMNIEFS 











Interior merchandise displays are important features of 

the modern shoe store and this new Florsheim store, 

Long Beach, Calif. has provided them in abundance in 
both sides and rear. 


One of the most in- 
teresting new stores 
on the Pacific Coast 
is Harold's, on West- 
wood Boulevard in 
Westwood Village, 
_ Calif. Harold Frankel 
is the proprietor and a 
description is printed 
elsewhere in this issue. 


The exterior of this 
ome shop is a 

study in effective il- 

lumination. Observe 

the unusual silhouette 

effect obtained by re- 

flected lights behind 
the sign. 


Hayden’s new shoe department in Omaha has a pleasing 
modernistic appearance without resorting to extremes in fur- 
nishings or decoration. 


A clever decorative effect, combined with display, at Harold’s, 
in Westwood Village, Calif. 










At the top of the page is an interior view 

of the new shoe department in the Buffum 

store, Long Beach, Calif., and, below it, a 

bit of detail from Harold’s, Westwood 
Village, Calif. 


CALLS FOR FINER SHOE STORES 


A portion of the interior of the new Penney 
store in Denver, Colo., affording a glimpse 
of girls’ and women’s shoe sections. 








o 


, 7 


ar 
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Novel treatment of sign and store front are seen in 
this new Physical Culture Shop in Hackensack, N. J. 


An artistic bit of detail from the interior of the new 
French Bootery in 57th Street, New York. 





»» tomer. 
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MODERN SHOE STORE EQUIPMENT 
Shoe Findings and Accessories 


Modern and Comfortable 





The Howell Chromsteel...Furniture 


illustrated here has solved the problent* 


of decoration with a type of floor equip- 
ment that is distinctly modern and that 
just naturally fits in with shoe mer- 
chandising. It has the smartness of 
design to suggest “newness” in style 
and appearance—and it is set off with 
colorful leather and fabric upholstery. 
The Howell Company are originators 
of this distinctive line of furniture, and 
the equipment shown here is one of 
their specialties for shoe stores and de- 
partments. The new Howell catalog, 
illustrated in colors, shows the full line 
—with many suggestions for shoe stores 
—Howell Company, St. Charles, Il. 





Proving Correct Fit 








By proving correct fitting to yourself 
and to your customer you avoid argu- 
ments about tefunds and adjustments. 
The X-Ray machine is your one and 
only: accurate method of proving cor- 
rect fitting .to yourself and your cus- 
Perfectly, fitted customers al- 
ways enjoy foot comfort, which in turn 
makes them glad to come back. Thus 
you eliminate refunds and the cost of 
adjustments and build up a larger num- 
ber of satisfied loyal customers by and 
through the aid of the X-Ray machine, 
made by the X-Ray Shoe Fitter, Inc., of 
Milwaukee, Wis. 


Forms Made eens Lasts 


Fairy Forms, made by the Shoe Form 
Company of Auburn, N. Y., are used 
by shoe men throughout the world. 
Built over original lasts, Fairy Forms 
are a real asset to the shoe retailers. 
They help immeasurably in the disnlay 
of shoes. They snap up dull displays 





and insert life into tired looking shoes.’ 


.For Gold and Silver Kid 





Ci 


This is the latest addition to the line 





»of ‘shoe dressings and specialties pro- 


duced by Everett & Barron Co. of Pro- 
vidence, R. I., and Toronto, Can. This 
dressing imparts a gleaming finish to 
worn gold and silver kid evening slip- 
pers, and also may be used to trans- 
form white kid sandals into beautiful 
evening shoes. In each package is a 
vial of liquid, a cloth for applying, 
powder in a dispenser which controls 
the amount, and a polish cloth. The 
ease of applying, and the pleasing re- 
sults obtained, make this popular item 
a ready seller. Packed in dozen coun- 
ter displays, it takes its place with the 
many popular products of this well- 
known manufacturer of “extra profit” 
items. 


New Plan to Sell 





Bags 





Many women’s shoe’stores have found 
that.an Elanbee handbag department 
is not only an avenue of extra profit, 
but a potent means of increasing store 
traffic. The plan, evolved by Elanbee 
Sales Co., 23 East 21st St., New York 
City, sets the retailer up in the hand- 
bag business without capital invest- 
ment, expenses of transportation, mark- 
down losses, and with a guaranteed net 
profit. The risks of style selection are 
assumed by Elanbee Sales Co., who keep 
their dealers supplied at all times with 
saleable bags. There are six distinct 
bag-selling seasons, making handbags 
a soyrce of constant profit. 


Scientific Foot Measurement 


The keynote of success in shoe retail- 
ing is good fitting. The Brannock fit- 
ting device made by the Brannock De- 
vice Co., of Syracuse, N. Y. provides 
scientifically accurate fitting for all 
teet. There are two motions to fitting 
with the Brannock Device: First, 
length. Correct heel-to-ball fitting. Also 
toe-to-heel in relation to the length of 
the arch. Second, width. A special 
sliding attachment gives the most ac- 
curate width measurement that can be 
had in shoe fitting. 


Better Labels Being Used 





ESTABLISHED 18675 


Indications point to unusual activity 
ahead for Tolman Print, Inc., design- 
ers and producers of most of the better- 
class labels used.on shoe cartons. The 
continued general tendency to cut car- 
ton costs, justifies an apparent unceas- 
ing demand on the part of retailers, 
wholesalers, and manufacturers for 
Tolman Carton End-labels, made by 
Tolman Print, Inc., of Cambridge, 
Mass. 


Shoe Trees of Cedar 


“Cedarshu Trees,” the most recent in- 
troduction in the shoe tree world, are 
being advertised nationally. Made of 
aromatic red cedar, “Cedarshu Trees” 
have a distinctive aroma. A clean, 
fresh, outdoor wood odor that’s good to 
have around. “Cedarshu Trees” are 
made for both men and women, and 
automatically and simply adjust them- 
selves inside the shoe. A distinct ad- 
vancement in the art of shoe tree build- 
ing, made by the Rochester Shoe Tree 
Co., of Rochester, N. Y. 





Carpet for Store Floors 


For more than fifty years the 
Mohawk Carpet Mills of New York 
City, have been weaving high quality, 
beautiful, durable floor coverings. On 
the basis of this experience, this or- 
ganization is fully equipped to aid in 
solving commercial floor covering prob- 
lems. Mohawk men, thoroughly trained 
in floor covering technique, are ready 
to cooperate with you and your archi-. 
tect in finding the most attractive and 
economical solution to any floor cover- 
ing problem you have. There is no 
charge for this service. 

[TURN TO PAGE 218, PLEASE] 
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MODERNIZATION IN THE SHOE STORE 
zs, FIELD HAS TURNED TO TROY METAL 
.-- It’s Attractive - - - It’s Comfortable 


Fifty Years Under 
Continuous 
Management 


Shoe Stores in all sections of the country have 
found Troy Streamline Metal Furniture the most 
satisfactory and economical furniture for mod- 


ernization programs. 

Troy Chrome is better—it is more durable—it is 
convenient and comfortable yet moderate in cost. 
Ask us for our new Fiftieth Anniversary Cata- 





logue. 
NEW YORK 2 Park Avenue CHICAGO 666 Lake Shore Drive 


SAN FRANCISCO 2nd & Mission Sts. MIAMI, FLA. 110 N. Biscayne Blvd. 


THE TROY SUNSHADE COMPANY, Dept. E-126, TROY, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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Be Ahead of Your Competition With the 





New times demand new 
leadership. As a mer- 
chant you strive for this 
recognition. Acquiring 
and holding it depends 
upon thoroughness 
based upon facts. e miner panning for 
gold nuggets knows this. “Lindy” knew he 
had in “The Spirit of St. Louis” and his 
stored brain that which would take him 
straight to LeBourget Field! Jesse Owens 
had the additional “edge” of study and 
stamina that won blue ribbons. 


The Adrian X-Ray Machine, while adding 
to the modern appearance of your business 
equipment, is visible proof to your custom- 
ers that with you it is not a case of fitting 
feet “by guess, or by gosh!” It supplies 
you with that added “edge” of scientific 
craftsmanship—of really intelligent sales- 
manship. X-Ray fitting is positive in check- 
ing your own or your competitor’s fitting 
service. You can see the fitting of the 
shoe all around the tissue of the feet—so 
can your customer. 


Most Advanced F; utting Method 


a center of interest and point of sale 
. . . which more than pays for itself! 





Improved Operating Switches 





NEW STYLE OLD STYLE 


Write us regarding allow- 
ance made on exchanges 
for the new DeLuxe and 


This “push button” contact with 
over-load relay is the result of 
recent advancement in technical 
electrical science—being auto- 
inte Oe abt, “deel Standard models. Be sure 


“fool-proof,” also prolongs the to mention the machine 








life of the entire machine. number of your machine. 


Why no used X-Ray Machines on the 
market? Because merchants find them 
too valuable in conducting a profitable 
business. 


As an advertising value the X-Ray Ma- 


chine has no equal. It is one item of 
your advertising budget which pays its 


_ Own way. 





Standard Model 


“Both machines illustrated are of same 
height and dimensions.” 


Your speed in selling is never slowed 
down, but actually increased. Stops re- 
turns due to misfits. 


SEE THE NEW IMPROVED MACHINE AT THE 





When writing advertisers please mention Boot and Shoe Recorder 
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CHANGING THE BUYING HABITS 
OF RETAILERS AND CUSTOMERS 


Reveals Misfits and Defects 


You cannot know the distorted 
condition inside the stocking, 
without the aid of the X-Ray. 
Clinical photograph studies of 
what happens when only a fit- 
ting stick is depended upon, will 


be supplied on request, of chil- 
dren’s and adults’ feet. They 
aid you in pointing many a cus- 
tomer back to foot health, and 
bodily comfort. 








DeLuxe Model 

















No technical knowledge is re- 
quired: of your sales people to 
operate the new improved X- 
Ray shoe fitting cabinet. It is 
actually a scientific trainer in 
the art of correct fitting. It gives 
a greater asset value to each of 
your salesmen—one of many 
dividends yielded by a wise in- 
vestment made when you add 
X-Ray fitting to your equip- 
ment. Reasonably priced—con- 
venient terms! Write us for de- 
tails. 


ADRIAN X-RAY SHOE FITTER, INC. 


3535 N. Palmer 





Milwaukee, Wisconsin 


Next to Registration Desk, 4th Floor Palmer House 
Also—Morrison Hotel Lobby 


NATIONAL SHOE FAIR 


When writing advertisers please mention Boot and Shoe Recorder 


The Adrian X-Ray 
Factory Shoe Inspector 














Mr. Shoe Manufacturer :— 


All shoes should be, and many are, 
being X-Ray inspected before leaving 
the factory—a positive check against 
lasting tacks, misplaced shanks, and 
other defects. Inspection is made 
faster than by hand. Eliminates costly 
adjustments and reduces your insur- 
ance rate. It is the only means of 
checking back on careless piece work- 
ers. A list of shoe manufacturers now 
using this new improved equipment 
will be sent on request. This Factory 
X-Ray Shoe Inspector is sold on easy 


terms. 
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Folding Boot Jacks 





No. 3 


vit HD 

The O. A. Miller Treeing Machine 
Company, Brockton, nationally recog- 
nized leaders in the creation of the in- 
dustry’s popular wood shoe tree, offers 
an extensive line of Boot Jacks, a neces- 
sary accessory in the wardrobe of the 
horseman. No. 1 illustrates the leather- 
ed covered Jack with serviceable ooze 
and non-slip pad of corrugated rubber. 
No. 2—The same Jack folded for pack- 
ing, with its leather securely fastened 
with brass pins, set flush vith the sur- 
face of the Jack, lending a finished ap- 
pearance, and No. 3—The popular 
Folding Boot Jack, so popular with 
Army officers, of selected hardwood, 
hand finished and polished with hard 
wax. 


A Black-Lined Carton 





While many and varied are the de- 
corative treatments given the outside 
of the shoe carton, the inside was virtu- 
ally neglected until Hoague Sprague 
Corporation of Lynn, Mass., developed 
the innovation of putting a black lin- 
ing in their famous Strongbox. The 
striking black interior effectively sets 
off the color in shoes, and emphasizes 
the beauty of whites. The black lining 
tends to prevent fading and the tar- 
nishing of metal fastenings and orna- 
ments. Many smart merchandisers, re- 
cognizing the advertising value of the 
shoe carton in the home, give serious 
consideration not only to the appear- 
ance of their boxes but make it a point 
to deliver the shoes to the customer in 
the original carton. 
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Ooze Leathers 


cb as B WHITE SHOES WHITE 

















Both men and women find this handy 
little pocket bag ideal for keeping 
clean white shoes made of ooze finished 
leathers,.for it preserves the original 
finish and beauty of the shoe. It is 
used like an eraser. It is also supplied 
in colors for ooze leathers other than 
white. Its merit is proven by the wide 
acceptance it has had over a period of 
16 years, and is one of the reasons why 
Port Huron,. Mich., is famous. 





First Shoe Store With 
Invisible Glass 


Sommers, Inc., of 2 West 57th Street, 
New York City, is the first shoe house 
in the United States to install an 
invisible glass window front. (Illus- 
tration elsewhere in this issue). Both- 
ered by an unusual condition of re- 
flections, the Sommers store had tried 
for years to present its window so 
that merchandise could be seen through 
a mask of sunlight, which the plate 
glass window cast into the eyes of 
passers-by. An extremely wide street 
with a glaring white building opposite 
aggravated the reflective conditions. 

All reflections have now been com- 
pletely removed and the Sommers win- 
dow is one of the showplaces of 57th 
Street. The artistic spot opening in 
the center of a masque of black glass 
has been kept intact. The entire open- 
ing has been equipped with invisible 
glass so that the merchandise stands 
out as if it were open to the street. 
No possible condition of lights or re- 
flections can now cast any shadow 
whatsoever on the contents of the 
window. 

Although Sommers is the first shoe 
house in America to use invisible glass, 
it is merely following the lead of a 
number of exclusive London and Paris 
shops who have modernized their fronts 
by that means. 

Invisible glass has made tremendous 
strides in the United States in less than 
a year. A number of the smartest 
shops in New York—on Fifth Avenue 
particularly—started the parade which 
has spread from coast to coast in some 
two-score cities. Sommers is the first 
to apply to a shoe store an improve- 
ment which is being used by jewelers, 
department stores, motor salons, fur- 
niture stores, liquor shops, florists, 
men’s stores, gown shops, fur stores, 
piano showrooms, public utility display 
rooms, and many others. 

Jack Sommers, owner of the store, 
stated that the removal of the bad re- 
flective condition was one of the out- 
standing developments of the store’s 
history. He said that actual business 


had increased considerably since instal- 
lation, and general attention from 
passers-by had multiplied enormously, 
creating a special showplace out of an 
ordinary store. In the opinion of Mr. 
Sommers, invisible glass, now an out- 
standing attraction, will soon be con- 
sidered an ordinary part of good 
merchandising. 


Red Featured in Remodeled 
Shoe Store 


Des Moines, Ilowa—‘“Berland Red” 
features the new decorations of the 
Berland Shoe Shop, here. The store has 
been completely remodeled, enlarged 
and redecorated in modern fashion 


using the various shades of rose from , 


the deep shade to a bois de rose. 

Outstanding on a street block fronted 
almost entirely of black glass and 
chromium, the Berland store has a new 
front of white marble and bronze, with 
the red again pronounced in the large 
Berland sign. The window background 
is of gold cloth. 

Inside, the store has been lengthened 
15 feet in the new arrangement. 

New lighting has been installed, also 
modern. “Spotting” the shoes has been 
accomplished by these lights through a 
system of canopies and diffused light 
over full length wall mirrors. Heavy 
red carpeting and fixtures of white 
leather and chromium complete the pic- 
ture. 

C. M. Nichols, manager, announces 
that with the remodeling of the store, 
they have increased the line to include 


shoes at $2.75 and have added a de- 


partment for hand bags. 


Shoe Store Holds Formal 
Opening 

Et Dorapo, ArRK.—The John Bruce 
Shoe Store, new addition to the El 
Dorado business district, held its formal 
opening November 7. Arthur P. Jones, 
manager of the store, has announced 
that local salespeople will be employed 
in the store. Two extra salesmen from 
Pine Bluff assisted at the opening. The 
new establishment has branches in 
Jonesboro, Little Rock, and Hot Springs. 


Karl's Opened in New Location 


CENTRALIA, WASH.—A grand cere- 
mony recently featured the opening of 
Karl’s Shoe Store in the resplendent 
new location at 123 N. Tower Ave., at 
the corner of Pine Street, this city. The 
site for the store was entirely renovated 
and modernized as a most attractive 
shoe setting. Streamlined windows 
rendered it one of the newest stores of 
this city. Sol Sax, manager, was master 
of ceremonies at the opening, and pro- 
vided a host of handsome souvenirs, 
gifts for the men and women patrons 
participating in the event. 
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The Elanbee Plan is a unique method of merchandising DOLLAR Handbag Departments. We 
have successfully operated Handbag Departments on this basis for over five years. A large 
number of representative shoe retailers are enjoying the advantages and profit of this special- 
ized service. 


GUARANTEED PROFIT 


No capital investment is required on your part to install an Elanbee DOLLAR Handbag De- 
partment. An excellent guaranteed profit on every sale is assured. Markdowns, seasonal 
carryovers, buying expenses, and transportation charges are entirely eliminated. 


SMARTEST STYLES—HIGHEST QUALITY 


Elanbee Handbags have achieved distinction for their smartness. They are expertly styled for 
the Season's mode, and are presented in Fashion's leading colors. Modern methods and ma- 
terials produce astonishing values, placing DOLLAR Handbags in the quality classification. 


FEATURED BY LEADING SHOE STORES 


We pioneered in promoting DOLLAR Handbags in women's specialty shoe stores. Our hand- 
bags are designed to tie-in with the character of such stores. No extra profit item better fits 
into the shoe store set up, attracting new customers and bringing them back repeatedly, 
season after season, and year after year. 


7 DETAILS UPON REQUEST 


We invite inquiries from responsible shoe retailers whose location will enable them to capture 
the DOLLAR Handbag business of their community. Our Plan is an ideal one for the shoe 
chains as well as for the individual store. Write for details of the unique Elanbee Plan at once. 


ELANBEE 


SALES COMPANY, INC. 
23 East 21st Street, New York 


When writing advertisers please mention Boot and Shoe Recorder 
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Howell Chromsteel Furniture for shoe stores will add 
the sparkle and design that is needed to merchan- 
dise the new styles of footwear. Write today for the 
new full color catalog of Howell Chromsteel Furniture. 











New Stores Reflect New Manners 


the past few years in store front con- 
struction and materials, which, when 
combined together, can make of the 
store front a thing of beauty and 
design in which psychological features 
to aid in selling can easily be incorpo- 
rated. The use of glass in store fronts, 
for example, has greatly increased in 
the past few years. Any color is avail- 
able and many pleasing and attractive 
combinations can be worked out. Glass, 
unlike paint, holds the colors indefi- 
nitely and maintains the appearance 
of the front from year to year. 

Glass for store windows has also 
undergone changes and now many novel 
and striking effects can be had through 
the use of curved glass in the display 
windows. Besides the appearance which 
the curved display windows add to the 
store front, your scope of display is 
considerably increased and the passer- 
by is able to view your merchandise 
from all sides, without the obstruction 
of dividing partitions in your windows. 
Your windows, part of the makeup and 
design of the store front, are the real 
important part of your street appear- 
ance. Being on the eye level, your 
windows are the stage for the first 
introduction of your merchandise to 


[CONTINUED FROM PAGE 210] 


the potential customer. The best mer- 
chandise in the world, when displayed 
in a behind-the-times window, will look 
shabby when compared to a far in- 
ferior line attractively displayed in a 
good-looking and up-to-the-minute win- 
dow. 

Lighting also holds its important 
place in the modern store of today. The 
lack of proper lighting simply means 
loss of time, effort and money spent in 
decorating your window. It may also 
make of your windows a glaring ad- 
vertisement for the store across the 
street through reflections in your im- 
properly lighted windows. The lighting 
should be strong enough to offset the 
illumination of the street lights at 
night and to make your windows stand 
out from the other stores along the 
block. 

Lighting can also be used te create 
atmosphere in your window displays. 
Green and blue lights will lend an at- 
mosphere of coolness to your shoe dis- 
play in the Summer and in the Winter, 
red and orange tinted lighting gives a 
feeling of warmth to the heavier and 
darker shoes for this season. Featured 
shoes are considerably enhanced by the 


use of a spotlight which brings that 
particular shoe out from the rest. 

Modern and decorative window fix- 
tures also play their part in creating 
atmosphere and in setting off the dis- 
played merchandise to its best ad- 
vantage. Many and varied are the fix- 
tures available to the merchant who 
takes pride in his window displays. 

The interior of the modern store of 
today reflects atmosphere. Here again 
the customer can be swayed by his or 
ker first impression, and if it is favor- 
able, sales resistance is considerably 
lowered. If you have an exclusive men’s 
store, keep it masculine. The same goes 
for an exclusive women’s or children’s 
store. The real problem is for the shoe 
retailer who carries both men’s and 
women’s shoes to combine in his store 
an atmosphere both masculine and 
feminine, without having either pre- 
dominate. 

There is a decided trend today to- 
ward departmentization in this type of 
store and here is where arrangement 
plays its part. Many retailers are 
neglectful and even ignorant of the 
possibilities of space now taken up by 
partitions, stairways and other unneces- 
sary obstructions which could be trans- 
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MODELS AT THE 
1937 NATIONAL 

SHOE FAIR! 
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Bring your modernization problems wit 

to the Store Front Clinic at the Nathonat Sn Ree 
Fair. Private consultations at Exposition Hall, 
Fourth Floor, Palmer House from 9:30 A. M. 
to 12 noon,and from 2 to 5 P.M. Write or 
wire National S Fair, Palmer House, for 
appointment. 








OW can you remodel your store see the most unique and informative east, it has been arranged to have 
front in a way that will increase display of store front science ever as- the Caravan in Chicago for your 
your shoe business from 25% to 200%? sembled. 12 actual, miniature Pittco National Shoe Fair. Don’t fail to 
What are the latest developments in Store Front models, built to scale. see the models. 
store front styling and design? What 12 concrete examples of store front If you are unable to attend the 
materials are the best ones to use? design, lighting and construction that convention, find out from the nearest 


- How should your displays be illumi- will show you all that’s latest and Pittsburgh Plate Glass Co. warehouse 
nated to best advantage? You'll get best in these fields. 


when the Caravan will visit your own 


the answer to these and many other These Pittco Models are touring territory. You must see these models 


questions at the National Shoe Fair the country in the Pittco Caravan 
at the Palmer House, Chicago, Ex- ... and in view of the tremendous 
position Hall... January 4th to 7th. enthusiasm with which they have 


. for bigger and better business. 


PITTSBURGH, 
PLATE GLASS COMPANY 


For there you'll have a chance to been greeted in cities throughout the 000 ceessnmnnmnnnnnnnnninnnennnnnennsn ' 


Prone rnows 


STORE FRONTS 
metal... paint 


CARRARA STRUCTURAL GLASS - oes STORE FRONT METAL - PITTSBURGH PAINTS 
PITTSBURGH MIRRORS - PITTSBURGH POLISHED PLATE GLASS + TAPESTRY GLASS 


: Pittsburgh Plate Glass Company, 
: 2372-B Grant Bldg., Pittsburgh, Pa. 


Please send me, without obligation, your new 


book entitled “Producing Bigger Profits with 
: Pittco Store Fronts.” 


Name. 





i Street, 


City State. 
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profits do grow 
On (r@€es.. « e 


Cedr-shu Trees are the newest to be 
had. They’re made of highly polished 
aromatic red cedar. A clean, refresh- 
ing, natural wood odor that’s delight- 
ful to have around. Cedr-shu Trees 
will keep shoes looking like new. 
They're adjustable, and they’re 
made for both men and women. 


Here are profits you can pick off 
trees! You'll sell a pair with each 
pair of shoes. Don’t overlook this 
lucrative sideline. Write us today 





as advertised in Esquire 


Be sure to see the Rochester Shoe Tree line 
in Chicago. Included will be popular sell- 
ers as the Travel Tree, the Genesee model, 
(Illustrated in Red Cedar) the Ontario 
model, and the Princess Pat (For Sandals). 
We'll be in Room 1301 at the Palmer House 


for details and prices. 


ROCHESTER SHOE TREE CO. 


Division of Schelter Last Co., Inc. 
62 CUMBERLAND STREET 











during the National Shoe Fair ROCHESTER NEW YORK 
New Stores Reflect New Modes ™2y wish to create in your store. type store to the ordinary family shoe 
store. Its ultra-modern design pro- 


[CONTINUED FROM PAGE 220] 


formed into useful space and incorpor- 
ated with the whole room to form an in- 
teresting and striking interior. 

Few retailers are aware of the im- 
portance of a floor covering in creating 
the atmosphere needed to go with a cer- 
tain type of store. Up-to-the-minute 
fixtures, convenient arrangement and 
attractive fixtures —all these are im- 
portant factors in modern merchandis- 
ing, yet their pleasing effect can be dis- 
sipated by an out-of-harmony floor. 

In the dressing-up of interiors, prob- 
ably no part of the room plays a more 
important role than does the floor. Ex- 
cept for the ceiling, it is by far the 
largest area in a room that lends itself 
to decoration and is one of the first 
things that meets the eye on enter- 
ing the store. If the floor covering is 
out of harmony with the rest of the 
room, the whole effect which the owner 
may have strived to produce will be 
lost. 

New techniques in the manufacturing 
and design of floor coverings have been 
worked out in the past few years and 
today, reliable representatives of floor 
covering concerns are available to ad- 
vise you on the proper covering for 
your floor that will best harmonize with 
the design, type and color scheme of 
your store. 

Color itself is important in bringing 
about the proper atmosphere which you 


Whether it be coolness or warmth for 
which you strive, or a feeling of rich- 
ness or simplicity, color should come 
first in your consideration. Color can 
create a feeling of spaciousness or 
again it may be used in creating an at- 
mosphere of coziness and in bringing 
together a room of large dimensions so 
that a customer does not feel lost upon 
entering the store. Color holds tre- 
mendous sway over the human mind 
and great care should be used in the 
selection of a color scheme so that a 
proper harmony exists which will not 
clash with the ease of mind of a cus- 
tomer and present a disturbing factor 
to disrupt the sale. 

Then again, color enters into the 
proper lighting of the store. The wrong 
color scheme can destroy the most per- 
fect lighting system so that its entire 
effect is lost and the store appears out 
of kilter. 

Naturally one of the first thoughts 
in the remodeling and modernization of 
a store is directed toward the furniture 
and fixtures. Today it is possible to 
secure practically any type of furniture 
to conform with the type and design of 
the room, from the Colonial period to 
the ultra-modern. Probably the design 
that has shown the greatest strides in 
the past few years has been the devel- 
cpment of the modern chrome steel fur- 
niture. Its simple arrangement allows 
it to harmonize with practically any 
modern store design, from the salon 


claims simplicity, but this very sim- 
plicity broadens its scope of use. 

Many new fixtures have been added 
to modern store equipment in the past 
few years. With increased stress laid 
on the proper fitting of footwear, one 
of the most important steps in modern 
shoe fitting has been the introduction of 
the X-ray shoe fitter. 

Locating the X-ray machine in the 
shoe store is an important factor. Pro- 
vision should be made so that the ma- 
chine is centrally located and is avail- 
able to everyone. This would mean 
that the electrical connections should be 
as close to the machine as possible and 
should come up from the basement with 
a waterproof floor receptacle. In this 
way you eliminate the long extension 
cords which, besides being in every- 
body’s way, present an ever-present fire 
hazard from a short circuit. 

Lighting the interior of the store is 
extremely important but, unlike the ex- 
terior, the interior illumination should 
be such that it does not call attention 
to itself but rather lights the entire in- 
terior of the store without glare. 

Modern diffused or indirect lighting 
has been an important addition to light- 
ing efficiency. It sheds a soft illumina- 
tion over the entire room, practically 
eliminates shadows and lends a feeling 
of ease and comfort to the individual 

[TURN TO PAGE 224, PLEASE] 











BOOT AND SHOE RECORDER, December 26, 1936 Page 223 


| ATOM yy 
ie 7 4 xtv> 








When writing advertisers please mention Boot and Shoe Recorder 





Page 224 


BOOT AND SHOE RECORDER, December 





26, 1936 


BRANNOCK “TWO MOTION” SCIENTIFIC FITTING 


does 3 things for the Shoe Retailer: 





Dealers who buy shoes from the fol- 
lowing manufacturers can obtain the 
Brannock Device directly from them: 
—. Meadows & 


Brown Shoe Co. 
Central Shoe Co. Morse & Rogers 
Commonwealth Shoe & Musebeck Shee Co. 
Leather Co. Nath’! Fisher & Co. 
Craddeck-Terry Co. A. €. Nettleton 
Curtis-Stephens- Embry Nunn Bush Shoe Co. 
Co., Ine. Pied Piper Shoe Co. 
Ounn & MeCarthy, Ine Or. A. Posner Shoes, inc. 
4. Edwards & Ce. Red Cross Shee Co. 
Exeeisior Shoes, Inc. E. P. Reed & Co 


Freeman Shoe Corp. Selby Shoe Co. 
} saonpd ohes Oo. nn Vitality Shee Co. 
reen Shoe 6. 5 Waterbury & Son Co 
pe my = oe Co. Weyenberg Shoe Co. 
erbst Shoe 6. le 
5 t aa E. T. Wright & Co. 
Hutehinson-Wineh 
Ideal Shoe Mfg. Co. 
Shee 





Krelder- -Creveling Shoe 
Lockwedge Shoe Corp. of 
America 





A NA 


BRANNOCK DEVICE co. 


cT 


Among retailers who use the Brannock 
Device are: 





RETAIL SHOE STORES tthe stones 
Burdine’s Beotery A. &. Beek sf 
eae Bostonian Shoe Shops 
lames F. Condon & Son  Grownbilt Shoe Stores 
"s Enna Jettick Shops 
t. H. Fyfe & Co Florsheim Shoe Stores 
yo a Hurley Shoe Stores 
Wm. Hahn & Co. Kaufman Hats 
Kereta Shee Co. 1. Miller Shoe Stores 
Nettleton Shops 
F. Peiree & Son Nisley Shoe Stores 
Wm. Pidgeon 
otter’s Nunn Bush Shops 
MeNeil Stetson Shops 


Vv Treadeasy Shoe Shops 

Winkelman Shoe Co. Truly Warner Shops 

also officially adopted by the 
UNITED STATES NAVY 






SYRAC 


1-Increases Repeat Sales 
9-Attracts New Customers 


3-Saves % of Fitting Time, 
Cuts Down Try-Ons 


The “Adult”? Model has for years been the ac- 
cepted standard for correct shoe fitting. 














PRICES 
JUNIOR MODEL 
1 Device $12.50 
2 more, 
oun. eacee 10.00 
ADULT MODEL 
{ Bevies.. * cou 
(was $15 
oT 10.00 
| “Adult” 
1 ....4$20 
1 ae: 
Lord & T 
DEPARTMENT STORES ‘eo 
J. & N. Adams F. 
8. Altman & Co. Marshall Field & Co. 
rnold Constable & Co. 
Bulieek tke er. 
Filene’s Stix, Baer & Fuller 
Heeht’s Strawbridge & Clothier 
J. L. Hudson john 
Jordan Marsh R. H. White 








The “Junior” Model is the result of 
years of development on the sales floor 
of a Juvenile shoe department. 








New Stores Reflect New Modes 
[CONTINUED FROM PAGE 222] 


which is haif the job in rolling up sales. 
It is ideal in lighting featured displays 
so that shadows do not detract from 
the appearance of the merchandise. 

There is nothing that tends more to 
put a customer into a buying frame of 
mind than perfect ease and comfort 
while shopping. Probably the most im- 
portant addition to this factor has been 
the introduction of air-conditioning to 
modern retail selling. 

Air-conditioning naturally plays its 
most important role during the hot 
Summer months when a cool place to 
shop is a major requisite. An air-con- 
ditioned store is one of the surest ways 
of overcoming the natural Summer 
slump attributed mainly to the dislike 
of people to shop in the hot weather. 
Besides its beneficial effects on the cus- 
tomer, an air-cooled store adds to the 
comfort of the salesmen and makes it 
possible for them to do a better job of 
selling than if they were hot and un- 
comfortable. 

An air-conditioned store becomes 
your leading advertisement as soon as 
it is installed and will continue so until 
air-conditioning becomes as popular as 
the electric refrigerator is today. One 
of your cheapest and most beneficial 
advertisements is that which is done by 
word of mouth from pleased customers. 
A customer will go out of her way on a 
hot day to shop in a cool spot and when 





she is pleased it is only natural that she 
will tell her friends about it. If you 
have a fairly large-sized lobby at the 
entrance of your store, try air-condi- 
tioning it on a hot day and watch the 
passersby come in for a moment of re- 
spite from the heat. It is only natural 
that he or she will look at the display 
windows while standing there, which 
otherwise they might have passed by. 


Outside of its effect on customers and 
salesmen, air-conditioning has other 
benefits which are important to the 
store owner. Go into any store that is 
air-conditioned and note its clean ap- 
pearance. This is not due to extra and 
meticulous cleaning but is a result of 
the filtered air in the store from which 
dirt and other impurities have been re- 
moved. 

Fabrics, upholstery and merchandise 
are kept cleaner and always look to 
their best advantage in an air-condi- 
tioned store, and this is important in 
keeping up the store’s appearance, 

Air-conditioning, of course, calls for 
an expensive outlay but the results of 
its installation will doubly repay you in 
increased sales, both from shoes and 
their accessories, an easier and faster 
turnover, decreased returns of mer- 
chandise, a noticeable grading up in 
merchandise sold and, on the whole, a 
smoother and better functioning organ- 
ization. 


New England Output Hits 


Highest Month 


Boston, Mass.—The following analy- 
sis of the manufacture of shoes, made 
by the New England Shoe and Leather 
Association, based on statistics released 
by the U. S. Bureau of the Census, re- 
veals that the New England Shoe states, 
for the sixth consecutive month, led the 
country in production, with a gain of 8 
per cent for the first 10 months of this 
year over 1935, as compared to a gain 
of 5.6 per cent for the industry as a 
whole. New England’s gain in produc- 
tion of almost 13 per cent this October 
over the same month a year ago, was 
also higher than the average. 

New York nosed out Massachusetts 
in total production during October for 
the first time since January of this 
year. Massachusetts, however, can 
boast of a higher relative gain over a 
year ago, with an increase of 12 per 
cent in October, compared to New York 
state’s increase of a little better than 2 
per cent. Also, Massachusetts is lead- 
ing all other states for the 10 months 
period, with a total output of close to 
70 million pairs, which is 7.5 per cent 
higher than its output in the corre- 
sponding period of 1935, while New 
York’s output in this period was actual- 
ly 1 per cent lower than the 1935 level. 

The gains registered by the other 
New England states for this 10 month’s 
period, were 8.5 per cent for Maine, 
and 9 per cent for New Hampshire. 
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MOHAWK CARPET 


pe like this store in Cleveland. 
The thick, soft Mohawk carpet on the 
floor has a lot to do with their desire to 
trade at this store. The carpet makes new 
shoes feel more comfortable and subtly 
“sells” them on both the shoes and the 
store itself. And that feeling of satisfac- 
tion on the part of his customers is an as- 
set worth many dollars to any merchant. 

Mohawk Carpets cost no more to buy. 
And actually, when you consider their 
truly amazingly long-wearing qualities, 
they save money in large amounts. So— 
might it not pay you to give a thought to 
your floor covering problems? Remem- 


ber, Mohawk carpets come in a wide 
variety of smart patterns and rich solid 
colors, in many grades and weaves. There 
is one that will solve your floor covering 
problem most economically. It will 
cost you nothing to get expert advice. 
Send a wire collect to any of the branches 
listed below, and an expert will consult 
with you without any charge or obliga- 
tion on your part. 


FREE...TO SHOE STORE MANAGERS 


Send today for Mohawk’s amazing new Carpet Calculator. 
It is a very simple instrument that enables you to quickly 
and easily estimate your carpet requirements. So send today 
for your Mohawk Carpet Calculator. Remember, it’s free! 


MOHAWK CARPET MILLS 


GENERAL SALES OFFICE: 


29S FIFTH AVENUE, 


NEW YORK, N. Y. 


Regional Sales Offices: 


Boston Buffalo Cineinnati 


Kansas City 


Atlanta 
High Point 


Chicago 
Los Angeles 





Cleveland 
Philadelphia 


When writing advertisers please mention Boot and Shoe Recorder 


Detroit 
St. Louis 


Des Moines 
Seattle 


Dallas 
Pittsburgh 


Denver 
San Francisco 
























1936, Mohawk Carpet Mills, Inc. 
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SALES INCREASE WHEN YOU MODERNIZE 


There is forceful attractiveness in individuality 
.. « let Adler-Jones design and build you a modern 


ADLER-JONES 


a 
CHICAGO 


made-to-order background, 
one that is correctly individ- 
ual, Write for full particulars. 
See our sketches and photo- 





—r 
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SPLAY DE 
SOUTH WABASH AVENUE... . 


S1G 


graphs at the Palmer House, Room 763, during the 
National Shoe Fair. 


or a wide selection of 
ie decoratives send for 
our new catalog, the “Guide 
To Better Window Displays.” 








Smart New Shoe Shop on Coast 


THERE is a new shoe store in West- 
wood Village called Harold’s. It is a 
smart looking shop, far above the aver- 
age run of suburban stores in appoint- 
ments and grades carried. 

And just what gave B. Harold 
Frankel the necessary encouragement 
to open a store selling only women’s 
shoes in a community which was ap- 
parently well served with places to buy 
shoes? 

Take a look around the Village. One 
finds a good popular priced chain fam- 
ily shoe store; a store specializing in 
the good grades of children’s and 
misses’ shoes; one selling women’s 
shoes from $4 to $7.85; a Sears Roe- 
buck branch as well as a J. C. Penny 
store is located here. Then the big Los 
Angeles down-town stores like Bull- 
ock’s and Desmond’s have good 
branches, so all in all it would seem 
this community was well supplied with 
places where all kinds of shoes from 
the popular priced to the top grades 
could be obtained. 

Yet Frankel did spend his good 
money in the type of store pictured 
here. Women’s shoes retailing at $6.75, 
$8.75 and $10.50 were bought. Then a 
few $5 numbers for the college girls 
were added. With the newness of the 
store worn off, after a couple of months 
doing business, the management finds 
that fashion correctness is far more 


important than retail price. Even better 
shoes are to be added, slowly at first, 
but definitely more better grades. 

Eight years ago, Westwood Village 
was just rolling fields, a large acreage 
some 13 miles west of Los Angeles. A 
branch of the University of California 
was started there. A farsighted real 
estate concern developed the building 
of a community of broad boulevards, 
highly restricted business and residen- 
tial sections, a model business and home 
section, complete in every detail. 

When Frankel decided to expand 
from his store in San Pedro, which is 
also in the city of Los Angeles, but 
some 20 miles from this location, he 
searched all through the hundreds of 
neighborhood locations in the city. 
Checking with real estate men, he found 
the building restrictions relatively 
high in the Village. It was, therefore, 
natural to anticipate a reasonable de- 
mand for good quality merchandise, as 
this was essentially a home community, 
with houses costing a minimum of 
$5,000 and with the majority costing 
from several times that amount up to 
some of the movie executives and 


players in the $35,000 and $50,000 
class. 

In addition to the keen Village com- 
petition, the up and coming city of 
Santa Monica is only six miles away, 
to say nothing of the stores over Holly- 


wood way and the certain drawing 
power of the big downtown stores. Most 
all the people in this trading territory 
have charge accounts in the downtown 
stores, so are constantly comparing 
completeness of stocks, prices and the 
physical aspects of local stores with 
city stores, where established charge 
accounts make city buying easy. 

Early in his experience, Mr. Frankel 
found the great majority of his cus- 
tomers were not price shoppers; even 
the college girls on a somewhat limited 
budget were looking for the smart in- 
teresting things. He soon learned that 
the “foot traffic” past his store was 
comparatively light, while the “buying 
traffic” was extremely good. Therefore 
what was placed in the window, how 
it was placed and the reason for its be- 
ing displayed were considerations of 
vital importance. Window trims in this 
store are most carefully studied. They 
are built around the thought of what 
the consumer wants, and not what the 
store has to sell. 

Photographs tell a far better story 
of how the store looks than the printed 
word descriptions. (See illustrations in 
Store Modernization Pictorial Section, 
pages 205-213.) Architecturally, it is 
in keeping with the other business 
buildings in the Village. A goodly part 
of the business here comes from the 

[TURN TO PAGE 228, PLEASE] 











BOOT AND SHOE RECORDER, December 26, 1936 







B. ALTMAN & CO. 


th STEER 









Few ace. 





the glass slipper 
turns up at Altman 


when cinderella walked oat 2 the pcre tot was the bet 
ebody srw at the gine Pipper. . for quid 9 tine anyhow. Now statre’s ove 


esac aitiad oe your til... ard yours: and yours Maybe not the sparkling 






“Ele siiper Met iret he pice 9. is ane fas 9 ferent aon 


. frifeck 8 hr yon chide dimes, I's sized cxactty on Our cuiden's shew 
cag * 

: bys 34% fo mead 3 We ty then on, and pier at the toes, and poke 
SD 











See the Fairy 
Cinderella Foot 
Fitting Form in 
Room 799, Palmer 
House, Chicago 
during the Nation- 
al Shoe Fair 
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B. ALTMAN & Co. 
sell children’s shoes 


more quickly. 
more profitably 


with FAIRY CINDERALLA 
FOOT FITTING FORMS 



































This great store is one of the many that 
are building bigger and better children’s 
shoe departments. For the new Fairy Cin- 
derella Foot Fitting Forms immensely aid 
in fitting shoes properly. 

The Fairy Cinderella Foot Fitting Form is 
built on the exact last as the shoe the child 
needs. The foot can be seen through this 
transparent form exactly as it will appear 
in the shoe. Thus mothers and children 
actually see the foot through the shoe the 
child should wear. They see the necessary 
growing space, the needed room that 
should be present. 


Fit children with Fairy Cinderella Foot 
You'll be building your- 
self as a more capable, more conscientious 


Fitting Forms. 
merchant. And you’ll be well repaid in 
increased, busier business. 


Write us for complete details. 


The illustration shows a full page advertise- 
ment featuring Fairy Cinderella Foot Fit- 
ting Forms, the actual show case containing 
the foot forms at B. Altman & Co., and the 
Fairy Cinderella Foot Fitting Form as it 
appears with a child’s foot inside the form. 


SHOE Form Co., INC. 


AUBUBN, NEW YORK 








When writing advertisers please mention Boot and Shoe Recorder 
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INSTILL 


New Life 


in an 


Old Setting 


Yours may be a big-city or 
a small-town shop. In either 
case, don’t overlook the rec- 
ognized truth that your store 
interior should create more 
than just a favorable impres- 
sion. It must exemplify 
studied thought in the plan- 
ning of every feature if you 
are to retain old customers 
and attract new—particularly 
when competition is keenest. 


As in any detail of the in- 
terior effect, whether it be 
the furniture, floor covering, 
lighting fixtures, or what not, 
the boxes on the shelves—or 
specifically the fronts of those 
boxes should harmonize as a 
definite part of the ensemble. 
Neglect of that phase of store 
design is today inexcusable. 


May we urge the early 
adoption of a new label for 
your carton fronts if your 
present style conflicts with 
your general store color 
scheme or if a more modern 
design is needed. 


~ 
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A NOTABLY increasing 
demand exists for end-labeled 
cartons as evidenced by new 
label specifications received 
here at LABEL HEAD- 
QUARTERS the past’ few 
weeks from hundreds of dis- 
cerning shoe retailers and 
wholesalers the country over. 
It is certain that a carton 
carrying an attractive, color- 
ful END LABEL fits per- 
fectly into the new scheme of 
things with regard to cost and 
expediency. 


Your request for specimens 
of TOLMAN LABELS and 
full information regarding 
the Tolman Servicing Plan 
will have our immediate at- 
tention. 





ESTABLISHED 1675 





TOLMAN PRINT, Inc. 


CAMBRIDGE, MASS. 


LABEL HEADQUARTERS to the 
shoe trade since 1875 -:- -:- -:- 


Smart New Shoe Shop on Coast 


[CONTINUED FROM PAGE 226] 


college, as the gates are at one end of 
the trading center. So with a large 
resident student roll and the permanent 
faculty plus the fine residential sector 
as a background, Frankel soon found 
(to quote him) “A merchant must be 
alert here in his appointments and his 
stock, because this trade requires it. 
We tried to make our store a restful 
and attractive place in which to shop. 
Here in the bright California sunshine, 
decorating the shop walls in two shades 
of green and using a wall to wall Araby 
green carpet produced the desired sub- 
dued color effect, which is cool and 
refreshing at all times of the year. A 
few rust colored settees and rust 
colored seats on the fitting stools gave 
the needed color contrast. Pictures by 
Sair on the walls, give a real homey 
effect.” 

George Schwab is the store manager, 
coming here from the Lewis Shoe Co. 
of San Diego. Assisting him is Felix 
Jones, who was with the local I. Miller 
shoe store for the past 11 years. 





| Jackson-Sax Open New 

| Shoe Shop 

|. Detroit, Micu. — Jackson-Sax, Inc., 
| has opened a new shoe shop on the 
mezzanine floor of the Book-Cadillac 
Hotel, leading Detroit hostelry. This 
is believed to be the first shoe store in 
a similar location in this country; pre- 
vious shops have usually been upon 
the ground floor, rather than upon the 
mezzanine of leading hotels. 

Aubrey L. Jackson, head of the cor- 
poration, is responsible for the move, 
which follows withdrawal of Jackson- 
Sax from the Sax-Kay Shop on Wash- 
ington Boulevard. The shoe department 
in that store has now been taken over 
directly by the store management. 

The new shop is about 15 by 40 feet, 
and is located directly opposite the 
main stairway to the mezzanine, being 
in a commanding position to attract 
attention. 

A center doorway with a display 
window on either side, gives a genuine 
street-type front to the shop. It is 
designed throughout on modernistic 
lines, with special emphasis upon the 
avoidance of angles by the use of 
curves wherever possible. Display cases, 
front window angles, and other points 
are rounded. 

A five- by six-foot mirrow covers the 
upper rear wall, between. two service 
doors. Beneath this is a rounded 
mantle in black, with an electric fire- 
place that gives the impression of a 
live coal fire. A formal display of 
flowers is used on the mantel. 

The store is finished in a cream 
background, with trim, baseboard and 
other woodwork finished in a fine con- 
trast of black. A beige carpet is used. 
Four beige love seats and eight in- 
dividual chairs in greens and blues 
complete the seating equipment. The 
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View of Meyer Brothers, Inc., Shoe Department, Paterson, N.J., shortly after modernization 


Store modernization, with McKay-Chrome Furni- 
ture, quickly pays for itself. The beautiful appear- 
ance of this fine furniture draws customers. Its 
compact form permits spacious, attractive floor 


arrangement. It is easy to clean and long-wearing 
—upkeep cost is extremely low. Write for complete 
details. The McKay Company, McKay Building, 
Pittsburgh, Pennsylvania. 


MODERNIZE WITH M°CKAY-CHROME FURNITURE 





love seats and chairs are in a special- 
ized fabric, resembling Colonial style 
quiltwork. 

One display case is used at the left 
hand of the entrance. All stock is con- 
cealed, with storage space at the rear 
of the store. 

The store was designed by C. How- 
ard Crane, noted international archi- 
tect, who is now in England, and is a 
well-unified shop in its entire layout. 

A noteworthy feature is a display 
of half a dozen pairs* of shoes upon an 
irregular shaped blue carpet, right in 
the middle of the floor. They are bound 
to attract attention there from any 
customer. In addition, spotlights are 
focused upon this display at night, giv- 
ing a valuable depth effect. 

The Jackson-Sax store specializes in 
women’s high style shoes exclusively, 
with prices starting at $12.75. 





Norman's Adds New 
Department 


Detroit, Micu.— Norman’s down- 
town women’s shoe store, operated by 
Norman Rosenberg, at 34 West Grand 
River Avenue, has just completed a 
new department, by addition of a base- 
ment salesroom to the store. This com- 
pletes the present stages of an expan- 
‘sion program begun some months ago 
by the store. An adjoining store space 


has been taken on lease, but it is now 
operated independently as a_ hosiery 
shop. Plans call for direct addition of 
this space to the shoe store itself at 
a later date. 

In the meantime, the new basement 
room has doubled the amount of stock 
space available. The space was for- 
merly used only for surplus stock, and 
was not conveniently available even to 
the store staff. A new staircase has 
been built in at the front of the store, 
providing direct access to the base- 
ment by customers coming in the front 
door. The attractive basement lighting 
commands the attention of customers. 

In general, the more moderate priced 
shoe lines will be carried in the base- 
ment. Both departments, however, will 
be under a unified sales management. 

The basement has been finished in 
an ivory tone with a light green trim. 
Open stock has been used throughout 
with the shoe boxes designed in ivory 
to match the basic woodwork design. 

Mirrors in panels have been placed 
in the structural columns in the base- 
ment. Beveled and tilted fitting mir- 
rors are placed at convenient spots in 
the wall with lighted display cases 
above them. 

Carpeting of dark taupe shade has 
been used. The chairs, some 50 in num- 
ber, are of a Gothic design in dark 
mahogany woodwork with red leather 
upholstery, characterized by tapering 


tacks. The ceiling has been finished 
in ivory, with direct lighting fixtures, 
making a very light and attractive 
room. A false ceiling of plywood has 
been installed, lowering the actual room 
height, but removing from sight all 
service piping. 

Major changes have also been com- 
pleted on the front of the store. Chief 
of these is the erection of a new front, 
over the door, extending three feet 
higher than the former construction, 
and demanding more attention from 
the street. It has been done in a yel- 
low background, with green and red 
decorative inserts. Lettering has been 
done entirely in green, using vitriolite 
in mirrored glass. The former red 
neon sign has been replaced by this 
green-mirrored lettering, which gives a 
more individual distinction to the store. 

Management of the store, inciden- 
tally, has been taken over for Mr. 
Rosenberg by David Goldfine, who was 
formerly assistant manager. Leo Drab- 
kin, who was store manager, has re- 
signed to go with Frank and Seder 
Department Store here, as merchan- 
dise man for all shoe departments. 





Store in New Location 


Corry, Pa.—The Barnes & Carrig 
Shoe Store here moved to a new and 
modern location on North Center 
Street. 
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Foot Science 


Engineering Function of Human Locomotion 


More Important Than Medical Concept 


ET is high time, if legislation decidedly inimical to 
the shoe merchant is to be avoided, that the industry 
at large reverse the trend which has been growing by 
leaps and bounds for the last several years and quit 
trying to compete with the medical profession. The 
fact that this latter profession has been able success- 
fully to trace many bodily ills to faulty posture brought 
about by poorly fitted or poorly shaped shoes is no 
reason why the merchant should advertise that he has 
shoes which can cure the ills which these savants have 
uncovered. And it is even less reason why they should 
themselves diagnose those ills. 

As pointed out in the Boot AnD SHOE RECORDER as 
recently as last October: “The retail shoe merchant, in 
our opinion, has more to do with the engineering side 
of the product he sells than with the medical. When 
an engineer trues up a bed-plate that goes under a 
machine or a bridge or a building, he is doing some- 
thing to preserve the balance, posture and function of 
that machine or structure. When a shoe man trues up 
the foundation of the human body so that it functions 
as it should, he is as much an engineer of human loco- 
motion as any mechanic. If, in the truing up of that 
pair of shoes, it is necessary for him to use wedges, 
cookies, arches, appliances, he is performing a mechani- 
cal duty and not a medical function. 

“We will jealously preserve the rights of the 
shoe store to service the American public with 
the right sort of shoes and if relief from pain is 
resultant, it is a function that is inherently associ- 
ated with proper footwear for the human race. 

“No division of medicine can carve out of the 
shoe store the function of recommending certain 
shoes for certain purposes of locomotion. Shoe 
stores sell shoes—not cures or fears. 

“At the same time we issue a sincere caution 
to those stores that have gone a little bit too far 
into the controversial fields of medicine, to re- 
treat to more secure ground. The shoe industry 
has made great progress in improving the fit and 
comfort of footwear and must continue to make 
even greater progress.” 

That being the case, no discussion of foot science as 
related to foot comfort and foot health can begin with- 






Figure 1—The modern last (above) contrasted with the 
older last (below). Shoes made over the former sup- 
port the cuboid section of the foot and fit better over 
the instep. There is more ball room and less chance 
of squeezed toes. The tread of the forepart is accu- 


rately positioned to give a maximum of comfort. 


out considerably more than a brief mention of the part 
played in that comfort by the shape of the shoe and 
the progress which has been and is being made jin the 
designing of the shoe’s foundation—the last over which 
it is made. It is the last that determines the inside 
shape of the shoe, and it is the inside of the shoe which 
comes in contact with the outside of the human foot. 

More than fifteen years ago, the new-elected head 
of one of the largest last manufacturing concerns in 
the country sat at his desk and cast a skeptical eye 
over the lines of a piece of maple wood. It had arrived 
a few moments before from his pattern department, and 
it was obvious that he was discontented, to say the 


least. [TURN TO PAGE 242, PLEASE] 
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THE LEAL 


most dramatic success ever recorded in women’s fine shoes. Leader in style . . . leader in 


w...symbol of the 


quality...leader in workmanship. Result —10,000 pairs daily production for 
F 1937... with hundreds of fine merchants on the waiting list for the Red Cross Shoe 


franchise—acknowledged the most valuable shoe franchise in the world today. 





The United States Shoe Corporation, Cincinnati, Ohio. 


eran woos | RED CROSS SHOES 
Rooms 659, 660 and 661 A BEAUTY TREATMENT FOR FEET 


When writing advertisers please mention Boot and Shoe Recorder 



























“UNLACED TEST”’ 


* 
Shostback FOOT SAVERS 


are breaking All 


@ Our dealers’ sales—and prof- 
its—are steadily increasing, be- 
cause of the marvelous fitting 
qualities of Foot Saver Shoes. 
And also because dealers can 
prove this in a jiffy by our famous 
“Unlaced Test.’”’ And also be- 
cause Foot Savers possess, not 
only perfect fit and comfort, 
not only quality in materials 
and workmanship, but also a 
high style appearance, a smart- 
ness heretofore thought impos- 
sible in a welt shoe. 


*REG. U. S. PAT. OFF. 








%\| 1931 | 932 | 1938 





















































—— Our actual sales figures. 


====- All shoe manufacturers. 
(U. S$. Department of Commerce) 


Shovtback’ 
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FOOT SAVERS | 






les Shnthack SKUFFIES 


Sales Records 


‘@ Our dealers are also profit- 
ing from the instant and amaz- 
ing popularity of Foot Saver 
Skuffies, an outstanding line of 
spectator and active sport shoes 
that have set a new standard of 
style and fit. Julian & Kokenge 
styling is the secret of their 
smartness. But our Shortback 
Last is the secret of their fit— 
combining a “‘Skuffie” air with 
a trim comfort women appreci- 
ate. And remember—if it isn’t 
a Shortback, it isn’t a Foot Saver. 


*REG. U. S. PAT. OFF. 


Shortback Lasts were perfected and intro- 
duced by us in Spring 1933. See what has 
happened to our sales figures since then 
compared with the rest of the industry! 


Shortback 
SKUFFIES 


—— ’ 
<— PROVES FOOT SAVERS’ FIT 











of ervice 


Gpomig ft ae pop fog 


C/ hat every pair of children’s shoes 
we sell will be carefully fitted by a competent shoe fitter. Children 
in the ages of vigorous growth may show increases in foot-length 


} of a full size in a six months’ period. Shoes sold over the counter, [9 
without proper fitting, may cripple or injure the feet of growing | 


Americans. 


CTlergete.i this bebe, 0 discourage the purchase 


ot children’s shoes without fitting service 








NOW-— every retailer of 

Green shoes is better 

qualified than ever before 

to display and live up to 

the pledge reprinted at 
the left. 











because 


GREEN 


has pioneened again 
it (& possibte to -- - 









p to now— correctly fitted children’s shoes have soon become too 
short. Parents have insisted on fitting too long — have considered 
the initial mis-fitting in other dimensions the lesser of two evils. 



















NOW-— Green eliminates both the necessity of initial mis-fitting — and 
the danger of subsequent short fit! From now on, every Green shoe 
guarantees some child far greater comfort and foot health protection — 
gives some retailer the opportunity to better serve his customers. 


Starting many months ago with experimental lasts providing extra room 
for length growth — and ultimately combining modified back part meas- 
urements — we have evolved new last standards that give both correct 
initial fit and ample room for length growth during normal wear. 


By this fundamental improvement, Green has again raised the standards 
a of fine juvenile footwear — again solved a vexing problem for the retailer. 


You are — for the first time — in a position to fit juvenile shoes the way 
you have always wanted to fit them — the way they should be fitted! — 
A, a if you are a Green customer. 








GREEN SHOE MFG. CO., BOSTON, MASS. 


MAKERS OF STRIDE-RITE - SHIRLEY TEMPLE - JUNIOR ARCH PRESERVER 
MO-DEB AND GREENFLEX SHOES 


PALMER HOUSE «> CHICAGO **ROOMS 776-777 
JANUARY 4-5-6-7 
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A PARTIAL LIST OF 


ALABAMA “Be 
Birmingham—Loveman, Joseph & Loeb 


Troy—Rosenberg Bros. 
I n four short years the —auasra 
Fairbanks—Northern Commercial Co. 


ARIZONA 
e Phoenix—Korricks’ Dry Goods Co. 
Dr. M. W. Locke Shoe has proven its Tucson—Lery Bros. 
ARKANSAS 
Hot Springs—Paramount Shoe Co. 
7 . * CALIFORNIA 
leadership in the fine stores listed on Sieme— The Viegue 
Los Angeles—The May Co. 
Oakland—The H. C. asmell Co. 
" ° Pasadena—F. C. Nash Co. 
these pages. This outstanding success Sacramento—Warshauer’s Shoe Store 
San Bernardino—T he Harris Co. 
San Francisco—The White House 
Santa Barbara—M. W. Locke Shoes F 
foreshadows even greater success for Santa Rosa—Wallace F. McPhee 
Stockton—Smith & Lang 
«Denver—The May C 
? wer—The May Co. 
the future, built on the sound foun- — connecricur 
Bridgeport—Howland Dry Goods Co. 
Maas sae a RP) ag Store 
° ‘ox & Co 
dation of dealer confidence and profit. New Haven—Louis Rosenfeld 
New London—Vanity Shoe Shoppe 
Waterbury—Miller & Peck Co. 
DELAWARE 
Wilmington—Bachman’s Shoe Store 
DISTRICT OF COLUMBIA 
Washington—T he Hecht Co. 
FLORIDA 
Daytona Beach—Levey’s 
ackaonvile—fules J. Kohn 
son’s 
Tampa—T he Foot ‘Shop 
GEORGIA 
sesame aay -Paxon Co. 
axon-Cullum Shoe Co., Inc. 
Cabushae Miller Taylor Shoe Co. 
Savannah—Globe Shoe Co. 
iDAHO 
Boise—Falk’s Dept. Store 
Caldwell—Falk’s Caldwell Store 
Nampa—Falk’s Nampa Store 
Twin Falls—Idaho Dept. Store 
ILLINOIS 
Gan i. glee aioe Co. 
Champai olem Shoe Store 
Chicago—Marshall Field & Co. 
Dixon—Woll’s Bootery 
Hatin ae g a . 
Quincy—N. Heintz ‘ons 
adel Rockford—Driscoll’s Fashion Bootery 
NATIONAL SHOE FAIR Springfield—W. H. Roland &. 
. INDIANA 
Palmer House Rooms 751, 752 and 754 Fort Wa Fishman’s 
Hammond—Jacob Schloer’s Sons 
eer Wm. H. Block Co. 


DSN. co KE. SHOES ' “Bae hartsee” 


For Men and Women Des Moines The New 7 h 
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KENTUCKY 
Bowling Green—Sam Pushin & Co. 
isville—Kinker’s Shoes 
Lexington—S. Bassett & Sons 
Mt. Sterling—J. H. Keller 
LOUISIANA 
Alexander—W ellan’s Dept. Store 
Baton R uarantee Shoe Store 
Monr tg Haas Sons 
New Orleans—Maison Blanche Co. 
Shreveport—Phelps Shoe Company 
MAINE 
Bangor—Enterprise Shoe Co. 
Portland—Owen Moore & Co. 
MARYLAND 
Baltimore—The May Co. 
Salisbury—E. J]. Nock 
MASSACHUSETTS 
Boston—W nm. Filene’s Sons Co. 
Brockton—Baker Bros. 
Fall River—Cherry @ Webb Co. 
Holyoke—Thomas S. Childs, Inc. 
Lawrence—Cherry & eee, Co. 
New Bedford—Cherry 


Worcester—Chas. T. bers Shoe Co. 


MICHIGAN 
Adrian—N. B. Hayes & Co. 
Bay City—A. J. La Porte 
Detroit—R. H. Fyfe & Co. 
Grand Rapids—Herpolsheimer Co. 
Jackson—L. H. Field Co. 
Kalamazoo—V. @& A. Bootery 


Lansing—Max Harryman Shoe Co., Inc. 


Port Huron—John Mann, Shoes 

Saginaw—A. E. Jochen 
MINNESOTA 

Duluth—Smith Shoe Co. 


Minneapolis—L. S. Donaldson Company 


St. Paul—The Golden Rule 
MISSOURI 

Jefferson City—Schell & Ward, Inc. 

Kansas 


City—Amluxen’s Dr. Locke Store 


St. Louis—The Famous @ Barr Co. 
MONTANA 
Bozeman—Chambers * Fisher Co. 
Billings—Yegen Bros., Inc. 
Butte—Dr. Helena L. Messerschmidt 
Great Falls—Carlson’s 
Helena—T histlewaite Shoe Co. 
NEBRASKA 
Lincoln—Rudge & Guenzel Company 
NEVADA 
Reno—Dr. William Edwards 
NEW HAMPSHIRE 
Plymouth—W. E. O’Brien Co. 
NEW JERSEY 
Atlantic City—M. E. Blatt Company 
Hackensack—Stenchever’s of 
Hackensack 
Newark—L. Bamberger & Co. 
Passaic—Stenchever’s, Inc. 
Paterson—Stenchever’s, Inc. 
Trenton—Swern & Co. 
NEW MEXICO 
Earle N. Burns 
Santa Fe—Guarantee Shoe Company 
NEW YORK 
Albany—T. Arthur Cohen 
Amsterdam—Lindsay’s Shoe Store 
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OFFICIAL: DISTRIBUTORS of the DR. M. W. LOCKE SHOE for Men and Women 


an em oa City Shoe Co. 
alo—Safir’s (Dr. Locke) Salon 
Corning—J. L. Clark 


Elmira—T he Bootery 
Glens Falls—Eagle Clothing Co. 
Gloversville—Clarence P. Willard 


Hornell—Don L. Sharp Co. 
Ithaca—Rothschild Bros. 
Jamestown—WNelson’s sar ws Shop 
Kingston—Max Greenwald & Son 
rt—W illiams Bros. Co. 
Malone—Delisle Bros. 
Middletown—Frank A. Monaghan 
New York City—R.H. Macy @ Co.,Inc. 


Newburgh—John Schoonmaker & Son 


Niagara Falls—H. L. Cohen, M. Cp. 
Norwich—Morse @ Sullivan, Inc. 
urg—McDonald Bros. 
Olean—Lester Shoe Co. 
Oneida—Conniff & Toher, Inc. 
Oneonta—Oneonta Dept. Store, Inc. 
Plattsburg—Gordon’s Boot Shop 
revceny Rocleai Inc. 


Saratoga S ‘Moore’s Bootery 
Shiai Meme @ Hall 


Syracuse—The Park-Brannock Co. 
Utica—Robert Fraser, Inc. 
Watertown—W ool Shoe Co. 
Wellsville—Floyd E. West Shoe Store 


NORTH CAROLINA 
Asheville—Ednin Burge, Inc. 
Charlotte—J. B. Ivey & Co. 
Durham—Dr. Fred W. Isaacs 
Fayetteville—T he Cinderella Bootery 
Greensboro—Meyer’s Dept. Store 
Hendersonville—H. F. Branstetter 
Raleigh—Dr. W. B. Dowell 
Wilmington—T he Cinderella Bootery 
NORTH DAKOTA 
Bismarck—A. W. Lucas Co. 
Fargo—A. L. Moody Co. 
Minot—S gutts Store For Women 
OHIO 
Akron—The M. O’Neil Co. 
Akron—Foot Care Boot Shop 
Canton—Fleischer Shoe Co. 
Cincinnati—Edwin F. Potter, Inc. 
Cleveland—T he Stone Shoe Co. 
Columbus—F. & R. Lazarus & Co. 
Dayton—Dr. A. L. McGowan 
East Liverpool—Bendheim’s 
Lima—Sill Shoe Co. 
Steubenville—McCoy’s Shoe Store 
Toledo—T he LaSalle & Koch Co. 
Youngstown—Carl N. Buchman 


OKLAHOMA 


Bartlesville—Dr. Dye’s Health Home 
Enid—The Newman Merc. Co. 


Oklahoma City—The Dr. M. W. Locke 


Shoe Shop 
Tulsa—V andever D. G. Co. 


OREGON 


La Grande—Falk’s 
Portland—Meier & Frank Co. 


PENNSYLVANIA 


Allentown—W etherhold & M etzger 
Altoona—Joseph Wayne 
Butler—Lon Green 
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East Liberty—Stoebeners 
Erie—Weschler Co. 
Franklin—The Boston Shoe Store 
Harrisburg—M. W. Locke Shoe Shop 
Honesdale—Edward Deitzer 
Johnstown—Penn Traffic Company 
Kane—Mountain City Booterie 
Lebanon—Little Ritzy Boot Shop 
New Castle—Davis Shoe Co. 
Philadelphia—M. W. Locke Shoe Shop 
Philadelphia—John Wanamaker 
Pittsburgh—Kaufman’s Dept. Store 
Pottstown—Martin’s 
Reading—Wetherhold & Metzger 
Scranton—Scranton Dry Goods Co. 
Shamokin—Ben Hirsch Shoe Store 
Somerset—Groff’s Dept. Store 
Towanda—Marks Shoe Store 
Uniontown—Campbell-Hathaway Co. 
Warren—Lester Shoe Co. 
Wilkes-Barre—W alters Shoe Store 
Williamsport—John B. Irvin 
York—Edw. Reineberg & Co. 
RHODE ISLAND 
Providence—Chas. T. Heilborn Shoe Co. 
SOUTH CAROLINA 
Charleston—James F. Condon & Sons 
Columbia—Saxon-Cullum Shoe Co., Inc. 
Spartanburg—The Aug. W. Smith Co. 
TENNESSEE 
Memphis—Carl L. Forst 
Nashville—Nashville Foot Health Shop 
TEXAS 
Austin—E. M.Scarbrough & Sons 
Beaumont—Dr. W. E. Carpenter 
Dallas—A. Harris & Co. 
El Paso—The Popular D. G. Co. 
Fort Worth—Monnig’s Dept. Store 
Houston—Dr. Locke Shoe Store 
San Antonio—Foot Health Shoppe 
Waco—Goldstein-Migel Company 
Wichita Falls—Mrs. é. E. Crane 





















































UTAH 
Salt Lake City—Auerbach Co. 
VERMONT 
Burlington—Lewis & Blanchard Co. 
Montpelier—City Boot Shop 
Rutland—Wilson Clothing Co. 
VIRGINIA 
pre ley Silverman Clothing Co. 
[Sova Guggenheimer’s Dept. Store 
Ne ews—Nachman’s Inc. 
No: Eik—Hofheimer’ 's Inc. 
Richmond—Thalhimer Bros. 
Roanoke—S. H. Heironimus Co. 
WASHINGTON 
Seattle—Nordstroms Inc. 
Tacoma—Lloyd & Friesen Co. 
WEST VIRGINIA 
A manana Shoe Co. 
Elkins—Baer’. 


Wheeling Walter D. Gilbert Co. 


WISCONSIN 
Green Bay—Clabot’s Shoes 
Milwaukee—Thompson’s M. W. Locke 


Shoe Sho 
Wausau-—C. B. Mayer Shoe Co. 
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| The Industry's Outstanding 
Development of the Year- 


INSULWIIY TIE BESTO 
“Retailers and “TBuyerd... 


Here are definite reasons for 


INCREASED and REPEAT SALES 


INSULWHYTE 
BESTO 


The Improved Shoe Bottom 
Filler Guarantees You Shoes 


with 

INSULATION 

FLEXIBILITY 
WATERPROOFING 

RESILIENCE 
NON-STAINING 
NON-BUNCHING 
WHITE and CLEAN 


Proven by research and practical experience. 


A COLD PROCESS PLASTIC FILLER 
APPLIED QUICKLY AND EASILY 











Illustrated above are shoes 
in process of manufacture 
by the Walker T. Dickerson 
Company, Columbus, Ohio. 
Popular Chime style, arch- 
lock construction, showing 
the use of Insulwhyte Besto 
Shoe Bottom filler. 


Protected by Patents issued and pending 





NORTH AMERICAN CHEMICAL CO. 


CAMBRIDGE, MASS., U.S.A. 


Livingston & Doughty, Ltd., Millstone Lane, Leicester, England 
Bennett Shoe Supplies, Ltd., Chambly Canton, Quebec 
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DICKERSON iain? 





AGAIN 


INSULATED 
FOOTWEAR 





— Facts — 


* DEVELOPED AND SUCCESSFULLY USED IN DICKERSON SHOES 
INSULWHYTE-BESTO FILLER BETWEEN INNER AND OUTER SOLE 
NON-CONDUCTOR OF HEAT OR COLD 

IMPERVIOUS TO FIRE OR WATER 

* SHOES MORE FLEXIBLE 

LIGHTER IN WEIGHT 

NATURAL CUSHION TREAD (NON-COMPRESSIBLE) 


* 


* 





* 


* 


+ 


FIRST SHOWING 
NATIONAL SHOE FAIR—CHICAGO, ILLINOIS 
PALMER HOUSE ROOMS 733 and 734 


IN ATTENDANCE 
W. T. DICKERSON — J. P. LUCAS — J. G. TAYLOR 
W. P. LANIGAN — O. H. KIRKPATRICK — R. H. LEWIS 





tHE WALKER T. DICKERSON co. 
Columbus, Ohio 
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Progress in Foot Science 


[CONTINUED FROM PAGE 232] : 





Figure 2—Despite the shortness of vamp of this modern 
last (at the top) there is no chance of toes coming into 
bruising contact with the toe of the shoe. A style 
trend which women like has been achieved by the last 
maker without sacrifice of any feature making for 
foot health. On the contrary, many features have 
been added which immeasurably improve the shoe in 
the light of what we now know about foot science. 


“I had my early training,” he said, “in an iron foun- 
dry. Now in an iron foundry, when we wanted to cast 
a perfect cube eight inches in length, breadth and 
thickness, we made a mold of sand or clay and inside 
that mold was a hollow space exactly eight inches in 
length, breadth and thickness. Then we filled that hole 
with molten iron, waited until it had solidified, re- 
moved the mold and there was our cube. What I am 
trying to get at is why the shoe industry can’t do some- 
thing of the same kind. If the outside of the foot is to 
find comfort in contact with the inside of the shoe, 
then the outside of the last which determines the shape 
of the inside of the shoe, should be shaped like the 


human foot—and it isn’t.” 


WHEREUPON things began to happen in the last in- 
dustry, with the net result that the last of today, with- 
out in any way having deserted the circumferential 
measurements set up as standards way back in 1884, 
nevertheless conforms to the shape of the foot and in- 
sures what may well be called a “comfort foundation.” 

Let’s take a look at the record—in this case the pic- 
tures which accompany this article. Figure 1 shows 
two women’s lasts, the lower much longer than the 
upper and with a much flatter cone. The difference 
in length of the two lasts is even better illustrated by 
Figure 2—the outlines of the sole views of these two 
lasts. The difference in heel shape is shown in Figure 3 
—the view on the left being the heel of the longer last. 
Another glance at Figure 1 will show other and even 
more marked differences between these two lasts than 
merely the difference in their lengths. Not only is the 
cone higher in the modern last than it is in the former, 
but there is more ball room; and, whereas the sides 


of the older last are almost straight up and down 
(relatively speaking) there is a decided curve to the 
sides of the more modern last. 

Now these two lasts which have been selected for 
the purpose of illustrating the points to be brought out 
are both 4-B-in size. Their circumferential measure- 
ments—ball, waist, instep and heel—are.. the same. 
What has happened is that wood has been’ subtracted 
from one part of the old last and added to other parts 
to build up the modern last. The heightened cone 
means comfort and better fitting over the instep part 
of the foot; the curved side of the last gives better 
fitting over the area variously known at the cuboid 
or fifth metatarsal. And it is plain to be seen, by re- 
ferring to Figure 3, that things have happened to the 
shape of the heel. There’s a whole story in the heel 
itself because manufacturers, when they first began to 
receive complaints of gapping at the sides of the shoe 
when worn and slipping at the heel, instantly jumped 
to the conclusion that the answer was to be found in 
having a narrower heel—which is precisely the reverse 
because it is plain to be seen that the heel seat in the 
modern last is much wider than it was in the older, 
pictured at the left—again in Figure 3. 


THE whole aim of the thinking element in the last 
industry, during the period which began about fifteen 
years ago or even less, has been so to shape their lasts 
that they conformed in outline, to the outline of the 
human foot and what is equally as important, perhaps 
more so, to so shape the shoe that the foot can get 
down to the bottom of the shoe and stay there. In 
other words, the shape of the sole of the shoe, or rather 
of the inside bottom of the shoe, must be such that the 
foot comes in contact with it at all those points where 
the foot would come in contact with the ground if the 
person wearing the shoe were to be walking bare- 
footed; and to so shape the sides of the shoe so that the 
foot can get to where it belongs and still have that 
measure of what might be called lateral support. 

Ancther part of the last to which last men have been 
paying much attention is the tread. In the first place, 
they are working on the principle that, having com- 
pleted as much work on the quarter of the shoe as is 
possible at this time, the next move should be to the 
forepart. In this connection, lasts are now being de- 
signed with such exactness that the back part of the 
ball of the foot falls at the same point on the bottom 
of the shoe. 

Theoretical research in last designing is always fol- 
lowed by some highly intelligent practical tests and 
the features of the last which have been discussed here 
are no exception to the rule. Having started out to de- 
sign lasts which allow the feet to rest normally on the 

[TURN TO PAGE 244, PLEASE] 
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J. P. Smith Shoe Co. 


OFFICE - FACTORY, SHOW ROOMS, SANGAMON & HURON STS. 


CHICAGO 


Announcement 


URING the NATIONAL SHOE FAIR CHIC:1GO 
JANUARY 4, 5, 6 and 7, we will have displays in 


Rooms 721, 722, 724 anv 725 
PALMER HOUSE 


In these rooms will be shown complete lines of 


SmitH SMART SuHoes - ARCHSMITH SHOES 
Dr. A. Reep Cusnion SHOES 


BritisH WALKER Suoks - J. & IT. Cousins SHOES 


In extending an invitation to visit this 
display we suggest your visiting our modern 


Factory: SANGAMON AND Huron Streets 
OU tell us when it will be convenient and we will 
attend to all details—transportation, guides, etc. 


HIS showing constitutes one of the most comprehensive 
lines of better grade footwear to be shown during the fair. 


You owe it to yourself to see these shoes. 
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PROGRESS 


Foot Seienece 


[CONTINUED FROM PAGE 242] 


bottoms of shoes and the sides of which shoes conform 
to the sides of the human foot, these last men then 
evolved an ingenious way of proving their theories. 


THEY built a shoe, then cut holes in it at toe, ball and 
heel, achieving the effect seen in Figure 4. This shoe 
was put on a human foot, the owner of the foot was 
told to walk about and the action of the foot in the 
shoe was studied at first hand and with no possibility 
of error. 

By looking through the hole in the heel, the last man 
could tell whether the bottom of the human heel rested 
squarely on the heel seat and whether it retained that 
position in walking or moved up and down or side- 
wise. By watching the the action of the foot at the 
hole near the outer ballpoint, they could see not only 
whether there was plenty of width but also whether 
the point of the foot at the back of the ball rested 
squarely on the back part of the tread of the bottom 
of the shoe. A gap at that point between shoe bottom 
and foot could easily bring tremendous strain on the 
metatarsal part of the foot. Then they allowed their 
eyes to rove to the toe and see whether anything was 
amiss there. This latter test, of course, came into 
existence with the birth of the short vamp last which 
women demanded because they made the feet look 
smaller and which the last man was enabled to give 
them without injury to their feet because of his foot 
knowledge. 

All of which is very interesting and valuable in itself; 
but it becomes infinitely more valuable when we look 
upon it as direct proof of the contention with which 
this article was opened—that knowledge of action of 
the foot in walking is nothing more nor less than a 
knowledge of foot mechanics—that the whole problem 
of correct and corrective shoes, foot appliances, etc., 
can be solved by the shoeman if he wishes to acquire 
that amount of knowledge which will enable him to 
do a purely mechanical job of shoring up the founda- 
tion structure at such points as may need it. 

“But,” say skeptics, “isn’t it dangerous to allow 
shoemen blithely to go their way selling corrective 
shoes without knowing whether their customers need 
corrective shoes—whether, in fact, their feet are not 
perfectly normal?” 

The answer to that, in many cases, is “No.” 

Take the case of the corrective shoe which, as many 
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VAY, 


is bs 3—The back of the modern shoe (at right) is 
ctually shaped like the outline df the human heel— 
pion Ape rag hare pes ag a hyenas a 
portant orthopedic feature when you recall that it is 
the heel of the foot which gets the most pounding 
during the course of a busy day. Heel. bones are not 
cramped in the modern shoe but they are held firmly 
in their natural position. 


do, contains nothing more than a stiff shank (or even 
a flexible one), metatarsal button, long (or ortho- 
pedic counter) or an instep support achieved by a 
long up-curve in the innersole. If the correct last for 
the foot under discussion is chosen, and the right size 
selected, the longitudinal arch support will meet the 
foot in such a way that no undue upward pressure will 
result; the metatarsal button will fit snugly into the 
normal elevation of the second metatarsal and its 
presence probably will not even make itself felt; the 
other supporting features cannot possibly exert any harm- 
ful influence because they are merely additions to the 
shoe, the contour of which already coincides with the 
contour of the foot. They may even prevent the foot 
defects they were designed to alleviate. It must be 
understood, of course, that these built-in appliances 
when in contact with the normal foot, should not exert 
such pressure as to interfere with freedom of action 
on the part of the foot muscles. 


"THIS, again, is nothing more than pure mechanics. 
The wearing of such a shoe as that described by a per- 
fectly normal foot may be unnecessary but there is 
no real danger in it. The shoeman, in selling that type 
of shoe, has done nothing more than has the engineer 
who specifies bridge supports which are amply able to 
carry a much greater load than will ever be required 
of the bridge in question. 

We are not, of course, advising the merchants of the 
country to sell nothing but shoes with these corrective 
features. The point is that the fact that the normal 
human foot can safely be shod in these shoes proves 
that nothing other than pure mechanics—known in this 
instance as foot science—is involved. 

Thus the shoe merchant, if he understands foot 
science—the mechanics of the twenty-six bones 
with their bindings of muscle and tissue—has a 
perfect right to free the human foot from pain 
by the proper use of any or all of the features 
found in these feature shoes, whether built into 
the shoe or sold as a separate item for use in 
correctly fitted shoes not possessing those in-built 
features. 

It requires, for instance, very little knowledge to 
know that a pain in the rear part of the ball of the 

[TURN TO PAGE 248, PLEASE] 
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a dt tile Minldll MeMldlltlll 


Y) 


This outstanding merchandising display at the National Shoe Fair 
comprising a complete showing of in-stock and make-up lines by 
Thompson AT CHICAGO — ROOMS 820-821—PALMER HOUSE. 


THE OSTENDO NAILESS SHOE 


A smart merchandising line making sales history 
through special construction features that permit 
greater flexibility and foot comfort plus aggressive 
advertising that dramatically tells the story of this 
super shoe in a manner that builds and hold sales. 


DR. GEO. R. DAVIS ANTI-FRICTION SHOE 


The feature shoe of all feature shoes, the Dr. Davis 
Anti-Friction shoe for men and women, is today the 
backbone of many corrective shoe stocks. The pat- 
ented foot health supporting features that have 
proven beneficial to thousands of wearers, build a 
steady growing volume of repeat business and as- 
sured profits. 


THE THOMPSON SHOE 


With a recognized reputation for style leadership in 
fine shoes for men and the prestige of over fifty-five 
years of built-in quality background, the Thompson 
shoe trademark and name have built a national de- 
mand that adds sales power to your merchandising 
program. 


SABEL's SABEL’S CORRECTIVE SHOES 
With Mr. I. Sabel personally in attendance, retail- 
ers can secure from the man who made this unique 
line famous in conjunction with Thompson Bros. 
Shoe Co. important information of the great mer- 
chandising possibilities of these famous shoes for 


men, women, and children. 


Every progressive retail shoe merchant of today owes it to himself to 
visit the Thompson rooms and obtain first-hand, definite impressions 
of the tremendous sales possibilities and business building ideas which 
this complete Thompson line-up includes. 


enna BROS .SHOE (0 


: BROCKTON ———>— 
MASS. 


Over Fifty-five Years of Built-In Quality Behind Every Pair 
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SINCERE WISHES PROM 




















PEGGED SHANK COMFORT 
Long prominent as a style and comfort shoe for high arched feet, our 
regular Doctor line now includes the Doctor Stabilizer for low arched, 
Tae or flat, broken down feet. Scientifically designed by orthopedic spe- 
D cialists, skillfully fashioned by Union Craftsmen . . . highly endorsed 
suve by leading authorities . . . Doctor Shoes contribute to natural foot 
health action and lasting foot health. Their smart styling and popular prices 
[prt Kealth for men | will stimulate your turnover. Both features will complete your line- 





up. Both will help you to establish prestige! Samples will be sent 
on request. 
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RACINE 














e > 


Retails $8 to $10 





Retails $4 10 $5 


Union Made since 1902, every Racine model carries the 
Union Stamp, convincing evidence of high craftsmanship, 
and the use of fine American made materials. Racine 
Quality, Styling, and In-Stock Service makes the franchise 
for Racine Shoes a capital asset. They cover the popular, 
medium, and inextravagant price ranges. Their inbuilt values 
win loyal customers on true merit! . . . And, right at your 
door is the loyalty of Union members and their friends, the 
sum total of whom create a demand that exceeds the 
“acceptance” for a few lines by national magazine adver- 
tising. Capitalize and contact this demand in your trims 
and newspaper advertising. We back our lines with these 
helps. 


ROO?! 264 - PALMER HOUSE 
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Retails $5 to $7 


























Figure 4—The modern way of testing a new last to 

make sure that the foot will be allowed to function 

as it should. Through these peep holes the 

watches the foot in action at the three 
points—heel, ball and toe. 


important 


[CONTINUED FROM PAGE 244] 


foot signifies metatarsal trouble. The degree of the 
pain tells him how, whether the dislocation of the 
bony structure is severe or light. The presence of 
callouses on this part of the foot is another symptom. 
Therefore, if the merchant has in his line a shoe with 
a metatarsal support, made over a last which is right 
for the foot in question, he not only performs a real 
service in selling the sufferer that pair of shoes but 
gains good will which can never be lost—to say nothing 
of the word of mouth advertising he will get. 


MEDICAL men who have specialized in foot science 
say that a dislocation of the bony structure in any part 
of the foot may very easily give rise to pains in other 
parts of the foot because of the close interrelation of 
the bones and tendons. That, too, is pure mechanics 
and easily understandable and the manufacture of the 
feature shoe has supplied the merchants of the country 
with the answer by incorporating in his feature shoes 
many, if not all those features designed to true up the 
foundation, bring the bones back into their proper 
1elationship one to another and thus relieve the pain 
and discomfort which have been the symptoms of a 
weakening in the foot structure. 

That all of these features may not be necessary in 
any individual case makes not a particle of difference 
because all of them, as has been pointed out, could be 
used in a shoe worn by a perfectly normal, healthy 
foot without harm. Even features such as sponge rub- 
ber heel seats, special, padded insoles, while they may 
not be corrective in the anatomical sense, at least 
alleviate much of the pain developed by sensitiveness 
in the part of the foot which rests on them. 

Cookies, built-in arch supports, instep supports of 
various kinds—in fact, practically all the features we 
we now find in correct and corrective shoes—are more 
the result of original research on the part of the shoe 
industry, than development after consultation with 
doctors. 

In acquiring the information or knowledge of foot 
science for use in relieving foot pains, one safe assump- 
tion at the very start is this: 
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Given a normal foot properly fitted in a well-made, 
correctly shaped shoe with a flat tread and a flat or 
slightly cupped heel seat, no functinal disorder which 
may thereafter develop in that foot can possibly be 
blamed on the shoe. This is an important assumption 
to keep in mind in selling children’s shoes, for instance. 
Trouble in later life is very rare in the case of feet 
properly cared for during the formative period. 

A flat foot in a child, or even in an adult, may be a 
perfectly normal thing provided there is no evidence 
of muscular weakness which will almost always mani- 
fest itself by pain somewhere in the foot—or discom- 
fort at least. 

Pronation calls for correction and there are shoes 
with wedged heel seats and shoes with other in-built 
features which can be had to take care of this con- 
dition. There are devices sold separately which change 
the pitch of the heel seat and aid the foot in its efforts 
to achieve a normal posture. 


MIETATARSALGIA, the doctors tell us, may be due 
to at least two different types of foot defect but the re- 
sult in each is the same, and metatarsal supports, 
whether buttons or supports, will help relieve the pain. 
It is perfectly true that in this case the shoeman can be 
accused of treating a symptom instead of curing a 
disease, but at least he is giving comfort where none 
existed before. 

Instances of this kind could be multiplied many- 
fold, but the purpose of this article is not so much 
to instruct in the use of so-called orthopedic shoes and 
orthopedic devices, as it is to stress the thought that no 
merchant, provided he has the proper knowledge upon ~ 
which to base his work, is doing other than a construc- 
tive act when he sells them to customers who need them. 

The merchant is the man who usually has the first 
contact with foot troubles. He is the man to whom 
the customer complains about pains in the foot and 
the increasing sales of “corrective” shoes in itself is 
proof of this statement. It is also proof of the oppor- 
tunity which is his provided he will take the time to 
study feet and their requirements. The easiest way 
out for the merchant, it is true, might be to refer the 
customer to a foot specialist, but the fact remains that 
his customer, in 999 cases out of a thousand, won’t 
go because it costs too much. 

So the responsibility is put squarely up to the mer- 
chant to do an intelligent job and his business will 
grow in the same ratio as his knowledge increases. 

His job is to be a foot engineer. He must, therefore, 
know the foot and be able to bring relief to that por- 
tion of the foot which is out of line and needs to be 
trued up. 
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NOMAD DIVERSION 


YOUR DREW 
ARKCH REST 

~ CUSTOMERS CAN: 
BE FOUR WAY BUYERS 


Have you got a $6.50 retail franchise which offers four necessary 













style types? A Drew dealer sells at $6.50 retail the Style Unitized 
Drew ARCH REST Nomad, Diversion, Modified and Elemental 


women's shoes. These four lines cover every desirable feature... 








every profitable fitting demand. Think of this range of style 








appeal... four practical fast moving lines -- sport, fashion, dress 
and comfort feature shoes... at one retail price of $6.50 and 
under one nationally known brand ... Drew ARCH REST. Here is 






the real advantage of retailing in 1937. Investigate the Drew fran- 






chise and write for further profitable merchandising plans for the 
Drew Style Unitized ARCH REST Shoes. 







THE 


IRVING DREW CO. 


PORTSMOUTH 
OHIO 







SEE THESE SHOES AT THE NATIONAL SHOE FAIR, JANUARY 4, 5, 6, 7, ROOMS 812-814 OF 
THE PALMER HOUSE, CHICAGO 
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We Look at Spring 
And Summer 


[CONTINUED FROM PAGE 89] 





Dresswelt used on a light weight, flexible town 
shoe with a square plain toe. From Barbour 
Welting Co. 


broader cuboids and more tapering heels, and are very 
much shallower and wider in the foreparts at the ball. 
All in all they are greatly improved fitters and are the 
sort of last that retailers have been working toward and 
hoping for for some time. 

Custom effects are important, though extensions are 
narrower and details more restrained. There is a more 
casual custom look in bold brogues and _ bluchers. 
Trims as such are decidedly lighter. Pinking and per- 
forations are much less ornate. Square tips are still 
important; medallion designs are squarer and smaller. 
This is quite in keeping with the squarer looks that the 
foreparts are taking generally. . 

Bluchers are still news with their acceptance reach- 
ing even to Fifth Avenue. Brogues continue in their 
well-deserved popularity, while plain toes, particularly 
in the meatier types of leathers, continue and find stim- 
ulus in the two-eyelet jodhpur patterns over the walled 
wood. 

The leathers for town are as varied and interesting 
as the patterns, and much of the inherent style, and 
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certainly a great part oi: the appeal for the customer is 
found in their surfaces. 

We repeat our forecast based on observations here 
and in London that the trend is toward lighter, smoother 
finished browns, with red shades important only in very 
limited volume and as a trim in sports and country 
shoes. Browns will show a marked increase in pair 
sales compared with black, Bourbon being about as 
far on the red tone as a brown should go. Various 
textures from boarded leathers through fine grains to 
a medium heavy. Scotch grain and to the decidedly new 
pig grains are exceptionally well illustrated in the 
photographs. 

Flexible shoes are definitely on the increase due to 
their acceptability for town and country wear and to 
the admirable promotion being given them by both 
manufacturers and retailers. This is also true of the 
featherweights in both welt and cemented constructions. 

This is the picture in words and photos as we see it 
and we offer it with actual merchandise indicating 
broad trends. All are good potential runners in the 
great selling race for 1937. On some we have more 
form to go by than on others. However, we feel that 
all of the shoes selected will be well out in front when 
they cross the finish line. 


Modern Shoe Sections in New 
Denver Store 
THE shoe department of the new J. C. Penney store, 
16th and Champa Streets, Denver—called the “most 
modern department store in America”—is located 
along the entire length of the downstairs store. (See 
illustration in store modernization section.) 

With illuminated signs marking the divisions, boys’, 
girls’, men’s and women’s, all shoes are in the single 
department. Shelved stock is arranged simply, as illus- 
trated, to provide greatest convenience to the salesmen. 
Displays of leading styles are on the steps above the 
shelves. Low tables provide space for volume mer- 
chandising. 

The arrangements provide a seating capacity of 175. 
Entrance to the downstairs store is by stairs a few feet 
from the main entrance to the store. Two other stair- 
ways are provided for added customer convenience. 






New Department and Policy 
THE new enlarged shoe department at Hayden’s de- 
partment store, Omaha, features a convenient arrange- 
ment. 

Children’s shoes occupy an end section. One half 
of a side wall is devoted to growing girls’ shoes and 
the other half to college girls’ shoes. On the opposite 
side wall are ladies’ arch support and style shoes. 

“The addition of new and better lines of footwear 
and a new trading up policy very nearly constitute a 
new department,” says Buyer J. H. Madden. 
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(We're Off for the Country 
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A combination of White Buck and Tan Calf 
featuring the Scotch Tip with an attractive 
medallion perforation. From Walter Booth 


Shoe Co. 


When we think of country the accent quickly falls on 
leather. Here at least leathers are the natural inspira- 
tion of the pattern. Bright pigskins pull out beautifully 
over walled lasts with heavy storm welts and sturdy 
soles. The walled last appears again in bluchers in blue 
or brown reversed calf, trimmed with contrasting alliga- 
tor prints of the same color. Trims are more practical 
than ever and are used to make a sturdier, less destruc- 
tible shoe. The trend in trims of “inlays” is more pro- 
nounced than ever. Aprons of smooth and grain calf 
are seen in sturdy Norwegian reversed calf shoes. In 
this type of shoe the most unusual and imaginative com- 
binations of materials are appearing. 

Novel patterns inspired by ski boots and detailed in 
practical, rugged, oil treated leathers are an innovation 
and a real smart thought for golf and country wear. 
Tan‘reversed calf is seen in sturdy brogues with self- 
trim and trimmed with wing tips and quarter foxings 
of grains and boarded leathers. This last treatment is 
especially effective with slightly larger kiltie tongues, 





Alligator Print Calf inlay 
white tas 


a 
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that make new and smarter golf shoes. Two tones of 
gray in bluchers and Norwegian patterns and gray calf 
inlaid with black calf on aprons are a decidedly new 
note. 

The two eyelet and classic plain toe models with 
colored crepe rubber soles are still important and not 
illustrated because they are already so familiar to every 
retailer. Lasts for country are broader and fuller and 
yet on the whole maintain some semblance of a tailored 
look; although models finding inspiration in ski shoes 
are taking the opposite trend and are characteristically 
broad, square and very full. Color in country shoes is 
definitely on the increase, brown having the greatest 
acceptance in all the various hunting shades. Green, 
gray and blue are seen both alone and in combination 
with brown reversed calf and trimmed with various 
reptiles and reptile prints. Blue, green, brown and 
maroon in welting and in soles is a feature in shoes of 


this type. 





Tan Calf and white Buck in a well propor- 
tioned ——— wing tip. From Endicott- 


ohnson Corp. 





The Editor’s Outlook 
[CONTINUED FROM PAGE 78] 


vends. A safe, solvent, satisfactory shoe business must 
also have its reserves—excess profit tax notwithstand- 
ing—for it is better to pay the tax and have the safe- 
guards of reserves against what might happen, than 
to be vulnerable to the first financial storm of the 
future. 

Cleaner shoe business is coming by law as well as 
by common sense. The Supreme Court has upheld the 
fair trade laws to the extent of making it possible to 
set prices on trade-marked goods and not suffer from 
someone else’s “loss-leadering.” In Germany and Italy 
you lie in an advertisement at your peril. We should 
be able to set a standard of truth by common, asso- 
ciational effort. Make no mistake about it, the year 
1937 can be lifted up by salesmanship and fair prac- 
tices to the status of happy, honorable, sportsmanlike 
commerce between producer, distributor and public, 
with a living remuneration for each.  - 
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James BH. Wall 
President 


INTRODUCED JULY Ist. 


Introduced to the trade on July lst, Styl-EEZ received an immediate and 
warm welcome. Here was the shoe that retailers had been looking for to 
meet the growing demand of younger men who want style with more com- 
fort . . . smart and suave in appearance with scientifically correct foot 
resting features built in to assure day-long foot ease and brisk, buoyant stride. 


NATIONALLY ADVERTISED OCT. 1st.((E== 


On October first Styl-EEZ was nationally announced to the public in the 
magazines. A few days later letters started coming in from hundreds of 
men who had been looking for just this kind of shoe, and from dealers who 
wanted to supply the demand. Succeeding advertisements served not only 
to maintain this interest but even to increase it amazingly. 


NATIONAL DISTRIBUTION DEC. 1st.[ 


Now on December first we announce national distribution for Styl-EEZ. 
Many of the finest shops from coast to coast are finding in Styl-EEZ the 
best sales making and business building line they have ever handled. Several 
choice localities are still open. Why not write today and find out how 
profitable Styl-EEZ can be for you? 


WALL-STREETER SHOE COMPANY 
North Adams . . = «= «© = =« «~~ Mass. 


When writing advertisers please mention Boot.and Shoe Recorder 
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of Se vite 


This ste pledges = 


THAT every pair of children’s shoes we sell 
will be carefully fitted by a competent shoe fitter. Children in the ages of vigorous 
growth may show increased foot-length of a full size in a six months’ period. Shoes 
sold over the counter, without proper fitting, may cripple or injure the feet of growing 
Americans. 

THEREFORE, in this store, we recommend 


individual fitting service with every pair of children’s shoes. 
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THERE is no magic formula by which local leader- 
ship in children’s shoes can be attained in 1937. 

Forging ahead will require plenty of KNOWING, 
and a whole heap of DOING. 

Opinions and hunches must give way to actual facts 
about local customers and their demands—WHO they 
are, WHERE they are, HOW MANY there are, WHAT 
THEY want, and WHEN they want it. 

According to the U. S. Department of Commerce: 
“Our 128 million population is divided into nearly 
32 million families. A typical family today is a 
father and mother, and a son and daughter, with 
every one hundredth family having a third child.” 

Study of your local school census, or even a census 
of your own covering your trading area will be val- 
uable to you. Divide the area into sections you THINK 
your trade comes from first. Then go further afield. 
ACCURATE KNOWLEDGE is important to every 
store, large or small. 

There is a definite trend toward better grades. A 
successful store reports former $1.50 and $2.00 shoe 
customers buying $3.00 to $4.00 grades, and buying 
the same number of pairs. They anticipate an increase 
in dollars, but not in pairs per capita in 1937. 


i J 





1936 


The Great Juvenile Year—1937 


Footwear Sales Increase Expected, for in 1936 Per Capita 
Consumption of Infants® Shoes (up to 5) Were Only 2.2 
Pairs; Misses’ (5 to 14) Only 2.9 Pairs; and Boys?’ (5 to 14) 


Only 1.3 Pairs 
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This step-up brings an increasing demand for care- 
ful, intelligent service in addition to the better quality 
of the shoes. For comparison, we have, first, “over- 
the counter” service; second, “reasonably good fit- 
ting” service; third, “expert fitting, with foot analysis 
and carefully kept records.” 

Well trained sales people, supervised fitting, and 
regular staff meetings to discuss selling, fitting, new 
merchandise and so on are a part of the set-up. 

Another requirement will be balanced stocks that 
are seldom or never “out” of wanted sizes in staple 
numbers. Even in January, February and July, these 
stocks will not be permitted to drop below the min- 
imum essential to good service. At the same time, 
perpetual inventories will be kept, AND CONSULTED, 
to prevent any accumulation of unwanted sizes. Periods 
of natural increased demand, as revealed by past sales 
records broken down into monthly percentages, will 
find ample stocks on hand. 

Style in misses’ shoes will continue an importan 
factor for consideration. Here a per capita increase 
can be a normal expectation. Some stores will claim 
they had rather have their money in staples, but a bit 
of “sweetening” is essential for the older girls’ stocks. 

We’ve often heard of “these clever adaptations of 
women’s styles.” The styles the ’teen age girl wants 
are really adaptations of the semi-sport types liked 
by their sisters in the early twenties. One noticeable 
point is that the heels of these shoes may go as high, 
for older girls, as women’s medium heels; even 
above 13-8’s. 

These styles lag a little behind the adult shoe styles, 
but don’t forget that “style coordination”—knowing 
and showing these shoes with correct costumes—is 
as important as it is in selling women’s shoes. 

Another semi-permanent display should be a group- 
ing together of all the boys’ shoes, and all the girls’ 
shoes in each price group so that those that may be 
interested in one particular style, will see, and re- 
member, the other styles featured at that price. And 
why shouldn’t boys’ shoes be displayed with suit fabrics, 
to show the correct colors to wear, as is done with 
men’s shoes so successfully? 
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A Forward Glanee to 
Warmer Days 


[CONTINUED FROM PAGE 92] 


ter design and are decidedly more practical. They are 
most important in the $5 and better grades. Saddles 
continue in vogue this year in colored reverse calf 
and in blue and brown alligator. Small inlays of pig, 
reptile prints and ostrich and extremely light colored 
calf (almost a luggage tan) are seen in the newest pat- 
terns. Black is used extensively in this new “inlay” 
treatment. It makes a very smart shoe which is decided- 
ly practical, since the areas of white are confined to 
those parts of the shoe which do not scratch or soil in 
walking, making it a very easily cleaned shoe. Wing 
tips and Scotch tips repeat their vogue, also in a lighter 
toned calf and in an alligator which, contrary to the 
trend, is seen in a darker shade. Ball straps are impor- 
tant and Norwegian patterns should see greatly in- 
creased volume because of the promotion which they 
received last year. Norwegians are perhaps the smartest 
of all combinations, and while they are certainly very 
practical, have failed to gain their share of popularity 
because of their unusual look on the foot. Time and 
promotion will remedy this difficulty. 

Colored trims are more important and varied than 
ever before and the resistance of the customer to color 
seems about to be broken. Chamois and off whites are 
on the increase both in solids and combinations with 
bright maroon laces and bright green or red rubber or 
composition soles. They are seen often, too, in combi- 
nation with colored reversed calf. Promotional oppor- 
tunities still continue in the Norwegian oxford or 
peasant shoe being developed this year in combinations 
of tan calf and white buck, and white buck with tan 
reversed calf sabot straps. They are much better fitting 
shoes this year because of improvements made over the 
Norwegian originals which were anything but good 
fitters and which actually could be worn only with the 
heaviest and roughest kind of wool hose. A late flash 
is the development of this type of shoe in peasant 





Tan, Reversed Calf Blucher with Gy, 
and heavy 


sole. From the 


crepe 
United Shoe Mfg. Co. 
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Streamline perforations on White Buck make 


an interesting venti shoe. From M. A. 
Packard Co. 


fabrics with brilliant colored composition soles and 
gay leather sabot strap and trim. It is felt that quite 
a volume can be done for beach wear and general 
lounge wear in a shoe of this character. Huraraches and 
types developed from them in combinations and white 
leathers are obvious projections of their decided vogue 
last year. 

Whether this is the year for combinations to out- 
distance white is open to speculation. We always look 
for it to come; so far the balance has stayed with 
whites. Perhaps the clever way in which combinations 
are styled this year will be the deciding factor which 
will pull them out in front. At any rate there is a great 
chance to promote them now. 





New Stores in Washington 


CROSBY SHOES, pioneer women’s shoe store of 
Washington, D. C., with its main shop at 1115 F Street 
N. W., opened a new store this Fall at 414 Seventh 
Street N. W. The new store front is done entirely in 
porcelain enamel and bronze. A multi-tube Neon sign 
flashes the name from a sign that extends to the third 
floor of the building. The color scheme is rose and 
gray. Curved glass is used in the display windows. The 
interior has 200 seats, indirect lighting, and manager 
M. Orent is particularly proud of the deep cushiony 
carpets. 

Crosby shoes emphasize the new, high-cut theme, 
and the new plateau and square lasts. The store has 
departments featuring stockings and handbags. 

Lewis and Thomas Saltz have opened a new shoe 
store at 1409 G Street N. W., in the nation’s capital, 
a block and a half from the White House and a half 
block from the Treasury. The store is in the midst 
of Washington’s financial district which is rapidly de- 
veloping as one of the best business sections of the 
city. The new Saltz store has a half-timbered, diamond 
leaded-glass windowed front. With wrought iron and - 
heavy oak beams and period furniture, it reflects Old 
England throughout. The new firm caters to men ex- 
clusively, and has no connection with Saltz Brothers, 
although it founded that business seven years ago. 
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We'll be “At Home” at the 
PALMER HOUSE 


R __ -970W 971W 972W 
wane 973W 974W 975W 


during the 
NATIONAL SHOE FAIR 


CHICAGO, JAN. 4 5, 6 7 
@ 
Buford H. Jones, Charles E. Heckel, William 


M. Emerson and various other members of the 


Enna Jettick sales organization will be on the 
lookout for you at the Palmer House during the 
Shoe Fair. And that up-and-coming Spring line 
of Enna Jettick Shoes will be on display—a line 
that has already won a reputation for unusually 
smart fashions and topping values. Mark this 
“see-without-fail” on your visiting list. 


ENNA JETTICK SHOES, nc. 


AUBURN, N. Y. 


When writing advertisers please mention Boot and Shoe Recorder 
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That Sell Shoes .... 


Double Lasted; Hand Pegged 


One cannot help but thrill at the 
sight when passing through the Cope- 
land & Ryder factory at Jefferson, Wis., 
for here you will find seasoned crafts- 
men working with the third generation 
of the same shoemaking family, guard- 
ing the traditions and ideals of the 
founders with fine workmanship on 
shoes that are practically custom-built 
from stem to stern. Almost everyone 
knows the famous twelve features of 
Copeland & Ryder’s Copegs, but to see 
some of them hand-built into the shoes, 
to see the double hand-lasting, shoe- 
makers putting in every peg hole indi- 
vidually by hand, and then driving in 
genuine wooden pegs individually by 
hand, gives one the satisfaction of 
knowing that there still are some who 
believe in the highest ideals of crafts- 
manship. 


Non-Curling Innersole 


The development of the non-curling 
innersole has resulted in the perfection 
of the Curtis Velvetred shoe for men, 
with its non-burning, flexible innersole 
covered with a smooth, acid-free leather 
and special construction feature to 
insure its non-curling during the life of 
the shoe. 

Curtis Shoe Company, of Marlboro, 


Mass., are also the makers of the Arch- 
Ease line, which also have the Velvetred 
innersole, arch-spring steel shanks and 
three-quarter counters. 


For the Active Young Woman 


Lazy-Bones, the no-shank shoes 
built for a definite purpose—for the 
very active young woman who must be 
relieved of stress and strain by a gentle 
massaging of the arch with every step. 
The tissues and blood vessels are in- 
vigorated, resulting in sound, healthy 
feet. To avoid any possible cramping, 
this shoe is made absolutely smooth 
inside by making the vamp and tongue 
of one piece and by using an outside 
counter pocket. Made by Juvenile Shoe 
Corp., St. Louis, Mo. 


Unusual Flexibility 


Utmost flexibility is built into this 
amazing shoe by an exclusive Eaton 
process, making it possible to bend one 
of these shoes, even when wet, and have 
it return to its natural shape without 
gaping at the sides. No other shoe made 
offers the extra selling features as con- 


tained in this shoe, to meet the demands 
of customers difficult to please. The un- 
usual flexible features as found in the 
Spineless oxford made by the C. A. 
Eaton Co., of Brockton, Mass., are em- 
bodied in the Mid-Flex and Stout-F lex, 
the latter for year ’round wear under 
all conditions and the former for wear 
under less trying conditions. Carried 
three ways in-stock with a wide selec- 
tion of smart patterns. 


A Seven-Feature Last 


Few lasts in shoe history have had 
such widespread recognition as the 
Madison, illustrated herewith, a leader 
in the line of Stacy-Adams Shoe Co., 
Brockton, makers of custom patterns 
for more than half a century. Carried 
in-stock four ways, the following fea- 
tures contribute to the Madison’s cor- 
rective and form-fitting reputation: 

1. Heel held firmly. 

2. Arch elevation, supporting instep 
bones—holding longitudinal arch in 
place. 

8. Combination instep measurements. 

4. Snug waist — holds metatarsal 
arch. 

5. No pressure over great toe “lead- 
ers.” 

6. Free fitting ball. 

7. A Genuine or Myer line. 

The basis of correct posture relieving 
weight on longitudinal arch—a truly 
corrective and preventive shoe. 


Cushion Under the Insole 


In Heel Latch shoes, made by Rob- 
erts, Johnson & Rand, branch of the 
International Shoe Co., St. Louis, are 
found two sales-producing features. 
First—the “Heel Latch” cushion under 
the insole, extending from the heel past 

[TURN TO PAGE 266, PLEASE] 
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ARISTOCRATS « 


You are cordially invited to view our new im- 
proved Aristocrats on display during The 
National Shoe Fair, Palmer House, Rooms 745 
and 746, Chicago, on January 4, 5, 6 and 7, 
1937. 

Learn for yourself why Aristocrats are now 
leading the way to greater boot sales—why 


WL 








* ( DONNELL 


the finest stores choose Aristocrats. 


“The finest Boots made” 


Su Steck, 


Twenty - five styles on the 
floor ready for immediate de- 
livery. 

new catalog which shows our 
complete In Stock line. 


23 North 22nd St., Humboldt, Tenn. New York Office: 531 Marbridge Bldg. 


Aristocrats, always 


rite today for our 





SHO! OMPAAY 
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O°Donrnell Will Show 
Smartest Lines 
At The Shoe Fair 


HuMBOLDT, TENN., Dec. 26— The 
O’Donnell Shoe Company will exhibit 
in Rooms 745 and 746 at The National 
Shoe Fair to be held at the Palmer 
House, Chicago, on January 4, 5, 6, 
and 7th, 1937. 

They will display their quality lines 
of Men’s, Women’s, and Children’s 
Shoes. Of particular interest is their 
new 1937 Propr-Bilt scientifically cor- 
rect children’s shoes and their O’Don- 
nell Aristocrat Riding Boots. Both 
lines‘ are fast finding favor with more 
and more alert shoe retailers the coun- 


try over. 
Propr-Bilts, made over new lasts, of 


correct proportions from ball to heel, 
with smart, new patterns, bring the 
finest in scientific shoe-making to the 
Orthopedic shoe world. Endorsed and 
recommended by leading medical men, 
Propr-Bilts are enthusiastically re- 
ceived by those entrusted with the 
proper fitting and health of children’s 
feet. 

O’Donnell Aristocrats are enabling 
more merchants to cash in on the de- 
mand for Riding Footwear in the popu- 
lar price range. Built by pioneer boot 
makers, Aristocrats embody all of the 
fine features, and perfection of detail, 
found only in the most expensive cus- 
tom made boots. 





O°Donnell Display 
Will Attraect 
Aggressive Retailers 


HUMBOLDT, TENN., Dec. 26— The 
O’Donnell Shoe Company will play host 
to the nation’s outstanding shoe mer- 
chants at The National Shoe Fair, 
Palmer House, Chicago, January 4, 5, 
6 and 7, 1937, Rooms 745 and 746, 
where they will have on display their 
complete lines of Men’s, Women’s and 
Children’s Shoes, and Riding Boots. 

In their display O’Donnells will dem- 
onstrate the merit of grading up store 
merchandise—-improving prestige and 
good will by stocking high quality 
footwear, such as Propr-Bilt Children’s 
Shoes with scientific patented inbuilt 
features, and O’Donnell Aristocrat Rid- 
ing Boots, the nation’s most popular 
and complete line of Riding footwear. 

The O’Donnell Shoe Company’s foot 
health experts will also be on hand to 
discuss freely the relative merits of 
O’Donnell Orthopedic footwear, and 
to pass on to their dealer friends the 
benefits derived from their years of 
experience in the Orthopedic shoe field, 
as well as fully explain the value and 
worth of the O’Donnell plan of protec- 
tive, exclusive franchise selling. 
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new short back f you cannot see these fine 
shoes at The National "Snve Ag © write & direct 
for our new Propr-Bilt Catalog, just the press. 


ODornol Shoe C 
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widely copied children’s shoe at 
The National Shoe Fair—Propr- 
Bilts the original scientifically 
correct shoe for growing feet. 
Featured 
stores, endorsed by the nation’s 
foot health authorities. 


THE CORRECT SHOES FOR GROWING FEET 





SEE AMERICA’S most 


in America’s finest 


Build more 
high-grade children’s 
shoe business — the 
Propr-Bilt way. Be 
sure and see our 
complete line on dis- 
play at the Palmer 
House, Rooms 745 
and 746, during The 
National Shoe Fair, 
January 4, 5, 6 and 7. 


Sixty-Two 
smart styles 


IN STOCK 


for boys and girls 
of all ages 
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‘List of Merehandise Sourees 


For Shoes Illustrated in Fashion Section, Pages 79-96 


FOCUSING ON ANKLES 
(See pages 82-83) 


1. Ankle straps are shown in the 
high style lines for limited promotion 
in formal types of shoes, as illustrated 
in this dramatic shoe of patent leather 
and kid suede from the CORNELL 
SHOE COMPANY. 


2. The step-in for early Spring has a 
winged lift over the instep, developed 
here in gabardine and patent leather 
by PALTER DELISO, INC. 


3. Porthole perforations are a fa- 
vorite device for opening up the high 
cut shoe as exemplified by this kidskin 
Theo tie from SELBY SHOE COM- 
PANY. 


4. This rust calfskin pump employs 
a graceful design of over-lapping tri- 
angles as a device for sandalizing its 


lines. From J. H. SLATER. 


5. Constructed cut-outs bound in 
calfskin give this high front reverse 
calf its Spring, 1937, feeling. From 
FLORSHEIM SHOE COMPANY. 


6. The scalloped collar and tongue 
of this white buck shoe give the lighter 
feminine touch that characterizes new 
sports models. From GROSSMAN’S 
SHOE, INC. 


7. “Wrapped” lines are an impor- 
tant pattern theme, with large perfora- 
tions to give further air conditioning 
in this white suede and black patent 


shoe by GREGORY & READ COM. . 


PANY. 


8. Plaited strips of pastel kidskin 
piped in white are carried high over 
in the instep of this resort sandal in 
ae flaring line. From TUPPER, 


9. Crossed straps, one of the most 
significant of the new pattern ideas, 
shown here in a multi-color kid suede 
sandal. A Pandora model from NEW- 
TON ELKIN. 


CHARTING COLOR COURSE 
(See pages 84-85) 


1. Black patent leather sandal, fea- 
turing the important cross-strap treat- 
Ti From JOHANSEN BROS. SHOE 


2. Butterfly tongue treatments like 
this are an outstanding note in the 
early Spring shoe. Gabardine with kid 
trim. From COLELLA & LEIGHTON 
SHOE CO. 


3. The high-riding shoe is lightened 
up by cut-outs and the effective use of 
Lastex mesh goring. In kid or calf. 
From /. MILLER & SONS, INC. 


4. Porthole perforations and a low 
side line give the new look of lightness 
to a tailored calfskin shoe. From THE 
STETSON SHOE CO., INC. 


5. The open toe treatment in a semi- 
tailored calfskin shoe is a high style 
note. From CORNELL SHOE CO. 

6. Colored kid trimmed with white 
in an ultra-feminine interpretation of 


the dressy shoe. From DELMAN, INC. 

7. The sandal with small V opening 
and a sophisticated simplicity adapted 
to colored leathers. From V AL-ARS, 
INC. 


8. The “wrapped” line appears in a 
smart swagger shoe developed in 
stitched reverse calf. From GROSS- 
MAN SHOES, INC. 


9. Tongue detail gives a lifted line 
to pumps as illustrated in this beige 
suede shoe trimmed with tan calf. From 
LAIRD SCHOBER CO., INC. 


10. A representative sandalized 
sports shoe. Contrasting lacings are an 
effective way of introducing color on 
either its dark or light versions. From 
SELBY SHOE CO. 

11. A stitched kid sandal that fea- 
tures the high flared line in the treat- 
ment of its vamp.. From JOHNSON- 
STEPHENS-SHINKLE SHOE CO. 

12. New, graceful treatments of tip 
and foxing feminize the spectator shoe. 
In white with contrasting trim. From 
RICE-O’NEILL SHOE CO. 


13. The important wrapped and 
crossed strap treatment as shown in a 
dark gabardine shoe with another new 
note in its back lace detail. From A. 
GARSIDE & SONS. 


14. The Summer sandal with grace- 
ful lattice stripping, interpreted in 
linen or bright printed fabrics. From 
DANIEL GREEN CO. 


NEW ANGLES ON SANDALS 
(See pages 86-87) 


1. A cork-soled fabric sandal devel- 
oped in the string color combinations 
that will be wanted for printed bathing 
suits. Model from J. MACKEY. 


2. Sandalized oxford with D’Orsay 

lines in Navy Kid piped with a fine 

of white. From RICE O’NEILL 
SHOE CO. 


3. Sandalized resort pump in white 
or pastel linen, trimmed with dark 
piping and buttons. Model by DEL- 
MAN, INC. 

4, This sandalized step-in makes use 
of both porthole perforations and skill- 
fully constructed cut - outs. By 
SCHWARTZ AND BENJAMIN. 

5. An evening sandal of linen em- 
broidered in matching pastel sequins, 
a perfect choice for Summer dancing 
dresses. From E. H. STRASSBUR- 
GER, INC. 

6. A sandalized monk shoe in re- 
verse calf emphasizing the popular 
note of large perforations. From 


DIXON-BARTLETT CO. 


MEN’S TOWN SHOES 
(See pages 88-89) 


1. Six eyelet blucher in meaty Nor- 
wegian calf. From E. T. WRIGHT 
& CO., INC. 

2. A straight tip medallion blucher 
in boarded calf. From JARMAN SHOE 
co. 


3. A medallion perforated, square 
tipped brogue over a much fuller and 
squarer custom last. From COLE, 
ROOD & HAAN CO. 

4. Another blucher, this time with 
a five-eyelet medallion, perforated, 
wing tip and heavy brogue details in 
- pigskin. From STACY-ADAMS 


5. A medallion perforated, wing tip 
brogue in light tan calf with wide ex- 
tensions, a strictly custom shoe. From 


J. P. SMITH SHOE CO. 


6. From the same company, an ex- 
tremely flexible featherweight construc- 
tion in a plain tip with a minimum of 
pinking. 

7. A plain tip model with rather 
wide extensions and very refined de- 
tailing in tan calfskin. From THE 
FLORSHEIM SHOE Co. nite 

8. and 9. Indicating the English 
trends in lasts, yet very much squarer 
foreparts and illustrating how the 
medallion design squares itself up on 
a tip of this character. One brogue in 
black calfskin and another raglan 
blucher in Norwegian. From HEY- 
WOOD BOOT AND SHOE CO. 


10. A medallion perforated square 
tip brogue in a lighter tone tan calf. 
From HEYWOOD BOOT AND SHOE 


co. [TURN TO PAGE 262, PLEASE] 
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ARCHES eee SOME ARE HIGH .. 


SOME ARE LOW... 
SOME ARE NORMAL 
SOME ARE FLAT.... 


NO SHOE WILL FIT THEM ALL 





Easingafallen arch and halting its fur- 
ther drop with a Dr. Scholl appliance 


Raising the appliance a trifle after a 
few weeks as condition of foot improves 


Raising the appliance still higher as 
condition of foot further improves 


a 


Arch fully restored to its normal con- 
tour on fourth adjustment of appliance 











A wominal investment provides a 
sufficient stock of Supports and an 
Arch Fitter for their adjustments. 


There’s good will and profit for you...and enduring foot happiness 
for your customers... when you provide correction for arch weakness. 

But you can’t do that with shoes. Because first, no single make of 
shoe has an arch support built in... which will fit all types of arches; 
second... even if you could carry a shoe stock vast enough to provide 
adequate fit for all different arches ... those shoes could not fit the 
foot in its progressive stages of improvement. 

Dr. Schoil’s method of correction permits the exact type of support 

to fit every different arch in its present condition. And, through succes- 
sive adjustments . . . this appliance follows the improvement of the 
foot... giving support exactly where needed. 
” Selecting, fitting and adjusting the right appliance is a simple mat- 
ter. Your sales force can quickly become expert in this service. And 
your store will quickly become known as the source of an efficient 
and positive corrective aid for all forms of arch weakness. 


D& Scholls 


ARCH SUPPORTS 
THE SCHOLL MFG. CO., Inc. 


Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 
213 West Schiller Street, Chicago 
62 West 14th Street, New York 112 Adelaide Street, East, Toronto 
190 St. John Street, London, E.C.1 





Meet us at... 


National 
Shoe Fair 


JANUARY 4-5-6-7 


BOOTH Nia. 15 
Exhibition Hall 
Palmer House 
Chicago, Ill. 











When writing advertisers please mention Boot and Shoe Recorder 
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List of Merehandise Sourees 
[CONTINUED FROM PAGE 260] 


11. Extreme custom type, wing 
tipped brogue. An ideal street shoe in 
black calfskin. From NUNN-BUSH 
SHOE CO. 

12. A more pointed toe with full ex- 
tension and larger perforations in light 
tan calf. From GEO. E. KEITH CO. 

13. Extensions are brought well 
back on this lighter weight square 
tipped model. From JARMAN SHOE 
co. 


COUNTRY SHOES 
(See page 91) 


1. Five-eyelet blucher in tan re- 
versed calf with medallion perforated 
square tip and quarter foxing of light 
= calf. From WINTHROP SHOE 

0. 

2. Tan kid suede, an innovation of 
country wear with tan calf tip and tan 
calf inlay. From FRENCH, SHRINER 
& URNER MFG. CO. 

3. Tan reversed calf, Norwegian 
pattern with unusual light tan calf 
apron, lace stay and quarter foxing. 
From WALL-STREETER SHOE CO. 

4. A light Norwegian veal type of 
leather in an unusual plain toe pattern 
with heavy rubber sole. From FREE- 
MAN SHOE CORP. 

5. An unusual pattern evolved from 
a ski boot last, but with a plain toe 
in a skuf-proof oil-treated calfskin. 


From WALL-STREETER SHOE CO. 


6. Four-eyelet blucher over walled 
last in light tan pigskin. From STACY- 
ADAMS CO. This shoe featured storm- 
welt from BARBOUR WELTING CO. 


7. Conventional country brogue in 

brown reversed calf. From JARMAN 
- SHOE CO. 

8. and 9. Blue alligator print, com- 
bined with blue reversed calf in a 
Norwegian pattern with heavy blue calf 
rubber sole. Mudlark type of shoe in 
tan reversed calf with intricately per- 
forated wing tip and quarter foxing 
and large tan tongue held in place by 
a tan calf strap. Both of these shoes 
from FLORSHEIM SHOE CO. This 
last shoe features stormwelt from 
BARBOUR WELTING CO. 


WHITE SHOES 
(See pages 90-92) 


1. An intricately perforated peasant 
type shoe with novel welting treatment 
on forepart and contrast colored bind- 
ing. From W. L. DOUGLAS SHOE 


2. The classic Summer shoe, medal- 
lion perforated, square tip, white buck 


with black sole and heel. From GEO. 
E. KEITH CO. 

3. Ventilated model with punching 
through vamp and quarter in white 


buck to make a Norwegian design. 
From M. A. PACKARD CO. 


4. Classic white buck wing —tip 
brogue with white welting and black 
sole and heel. From NUNN-BUSH 
SHOE CO. 


5. Yachting shoes, a raglan blucher 
oxford in basket weave duck with las- 
texed hemp sole, specially adapted for 
use on boats. From CURTIS SHOE 
CO., INC. 


6. White buck bal oxford with black 
sole and heel. Also a Summer classic. 
From ENDICOTT-JOHNSON CORP. 


7. White washable calf illustrating a 
practical perforation to make a cool 
ventilated shoe. From H. J. JUSTIN 
& SONS, INC. 


8. Chamois buck blucher with wine 
crepe sole and maroon laces. From 
FRENCH, SHRINER & URNER MFG. 
CO. 


9. White buck brogue with tan 
medallion perforated Scotch tip. From 
FREEMEN SHOE CORP. A similar 
shoe from WALTER BOOTH SHOE 
co. 


10. A bright red reversed calf sad- 
dle, red welting and a red sole make 
this a colorful shoe. A Walk-Over shoe 
from BARBOUR WELTING. 


1l. Natural ostrich inlay on white 
buck with leather sole and heel. A 
trend in high grade shoes. From 
STACY-ADAMS CO. 


12. Wing tipped brogue combining 
white buck and dark tan calf, a flexible 
shoe. From THOMPSON’ BROS. 
SHOE CO. 


13. Dark brown alligator and white 
buck in a brogue type, indicating the 
trend of reptiles in trim. From JAR- 
MAN SHOE CO. 


14. The ball strap makes this shoe 
an interesting combination, white buck 
combined with tan calf. From JOHN- 
STON & MURPHY. 


15. An extremely smart combina- 
tion in a Norwegian type. This shoe is 
made with great acceptance and should 
be one of the best combinations for 
Spring and Summer selling. From 


E. T. TAYLOR CORP. 


16. The logical development of the 
Norwegian sabot strap type of shoe, a 
greatly improved fitter, combini 
white buck and tan calf. From W ALL- 
STREETER SHOE CO. ; 


: 


SHOES FOR GIRLS 
(See page 95) 

Ist Photograph—Left to Right: 

Brown elk school oxford. From 
CURTIS, STEPHENS, EMBRY CO. 

Brown perforated ghillie. From 
ANTIOCH SHOE CO. 

Brown elk moccasin oxford. From 
MRS. DAY’S IDEAL BABY SHOE 
co. 


2nd Photograph—Left to Right: 

Reversed leather saddle shoe with 
white perforated trim. From J. ED- 
WARDS & CO. 

Monk shoe in navy blue reverse 
leather trimmed with calf. From 
GREEN SHOE CO. 

Double strap monk in bright brown 
calf. From BROWN SHOE CO. 


3rd Photograph—Left to Right: 

Open toe black patent sandal. From 
ROBERTS, JOHNSON & RAND. 

Sandalized black patent leather 
shoe. From ENDICOTT JOHNSON 
CORP. 

Coronation blue kid sandal with 
large perforations. From J. ED- 
WARDS & CO. 


4th Photograph—Left to Right: 

Misses tongue shoe in white buck 
type leather. From O°’DONNELL 
SHOE CO. 

Perforated play oxford in white 
elk. A new patented detachable tongue 
wired to hold in position. From 
O’DONNELL SHOE CO. 

Child’s white elk party shoe. From 
F. S. ELAM SHOE CO., INC. 

Perforated buck type leather ox- 
ford. From PIED PIPER SHOE CO. 


BEST BETS FOR REGULAR 
BOYS 
(See pages 96-97) 

I—ENDICOTT - JOHNSON COR-. 
PORATION. 2—BROWN SHOE Co. 
3—TEEPLE SHOE CO. 4—HOL- 
LAND SHOE CO. 5, 6,7 AND 8— 
CHARLES A. EATON CO. 9—HOL- 
LAND SHOE CO. 10—TEEPLE 
SHOE CO. 11—ROBERTS, JOHN- 
SON & RAND. 12—HOLLAND 
SHOE CO. 13—BELLE MEADE 
SHOE COMPANY. 14—O’DONNELL 
SHOE CO. 15—GERBERICH.- 
PAYNE SHOE CO. 
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TWO FEET AWAY—AND 


THEY NEVER 
COME BACK 








[except to complain | 





YOU DIDIT! 


YOU SOLD A GOOD BUCK SHOE 
THE FIT WAS CORRECT 
THE PRICE WAS RIGHT 


| 5 ine That necessary cleaner you sold or recommended destroyed 
the original finish and injured the leather itself. 


THAT LITTLE SALE COST YOU CUSTOMER 
- GOODWILL! 


A beautiful nap once matted down can never be restored 
to its original fineness and beauty. Dampness in the 
cleaner used will stretch the leather and cause an ill-fitting 
shoe thereafter. Buck, Nu-buck, suede, and fabric shoes 
require a dry cleaner made specially for such shoes. 


FOR SIXTEEN YEARS -.- - 


Manufacturers and thinking retailers have 


RECOMMENDED .-.-.- 














A dry cleaner in a handy and pretty package which may 
be carried everywhere and used anywhere like an eraser. 


Makes ooze finish leather last longer and look better. 
Preserves the finish and the leather. 
No mess, clean to use and used to clean. 


BUNNY BAGS AND BUCK SKIN ARE THE 


INSEPARABLES 
SEND FOR TRIAL ORDERS AND PRICES TODAY 


BUNNY PRODUCTS COMPANY, INC. 
PORT HURON, MICHIGAN 


DISTRIBUTORS 
LAING, HARRAR & CHAMBERLIN, INC.— 
PHILADELPHIA—THOMPSON-EHLERS CO.—CHICAGO 


When writing advertisers please mention Boot and Shoe Recorder 

























A Stand for 


LEADERSHIP 


[CONTINUED FROM PAGE 69] 


tain a price, make a profit and hold to 
a code of sales-sportsmanship that is 
the wonder of the world. They estab- 
lish a fair level price. That price is 
maintained and there is a fair profit 
for the manufacturer, the dealer, the 
supply man—and still the customer 
gets the most for the money. Shoes 
are so different! 

In shoes there is no price for leather 
other than a vicious trading price be- 
cause too many shoes are price-lined 
to meet a $2.95 or $3.95 or what have 
you level that is supposed to be the 
only one at which the public will pur- 
chase shoes. One would almost believe 
that the public would go barefooted if 
ten cents were added to shoes. 

The entire philosophy of price-lin- 
ing must be studied by some respon- 
sible body because at ‘the moment, the 
shoe industry is frozen to a price level 
and it is obvious that such rigidity 
cannot continue when labor prices and 
raw commodity prices are rising. This 
artificial straight-jacketing of the eco- 
nomic structure of the shoe business 
can only be corrected when groups of 
men in each division of the trade be- 


come more tolerant of the problems 
below and above them. The customer 
will soon have no confidence in the 
article, in the dealer, or the manufac- 
turer if fixed price-lining necessitates 
various changes in quality and ingredi- 
ents to maintain a price. 

It might have been yesterday’s 
methods to be a wolf to the people you 
buy from and a sheep to the men you 
sell; but it cannot go on. Industries 
live or die by the health of the entire 
body rather than by the random ex- 
amples of money-making that are to 
be found in any business field. We 
don’t know enough about control of 
unfair and unethical competition but 
we are going to learn if we hope to 
survive. The true values of shoes are 
in their use by the public and not in 
their economic abuses back of the fit- 
ting stool. 

We need a new set of standards for 
the entire industry from hide to fitting 
stool and this is the year to make them. 

A proper picture of the shoe as a 
factory-assembled item, infinitely di- 
versified in its materials, lasts and 
sizes, will shortly have to be given 
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definition before the Federal Trade 
Commission in cases brought before 
that junior Supreme Court under the 
Robinson-Patman act. Already the 
busy little women in clubs, parent- 
teachers associations, etc., are asking 
for pure shoe laws in a maternal sort 
of a belief that the public purse is 
being protected—let the foot suffer and 
well it may—providing they get their 
objective, the credit for crusading. 

A strong, effective body of the best 
brains of the industry, that has firm 
convictions on the subject of what is 
business and what is not, can do a 
lot in 1987 to prove to America that 
the shoe industry from hide to fitting 
stool is sincere in its public service and 
wants as little interference or regula- 
tion by government as is possible in 
this day and age. 





Men Buying Better Shoes 


CHIcAGo, ILL. — More men’s shoes 
above $12.50 and up to $18.50 are being 
sold in Chicago this Fall that at any 
time in several years. According to 
A. J. Matthews of the No. 1 North 
Wabash store of Hanan & Son, all six 
of the high grade handmades in both 
black and tan are selling in satisfac- 
tory volume, as compared to only one 
handmade stocked last year. 

One of the really startling evidences 
of a revived volume in high-grades, and 
one that presents a good picture of the 
possibilities for dealers who are not 
afraid of looking ahead, is the story of 
a new handmade men’s genuine alliga- 
tor oxford of quality design, material 
and craftsmanship that was casually 
featured by the Wabash Avenue store 
to its more select trade. 

A fair range of sizes was stocked and 
a special advertisement run in the 
morning newspapers. Although no 
business could be directly traced to the 
advertisement, a reorder was necessary 
within a very short time. This in itself 
was unusual for a number pegged at 
$18.50. The type of customers ranged 
from a prominent night club orchestra 
leader who had been wearing ultra- 
conservative models, to a lawyer for a 
corporation located in a small city in 
another state. The purchasers were pre- 
dominately business men of the or- 
dinarily successful run. 


The number is typical in every way 
with the average highgrade oxford, ex- 
cept that the material is natural alliga- 
tor. The effect is class and flash with- 
out being obnoxious, and at the same 
time retaining all of the features of 
careful fit and comfort. The sales 
method used was merely to show regular 
customers the new number along with 
the others they have been used to buy- 
ing. 

Experience at Hanan’s has demon- 
strated that, within reason, it is as 
easy to obtain $18.50 for such a number 
as it is $16.50 or $17.50. The under- 
lying theory is that in this class of 
shoes, a dollar one way or the other 
does not materially alter the sales ap- 
peal. The type of customer who buys 
the $18.50 range of footwear will not 
haggle over a dollar or two, if the 
model is what he wants, and it appeals 
both to his imagination and sense of 
propriety. 

An interesting sidelight into this 
Fall’s business is the report that al- 
though sales volume in Chicago, in- 
cluding Hanan’s, has not exceeded last 
year’s volume to any appreciable extent 
in pairs sold, the dollar volume is con- 
siderably higher, running in some in- 
stances to as high as 16 per cent, as 
compared with last Fall. At Hanan’s, 
Mr. Matthews pointed out, the dollar 
gain extends into all departments, in- 
cluding men’s and women’s shoes, 


hosiery and handbags. 





Shoe Buyer Honored 


TACOMA, WASH.—As a special tribute 
to its long-time shoe buyer, the Peo- 
ples Store of this city staged recently 
a “George Leahey Day.” Public and 
patrons were acquainted with the fine 
features, the learned and astute coun- 
tenance of this personality in the shoe 
trade of the region, who for more than 
a quarter century has been the buyer of 
the large shoe department of the Peo- 
ples’ store. “George Leahey Day,” also 
known as “Greater Peoples Store Day,” 
was, as the store itself set forth, a 
“fitting commemoration to a man whose 
personality and friendliness, whose 
loyalty and concerted efforts are sym- 
bols of the growth and development of 
Tacoma’s First Store.” 





Stores Promote Rubber Footwear 


PirtsBuRGH, Pa.—Local shoe retail- 
ers, with the cooperation of the daily 
newspapers, are conducting a drive for 
the sale of more rubber footwear. Em- 
phasizing the smartness and the time- 
liness of the merchandise, the latest 
styles of rubber footwear are given 
prominent window displays and re- 
produced in the fashion sections of the 
local newspapers. The most popular 
styles in stores here, are step-in pumps, 
black with gray, and blue with gray 
tweeds; and the buckler step-in galosh. 
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Are You Corrective Minvep? 


THE W. B. COON CO. 


INVITE YOUR INSPECTION OF A MOST UNUSUAL AND 
EFFICIENT LINE OF PURELY CORRECTIVE AND SEMI- 
CORRECTIVE WELTS. 


AVAILABLE FROM STOCK 
WITH OR WITHOUT 
COOKIES AND WEDGES. 


PRICED TO RETAIL AT 


$7.90 © $10.50 


ROOM 1065, PALMER HOUSE. MESSRS. 
H. R. JAMES, LEE RAPP, R. VAN DEUREN, 
AND F. A. ZORN IN ATTENDANCE 


W. B. COON COMPANY 
37 CANAL ST. ROCHESTER, N. Y. 
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Features That Sell Shoes 


the metatarsal arch. As the name im- 
plies, this feature locks the heel in 
place to prevent it from slipping up and 
down and the foot from slipping for- 
ward. The “Heel Latch” feature also 
provides a built-up resilient cushion to 
support the longitudinal arch and the 
metatarsal arch. As the foot moves 
with every step the cushion under the 
metatarsals gives a gentle massaging 
effect to strengthen these arches. Sec- 
ond—the style feature of “Heel Latch” 
shoes is unusual for shoes having a 
built-in comfort feature. In appear- 
ance these shoes are light and smart. 
The most popular leather combinations, 
patterns and heel heights are featured 
for Spring. 





Flexibility at the Throat 






o- 


FLEX JEG INSTEP 
Pine 


enble , 





One of the outstanding developments 
in the industry is the Tango—flexible 
instep—pump. This flexible feature at 
the throat is made possible by a pat- 
ented method of construction which 
allows an expansion of 11/64 of an in. 
Thus all pinching and biting is elimi- 
nated. Nearly a quarter million women 
have bought Tango pumps made by 
Brauer Bros. Shoe Co., of St. Louis, Mo. 





Reliable Comfort in Shoes 


Physical Culture shoes, made by the 
Physical Culture Shoe Co., of Ports- 
mouth, Ohio, are nationally famous and 
are accepted by women everywhere. 
They’re comfort-giving, well-wearing 
and fully styled. They are relied on to 
give many months of comfortable wear. 
Their foot-health-building features are 
an aid and an asset to women troubled 
with foot ailments. Physical Culture 
fits the all-around shoe needs for every 
woman. 





Research Last Makes 
Repeat Business 


The Brouwer Research last, one of 
the lasts over which Marshall, Meadows 
& Stewart, Inc., of Auburn, N. Y., 
builds its shoes, is well known to the 
shoe trade. The Brouwer last has been 


[CONTINUED FROM PAGE 258] 


especially designed for ill feet. Mar- 
shall, Meadows & Stewart incorporates 
this last in specially built shoes, with 
the last itself as one of the important 
selling points. Retailers carrying M. M. 
& §S. shoes built on the Brouwer last 
have found the public they sell to very 
enthusiastic—thus gathering for them- 
selves a steady trade of orthopedic 
customers. 





Triple Comfort Features 

















In less than eighteen months, Rhythm 
Step Shoes, made by the Johnson, 
Stephens & Shinkle Shoe Co., St. Louis, 
reached a sales peak that put it in the 
class of leading specialty shoes. In- 
visible Rhythm Treads, an exclusive 
feature of Rhythm Step Shoes, put 
triple comfort features into light, smart 
style shoes and have won such im- 
mediate favor with women that one 
leading department store sold over 25,- 
000 pairs of Rhythm Step shoes in 
the first year. Similar sales records 
have been made throughout the coun- 
try. Rhythm Step Shoes, featured in 
leading national magazines with pro- 
minent movie-star tie-ups are sold on 
an exclusive franchise basis. 





Fitting the Arch Correctly 





Four exclusive features of Wright 
arch preserver shoes are: 

1. The long arch of the foot is given 
natural, normal support by a spring 
steel arch bridge anchored permanent- 
ly fore and aft. 


2. The important metatarsal arch is 
supported by a scientifically shaped and 
correctly placed metatarsal elevation. 

8. They have an absolutely flat fore- 
part crosswise, no curving to cramp 
the toes or squeeze sensitive nerves and 
blood vessels. 

4. The shoe is designed to give an 
exact over-all fitting and, more impor- 
tant, an accurate fit for the foot arches. 





"Go Places Comfortably" 


With the slogan “America’s Smartest 
Walking Shoes Go Places Comfortably” 
Enna Jettick Shoes, Inc., of Auburn, 
N. Y., has been way up front in placing 
high style and high fashion in a shoe 
line that has comfort for its strong 
selling point. Coming in a large range 
of sizes, Enna Jettick shoes are within 
everyone’s size and everyone’s price. 
They are known to bear one of the most 
popular national names in the shoe 
trade. 


Stop-Slip Features 





Dealers handling Tweedies have 
made effective selling points of our 
Stop-Slip features: ; 

1. A shank fitting grip pad of sueded 
material to prevent forward slipping of 
the foot as a component part of our 
special sock lining. 

2. The Stop-Slip floating heel grip 
which holds the heel firmly and protects 
hose without pulling hose into the shoe 
or out of line. Tweedies are made by 
the Tweedie Footwear Corporation, of 
Jefferson City, Mo. 





No Pressure on Bones 





The Spring showing of Naturalizers 
definitely reveals that though these are 
arch-type shoes, they refuse to be ugly 
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ducklings. The styles, colors, fabrics 
are fashion’s newest and gayest. The 
feature that does the big selling job for 
Naturalizers, however, is Dr. Sawyer’s 
famous Plus-Fit lasts—the lasts which 
conform to the bones within as well as 
the foot itself. Blue Ribbon Shoemakers 
of St. Louis, sum it up neatly by say- 
ing, “They fit your feet when you’re 
on your feet.” There are Plus-Fit lasts 
especially designed for narrow heel, 
broad toe, short arch, fallen metatarsal 
or weakened longitudinal arch. 


Friction Eliminated 


Modern civilization is productive of 
foot ills, but modern science has pro- 
vided a shoe to correct and prevent 
these conditions. The Dr. Geo. R. Davis 
Anti- Friction Shoe manufactured by 
the Thompson Bros. Shoe Co., Brock- 
ton, Mass., well merits the recognition 
and acclaim given it by a nation’s shoe- 
men. Fifty-five years of expert shoe- 
making, coupled with the unusual prin- 
ciple of this feature shoe, well justifies 
the commendation given its introduc- 
tion, and increased sales. The Anti- 
Friction tape in the Dr. Davis shoe is 
adjustable to the foot by laging. It 
holds the foot snug and permits the 
muscles to function as they naturally 
should—without friction. 


Non-Curling Innersole 


No shoe with non-curl innersole fea- 
tures has created more interest in re- 
cent years than the Old Colony Shoe 
Company’s Foot Balance shoe of non- 
curl and non-lump insole construction. 
The illustration at the right above in- 
dicates the principal construction fea- 
tures of this novel shoe while the illus- 
tration at left is the patented heel, so 
constructed as to eliminate running over 
on heel, yet assuring an even tread and 
affording a natural balance of the foot 
in the shoe. The Old Colony Shoe Com- 
pany plant is in Brockton, Mass. 


[TURN TO PAGE 268, PLEASE] 


sate feature line 


PINELESS 


Your 


mODERA WARDROBE 
of Flexible Footwear — of 
PROVEN SOUND CONSTRUCTION 


The trend toward modern advantages — air conditioning . . streamlined 
travel, etc. has established flexible shoes as a ‘must’ item for every modern 


men’s shoe merchant. 

Feature Sound Construction 
Years of wear on consumers’ feet have proven the soundness of Spineless” 
the pioneer of flexible footwear. That ‘Spineless’ Shoes give 


. retain their lasted shape with hard use . . . give real support 
are facts established by the out- 


construction 
long wear 

with barefoot comfort and glovelike fit 
standing record for repeat sales set by ‘Spineless’ Shoes wherever they are 
merchandised. And they cut returned shoe losses to a minimum through easier 


fitting and less friction in wear 
Modern Styling 


Spineless construction is adaptable to all weights of shoes and to any leathers 
which the vogue prescribes. The Spineless line embraces lasts, patterns, and 
leathers to appeal to all preferences . ideas from the continent, from Holly- 
wood, and from the campus. And Spineless Shoes are made in all weights to 
enable you to serve customers of any physical proportions, for every kind of wear. 
Spineless Sport Shoes for 1937 are a sensation! 

Send today for information regarding the Spineless 


franchise and promotion plan in your community 


FLEXIBLE SHOE 
AS ADVERTISED IN 
APPAREL ARTS 


ve ORIGINAL PROVEN 
AS ADVERTISED IN 
€s QUIRE 


CHARLES A. 


BROCKTON, 


ifon COMPANY 


MASSACHUSETTS 
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Comfort in Slippers 


The Daniel Green “Comfys” are slip- 
pers women love to wear. Soft, flexible, 
and delightfully snug to wear, the 
“Comfy” slippers are a welcome addi- 
tion to any woman’s wardrobe. Exceed- 
ingly comfortable and _ exceedingly 
smart, the “Comfy” slippers are truly 
boudoir slippers retailers like to carry 
and sell. Made by the Daniel Green Co., 
of Dolgeville, N. Y. 





Flexible Shanks and Higher Heels 





Orthopedic Shoes, Inc., of Ports- 
mouth, Ohio, announce that the Ground 
Gripper and Cantilever lines for Spring, 
1937, will be constructed almost en- 
tirely with flexible shanks. Improve- 
ments in shoe construction permit the 
building of a flexible—or “semi-flexible” 
shank shoe on the higher heel heights. 
Orthopedic Shoes, Inc., feels that by 
thus concentrating on the flexible arch 
principle, Ground Gripper and Canti- 
lever Shoes will be more than ever in 
accord with current professional foot- 
health opinion. Great numbers of wear- 
ers have long favored the flexible-shank 
construction. 


Two New Selling Features 


one PEC 
QUARTER 





Foot - Fashion shoes for Spring in- 
troduce two new selling features: Cush- 
ion-Step and Heel-Mold. The Cushion- 
Step feature is a newly developed in- 
sole which includes a heel cushion, inner 
longitudinal pad and metatarsal sup- 
port. The Heel-Mold comprises a no- 
seam, no-rip, one-piece quarter, molded 
to fit the heel snugly and comfortably. 
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[CONTINUED FROM PAGE 267] 


Foot-Fashion shoes for men are the 
product of the Friedman-Shelby Branch 
of the International Shoe Co., St. Louis, 
Mo. 





Extra Comfort—Pleasing 


Support 
VITALLY 


In keeping with the widening de- 
mand for smartly designed shoes with 
special fitting features, Vitality, this 
spring, has enlarged on its line of 
Poisette shoes for women and Vitapoise 
feature shoes for children and men. 

Poisette shoes for women are con- 
structed with a specially molded inner- 
sole and will include a metatarsal 
feature. Vitapoise feature shoes for 
children have been added to in keep- 
ing with an ever growing demand. 
These shoes are constructed over spe- 
cially designed lasts, and provide for 
full fitting in the forepart, snug fit- 
ting at the arch, and an inside heel 
elevation to help properly align the 
foot. This same general idea is in- 
cluded in Vitapoise feature shoes for 
men. All three meet a definite demand 
for extra comfort and pleasing support. 





Pebble Test Tells Story 





A “magic sole” which turns hard side- 
walks into soft carpets is the fascinat- 
ing feature that sells Brown Shoe Com- 
pany’s Air Step shoes for women. This 
light, flexible sole contains countless 
shock-absorbing air spaces so that she 
who wears Air Steps walks with youth- 
ful buoyancy and avoids tell-tale fa- 
tigue lines. To demonstrate, the shoe 
merchant has his fair customer step on 
a pebble in another shoe; then in Air 
Steps. With the Air Step shoe she 
hardly feels the pebble—thanks to the 
“magic sole.” The fact that Air Steps 
are styled very smartly and youthfully 
also spells sell. Air Step shoes for men, 
made by the patented, Thru-Sewn welt 
process, have the same “magic sole” 
and, in addition, a built-in, shock-ab- 
sorbing heel. 


Air-Celled Cushioning in Shoes 





Sometimes beauty alone and some- 
times comfort alone will sell women’s 
shoes, but when you combine both in 
one shoe, mix with a fair retail price 
and say, “Here you are, Madame!” you 
don’t have to worry about how your 
business will be. Using this recipe, the 
Central Shoe Company, of St. Louis, 
has seen its Perfect Eze line grow from 
an idea to a best seller in less than two 
years. The secret of Perfect Eze is the 
air-filled cellular cushion between insole 
and outsole and under the heel. This 
“shock absorber”—not the wearer’s foot 
—takes the jolts and jars of walking, 
cushions every step, and makes for “old 
slipper comfort.” 


Correct Support for Feet 





The Main Spiiig ‘ch supports from 
three points, two under the ball, one 
under the heel. Each point cushioned 
on live rubber acting as shock absorb- 
ers. The arch of resilient steel is flex- 
ible to give the foot exercise and sup- 
port simultaneously. Endorsed and 
prescribed by many doctors, chiropodist- 
podiatrist, osteopaths and orthopedists. 
Built into prescription, preventive and 
style lasts for both men and women. 
Made by Geo. E. Keith Company 
Brockton, Mass. 

1—Botton view of bones of foot. 2— 
How the bones are supported at their 
three weight-bearing points by the 
Main Spring Arch. 3—Rubber cushions 
under the Main Spring Arch acting as 
shock absorbers for the body. 
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America’s Smartest Line of 


$4.00 and $5.00 Retailers 


Tailored smartness, class and character in every 


pair . 


. here’s a beautiful line of Arch Shoes, 


Style F cotwear, Sports, Sandals and Comforts for 


your Women-Growing Girls trade . . 
. priced right . . 


. styled right 
. Fast Selling, Profit-Makers. . 


You'll want the “Mayer Line” for your store selling. 


MILWAUKEE MADE... 


f 
2 
S$ 
3 


plete 


20 bb be tt ot 


108 EAST WALNUT, MILWAUKEE, WISCONSIN 


VOGUE 
| ees 


Quality Line of Uco Lockstitch & Goodyear Welts. 


Chicago National Shoe Fair 
January 4-5-6-7 


MAYER ff PALMER: 
LINE ** HOUSE 5954: 


“IN STOCK LINES” 
Mayer Martha Washington Shoe Company 


Arch Saver ay 


Youthful Vogue 


Saat Maisiole) 
$2.60 
e 


Write for 
Catalogue 
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Resilient Shock Absorber 


The Pedwin is a double feature shoe 
in that it combines a British lockstitch 
process for attaching the sole with 
“Step - Elator,” a foot - invigorating, 
posture-perfecting insole construction. 
The “thru-sewn” welt or British lock- 
stitch process is a major advancement 
for it insures maximum flexibility and 
a permanently smooth, level-tread, non- 


curling insole. The “Step-Elator” fea- 
ture provides a resilient shock-absorb- 
ing cushion for the heel, longitudinal 
arch and metatarsal. Combined, these 
two features have produced a shoe that 
affords unlimited merchandising pos- 
sibilities and sales-making talking 
points for the retailer at the fitting 
stool. Made by the United Shoe Manu- 
facturing Co., St. Louis. 


Three-Way Cushion Insole 


Berl Pad 1 


fupatnet aoe ae 


Bach 


The three-way cushion insole in the 
City Club line for men incorporates a 
resilient heel pad; an inner longitudinal 
pad which locks the heel in place and 
at the same time gently supports the 
arch; and a metatarsal pad which re- 
lieves pressure on the ball of the foot. 
The City Club line also carries the 
Premold seamless, one-piece back fea- 
ture. Both lining and upper leather 
are molded to shape before lasting. All 


ripping at the heel is eliminated. City 
Club shoes are the product of Peters 
Shoe Co., St. Louis, Mo. 


The Individualized Arch 


Natural Poise Arch shoes, to be na- 
tionally advertised in the Spring by 
the Wohl Shoe Company, are distinctive 
for a unique new comfort feature, the 
cimentional equalizer last. 

The lasts are so constructed as to 
give each shoe a perfect individualized 
arch which distributes body weight 
equally to the heel and ball of the foot. 
Combinational dimensions mold _ the 
heel and counter to fit snugly. Each 
shoe is made with a hand-flexed sole. 
With body weight equalized and each 
part of the foot in measured fit, the 
wearer is assured perfect body balance 
and a firm buoyant stride. Further- 
more, the equalized last allows for high- 
styling and Natural Poise Arch shoes 
promise to fill a definite need in the 
field of the high-styled arch shoe. 
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SELL A FEATURE CUSHION SHOE 
that Builds and Holds Business 
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RIGHT AND LEFT 
EXTRA FINE QUALITY | CATER 90 Aeneas 
ING LEATHER INSOLE | scaapctho aa 
SPECIAL CONSTRUCTED 
GHLASTE TOE BOX GENUINE PIG LEATHER 
De HIGHGRADE 
FOOTWEAR 
= 
SCIENTIFIC SEWED 
HEEL SEAT 
HOMEYCOM VENTILATED NEW SPRING 100% NAIL-LESS HEEL 
iy Le AR AND ELASTICITY SEAT, NO NARS TO 
VENTILATION a TO EVERY ‘STEP 


The RIGHT FEATURE cushion shoe which has undergone 
acid test of several years manufacture will produce REPEAT 
PROFITS for you. Nu-Matics with their patented, scientific, 
“cushion” and “nail-less” features are virtually non-competi- 
Send for our Catalog of Men’s and Women’s Shoes. 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Kohn Mu Matic 


tive. 


Beware of Imitations. 





CUSHIONED SHOES 


Exciusively Manutactured by Rohn Nu-Matic Shoe Mfg. Co., 512 W. Florida St., Milwaukee, Wis. 


——e” 
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TRADE MARK REG. 


MOLESKIN PADS 


fer Corns, Callouses, Bunions 


A simple and effective way to remove 
corns, outeues and to relieve painful 


bunions . ood's Moleskin Pads 
do it quickl ad safely. Made of soft 
Moleskin. Give instant relief by pro- 
tecting — from shoe pressure and 
friction. dicated Discs are included 
in each bo ite to be used with the pads to 

quickly soften and loosen corns ed 
callouses for quick, safe removal. 


Packed in cellophane window front 
packages and displayed on attractive 
counter .card. 

Wholesale, per dozen.......... $1.75 
Retail, per package........... $0.25 


SPECIAL FREE GOODS OFFER 


With each 3 dozen order, assorted sizes, 
ages of Corn size, one Counter 


Samples. Cost $5.25. Selling Price $10.50. Your Profit $5.2 
ORDER NOW...This offer expires Jan. 30, 8 


Complete Line of Foot Appliances and Remedies 
DR. WOOD'S — ARROWSMITH 


Send for Catalog and Price List 


SHOE SUNDRIES, INC. 


219 W. Chicago Avenue, Chicago, Illinois 


ou get FREE 6 pack- 


isplay ‘ ard and 36 Corn _ 








Anticipating Style Trends 


Leading the footwear field in smart 
styling, the new Dorothy Dodd line for 
spring discloses advance modes in mod- 
els for street, sport and afternoon wear. 
Distinctive in design, these shoes are 
outstanding in individuality of trim and 
color combination. With their gift for 
anticipating popular trends, this com- 
pany offers a line that insures profit- 
making. Made by the Dorothy Dodd 
Shoe Co., branch of the International 
Shoe Co., St. Louis, Mo. 


Five Million Pairs In Stock 


With five million pairs of shoes in 
stock, the Endicott: Johnson Company 
supplies retailers from coast to coast 
with a split-second service on deliveries. 
Three major sources of supply—Endi- 
cott, New York, New York City, and St. 
Louis, Mo—are always ready to send off 
any of the famous lines this interna- 
tionally known company carries. Com- 





fort shoes, work shoes, dress shoes for 
men and women, complete lines of chil- 
dren’s shoes—there’s an Endicott John- 
son product for every shoe store in 
America. 





A Shoe With Many Features 


FITS FEET «= METATARSAL «= AIR-O-PEDIC 
Y ARCH SUPPGRT ARCH 
@ ee eS eee 
COLORS, BEAUTIFUL LEATHERS AND FASRICS 


CUSHION 
HEEL REST 





Welt construction for men. Welt, 
silhouwelt and flexible cement process 
for women. Men’s stocked in 30 num- 
bers, AAA to EEE, sizes 5 to 12. 
Women’s stocked in 75 numbers, AAA 
to EEE, 1 to 10. Made by the W. L. 
Douglas Shoe Co., Brockton, Mass. 





After-Walking Comfort 


Filling a long desire for after-walk- 
ing comfort, Tupper, Inc., of New York 
City, is making the Arch Preserver 
boudoir slippers. Carrying out the 
remedial health-giving qualities of the 
Arch Preserver daytime shoes, the 
boudoir line is the answer to women 
who seek real relaxation in a boudoir 
shoe. Retailers have enthusiastically 
responded. 





Special Insole Construction 


The ROP Shoe 
met |); el 






The Perma-Flex construction in all 
Winthrop bench-cut shoes embodies spe- 
cial insole construction, the elimination 
of bottom filler, and the shoulder chan- 
nel method of manufacture, which in- 
sures complete flexibility throughout 
the life of the shoe without sacrificing 
any of the characteristics of good shoe- 
making. The insole is not only perma- 
nently flexible, it’s impervious to mois- 
ture and foot perspiration and will re- 
tain its cushion-like softness which 
makes for comfortable walking. Made 
by the Winthrop Shoe Co., branch of 
the International Shoe Co., St. Louis. 





Proper Aid for Ailing Feet 


Some of the basic principles built 
into Free Treads, made by the W. B. 
Coon Co., of Rochester, N. Y., are suf- 
ficient tread to permit the foot to lie 
flat in the shoe; a straight inner line 
that takes the pressure off the big 
toe; and a forepart long enough to 
provide toe room for all five toes. The 
back part of the Free Tread last is so 
swung that the trunk of the foot is 



































The same courteous and competent 
staff will give you the utmost in friend- 
liness, comfort and service. Conven- 
iently located to all stations, and only 
five minutes away from the heart of 
the business section. 


600 ROOMS with baths from $2.50 up 
COMFORTABLY AIR-CONDITIONED 
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HOGE-MONTGOMERY SHOE CO. 
FRANKFORT KENTUCKY 


INVITES YOUR INSPECTION OF THEIR 


8 


SHOES FOR LADIES 


at the 


NATIONAL SHOE FAIR 
CHICAGO, JANUARY 4-5-6-7 


ON DISPLAY 





Lounge and Restaurants 


HOTEL PHILADELPHIAN 


FORMERLY HOTEL PENNSYLVANIA 
DANIEL CRAWFORD, JR., MANAGER 
39th and CHESTNUT STREETS 
PHILADELPHIA, PENNA. 


Attending 


SIM 
COWEN 








PALMER HOUSE 


ROOMS 1113W—1114W 


$4 RETAILERS WITH A POSITIVE PROFIT 


EDMOND 
POWER 


JESS 
WYCKOFF 


& 











locked in, and the arch raised on the 
inside and lowered on the outside. Such 
a combination of principles in last de- 
sign provides proper aid for women 
who suffer from foot ailments. 





Fast Moving and In Stock 


Dunn and McCarthy, Inc., of Auburn, 
N. Y., is well known both for excellent 
selection of fast selling patterns and 
for unusual in stock. service. Actual 
records show that more than 99 per cent 
of all orders go out the day the order 
is received. The unbranded welts and 
welds are profitable lines merchants 
can rely on for a fast-moving business. 








Walking on Air-Filled Cushions 








The Air Tred is an outstanding fea- 
ture shoe for women produced by Ault 
Williamson Shoe Co. of Auburn, Maine, 
in a wide variety of smart styles and 













popular materials. Air Treds are fine 
Goodyear Welts, and their construction 
features are: 1, the springy air-cell 
cushion between insole and outsole; 2, 
the air-cell arch pillow; 3, the air-cell 
heel cushion. The result is a springy, 
buoyant tread which is responsible for 
their slogan “walking on air.” 





The "Magic Insole" 





The Electro Conformer pre- 


pares the patented plastic-insole 
to take the actual impression of 
you own foot. 














The exclusive feature of the revolu- 
tionary Conformal shoe is its plastic 
“Magic Insole,” which actually molds 
itself to the needs of each individual 
foot. Based on Pascal’s Law of 
Physics, it provides an automatically 
adjusted walking base obtainable in no 
other way. The insole is heated, be- 





comes temporarily: plastic, and con- 
forms itself to the characteristics of 
each foot as the wearer walks about. 
The plastic is forced from the weight- 
bearing points to the areas of least re- 
sistance under the arches, supporting 
them in the natural position. It then 
solidifies into a permanent part of the 
shoe. The wearer walks in comfort in 
his own footprints. The Conformal 
shoe is made by the Conformal Foot- 
wear Co., branch of the International 
Shoe Co., St. Louis. 





Three Features in Style Shoe 





FLARE-LIFT 
~ INNERSOLE 













Wall-Streeter Styl-Eez shoes for men 
are first and foremost style shoes. They 
are crisply modeled on fashion’s smart- 
est lasts to meet the requirements of 
men alert to latest trends of the mode. 
In addition, they have exclusive Styl- 
Eez comfort features invisibly and 
scientifically built in to give day-long 
foot comfort. 

[TURN TO PAGE 272, PLEASE] 
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Features That Sell Shoes 





[CONTINUED FROM PAGE 271] 


Corrective Feature No. 1 is the flare- 
lift innersole that fits snugly up under 
the arch, gently and securely cradling 
the foot. No. 2 is a specially designed 
steel shank that provides solid, restful 
support. No. 3 is the metatarsal cush- 
ion of resilient sponge rubber that im- 
parts youth and buoyancy to the step. 
Made by Wall-Streeter Shoe Co., North 
Adams, Mass. 





Lasts Proven on Models 





The coined word “synchromatic” is 
being used in Queen Quality advertising 
to sum up in one word the preci- 
sion fitting qualities and distinguishing 
characteristics of Queen Quality shoes. 
Precision measurements control ll 
Queen Quality lasts and patterns, so it 
is altogether fitting and proper that 
this word be used to denote the preci- 
sion fit of Queen Quality shoes, made 
by the Queen Quality Shoe Co., branch 
of the International Shoe Co., St. Louis. 
In addition to being accurately de- 
signed, the fit of every Queen Quality 
last and pattern is thoroughly proven 
en living models. Tests are made on all 
basic type sizes—not on 4B only. 





Foot-Shaping Lasts 





When a children’s shoe remains a 
favorite for thirty years, there must 
be a good sound reason. In the case 
of Buster Brown, it’s the scientific foot- 
shaping lasts, plus built-in quality and 
national advertising. Years ago, Brown 
Shoe Company made a study of the 
growing, changing feet of thousands of 
children. X-rays and plaster casts 
were made and careful records kept 
year after year. The slightest change 
in the arch, the heel, the instep were 
accurately reproduced in Buster Brown 
foot-shaping lasts, so of course the shoe 
merchant can assure his customer that 
these shoes protect and support the 


child’s foot and allow it to develop as 
Nature intended—a powerful selling 
appeal. Buster Brown Shoes are made 
by The Brown Shoe Co., of St. Louis, 
Mo. 


Slippers for Children 


The Shirley Temple slippers, made by 
the Restful Slipper Company, of Jersey 
City, N. J., are being promoted and 
sold by leading retailers and depart- 
ments throughout the land. Holding the 
exclusive rights to the use of the little 
movie star’s name on slippers, the Rest- 
ful Slipper Company is supplying re- 
tailers with merchandise that really is 
going over big. 





Style Combined With Comfort 


E. P. Reed & Co., of Rochester, N. Y., 
the makers of the well-known Matrix 
line, and Sportsview and Collegebred 
shoes have announced a breath-taking 
Spring line. It promises to be remark- 
ably successful for merchants every- 
where. Women will love the new grace, 
the new materials and colors, that have 
been added to these comfortable shoes. 





Dickerson Declares Dividend 


CoLumBus, OHI0O—The board of di- 
rectors of The Walker T. Dickerson 
Shoe Co., 326 S. Front Street, here, 
manufacturers of women’s shoes, have 
declared a dividend of $1.50 per share 
on the company’s no-par value com- 
mon stock. 

The dividend, payable December 21, 
to stock of record December 10, is the 
first declared on the stock since October 
1, 1930. To meet the payment, the 
company will distribute about $5,370, 
there being 3980 shares outstanding. 

In making the announcement, Wal- 
ker T. Dickerson, president of the com- 
pany, said the firm hopes to pay the 
dividend regularly during the coming 
year. This would place the stock on a 
$6 per annum basis. 

On December 1, 1933, the company 
retired all of its outstanding preferred 
stock and in December, 1035, declared 
a stock dividend of one-half share of 
common stock for each share of com- 
mon stock held. 

At the same time, Mr. Dickerson 
announced employees of the company 
had worked 258% days during the year 
between November 4, 1935, and October 
27, 1936, which consisted of 260 work- 
ing days. 

“Through our policy of paying wages 
for holidays, the employees were paid 
actually for 261% days,” Mr. Dicker- 
son said. 

In figuring the holiday pay of piece 
and hour workers, Mr. Di said 
the company took the employee’s earn- 
ings for the. week before. divided that 
by five to find the rate of pay for the 





BOOT AND SHOE RECORDER, December 26, 





1936 


holiday. All employees will be paid 
the same way before Christmas for 
the Christmas holiday, Mr. Dickerson 
said. 

The eompany has 378 employees and 
has just completed the best year in 
its history. During 1934 and 1935 the 
company earned about $22.50 per share 
of common stock, with part of the 
earnings being used to liquidate losses 
suffered during 1931, 1932 and 1933, 
Mr. Dickerson said. 


Barbush Plans Local Shoe 
Association 

HARRISBURG, Pa.—Plans to form a 
shoeman’s association in Harrisburg 
are being considered by Ernest Bar- 
bush, manager of the shoe department 
of the William B. Schleisner Store, 32 
North Third Street. 

Mr. Barbush favors an organization 
for several reasons. One of these is 
that he contends “young people enter- 
ing the shoe business should serve an 
apprenticeship before they are allowed 
to fit shoes. This would result in a 
better satisfaction to the customer, 
since many foot ailments are caused 
because the clerk does not know how 
to fit shoes properly. Neither do many 
clerks know the qualities of different 
shoes.” 

Mr. Barbush pointed out that in 
practically every other field it is neces- 
sary for workers to be registered or 
licensed. Dentists, optometrists and 
beauty operators must all have a 
license or be registered, Mr. Barbush 
said, in suggesting that the association 
could attempt to have legislation passed 
in Pennsylvania to correct this. 

“Of course, it would mean that we 
would have to pay for a license,” he 
said, “but this would help insure higher 
wages and at the same time be a pro- 
tection against outsiders who walk in 
without knowledge of the business.” 

Mr. Barbush asks that anyone -wish- 
ing to cooperate in forming an asso- 
ciation get in touch with him. 


Drought Hides Being Sold 


Preapopy, Mass. — The Federal Sur- 
plus Relief Corp. is selling off drought 
hides, of the 1934 take off, at a rate of 
from 150,000 to 200,000 hides per 
month. 

It’s expected that the hides on hand 
will all be sold off by the middle of next 
year, the exact length of the period for 
the liquidation of the hides depending 
upon the extent to which they are taken 
by tanners. 


New Silverwood Branch 


Los ANGELES, CALIF.—The recently 
opened Silverwood branch on Seventh 
St. boasts of one of the finest men’s 
shoe departments in this section. The 
entire store has been rebuilt so that all 
appointments are of the very newest. 

The shoe department is under the 
management of M. Kalsman, who has 
charge of all the Silverwood shoe activi- 
ties. 
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Don’t enter the New Year with any illusions — about 
corrective shoes! Customers have certain requirements. 
The corrective shoe must give them maximum comfort 
and foot support, yet it must have style. That's almost 
every woman's problem — and yours, too, if you want 
to build profitable business. 

The Air-O-Pedic line is your answer! These correc- 
tive shoes are designed with scientific, patented features, 
and smart details that make them an attractive part of 
any costume ensemble. Over 100 Spring styles with welt 
construction in all sizes and widths. A retail price of 
$6.50 and up permits a generous mark-up for your store. 

Select your stock now! And, remember, when women 
see Air-O-Pedics — they Buy! For information and details 
about the Air-O-Pedic franchise, write to The Air-O-Pedic 
Shoe Company, Brockton, Mass. 


Leok for Air-O-Pedies at the Chicago Style 
Show, Palmer House, Room 894. 


AIR-0-PEDICS 


WALK ON AIR IN AIR-O-PEDICS 
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Nine reasons why 


AIR-0-PEDICS 


will increase your profits: 


l Correct fit: Air-O-Pedic 
lasts allow the ball of 
the foot to fall in its 
natural position. 


Metatarsal arch sup- 


ported without strain. . 


Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand 


a weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


ball and heel-tread, 
keeping the foot in a 
normal position. 


No slipping: no gap- 
ping: Air-O-Pedic 
Shoes fit securely. No 
chafing and no friction 
to wear out hosiery. 


Non-binding vamp and 
throat line: Gives com- 
fort and relief at an 
important point of 
pressure. a 
Cushioned heel rest: 
Air-O-Pedic heel rest— 
a shock absorber at 
every step. 


Newest styles in all the 
wanted colors and 
materials. 











When writing advertisers please mention Boot and Shoe Recorder 
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the life of the line. . 
SUMMER TONES 


r. Cretan Calf 


This all-purpose vegetable tannage (exactly like Norwegian Calf 
but smooth) shows its versatility in the lighter colors and 
weights for Spring. It is equally at home in the black English 
town shoe for Fall and Winter, or this interesting interpreta- 
tion of the two-tone spectator sports shoe for balmy Summer 
weather. Smooth, lustrous but not glazed, it combines per- 
fectly with the buckskin type of Summer leather. It cuts 
exceptionally well with clean, perfect punches and perforations. 
A. F. GALLUN & SONS CORP., Milwaukee, Wisconsin 


When writing advertisers please mention Boot and Shoe Recorder 
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Section 


Boot and Yave 
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devoted to 
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Leather 
and 
Upper 

Materials 


FEW industries connected with wearing apparel have 
such a diversity of material as has the shoe industry 
in upper leather. No industry is in such a favorable 
position to capitalize, season after season, on this 
diversity. But is the retail end of the industry fully 
aware, not only of the value of this diversity but also 
of the means which should be taken to make the most 
of it? 

Take as an example the season just closing. What 
happened? First, suede was offered and the women 
of the country leaped at it. Every shoe manufacturer 
not unnaturally fell in line. One could shop the main 


streets of any city or town in the country and see 
windows full of suede footwear priced to sell from 
$1.95 to $19.95. Splits, from which much suede is 
made (although the higher grades are calf and kid) 
instead of being a drug on the market, became a mar- 
ket leader. An actual scarcity resulted and prices ad- 
vanced accordingly, while kid, calf and half a dozen 
of their derivatives stood on the side lines—their price. 
level either static or lower. 

This is an example of economic unbalance which 
is all too common in the retailing of footwear. Not 
only does it prevent the orderly and profitable mar- 
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keting of all types of upper stock, but it is a distinct 
disservice to the women of the country. 

The trouble seems to be in a lack of imagination. 
We fondly assume that because one leather, one finish 
or one color is to be the dominant note of a given 
season, it is also to be the only note. Every merchant 
grabs his horn and sounds a loud B-sharp, forgetting 
that from two to three other notes are necessary to 
complete a full chord. What is needed is the harmony 
of the chord rather than the monotony of the single 
note. 

Now it is true that shoes of calf, patent, and kid— 
the latter both glazed and in the newer, dull finishes— 
undoubtedly sold; and that the decline in the sales of 
two of these leathers by tanners can be traced, at least 
in part, to the forward buying of last year, but the fact 
remains that the stressing on the part of the merchant, 
of one finish to the almost total exclusion of all others 
does not make for that evenness of raw material con- 
sumption which is so much to be desired. 

The season just passed has been remarkable for 
still another curious economic fact. Despite the fall- 
ing off in the sale of calf and kid of the better grades, 
in the face of the competition given these leathers by 
suede, nevertheless, tanners of calf and kid have been 
enabled, by that competition, to get rid of large quan- 
tities of low grade skins. 

These low grade skins—made low grade by reason 
of the imperfections on the grain side—have been con- 
verted into suede and the buffing necessary to produce 
a suede finish has also removed the imperfections. 
Such suede-finished leather has been entirely accept- 
able to the volume trade and its acceptance has en- 
abled the tanner to go into his next season without a 
heavy carry-over of not overly desirable leather. 

With little of this leather hanging over the market, 
there is no reason to expect anything other than price 
strength in the near future. 


KID LEATHER 
What is Kid Leather? 


Kid leather is leather made from the skins of nearly 
mature goats. These come from many parts of the 
world—lIndia, China, South America, Spain and the 
Balkan States of Europe. India gives more goatskins 
to America than any other country. Because they are 
shipped many thousands of miles, they must be care- 
fully treated, immediately after being taken off, so 
that they will not deteriorate in transit. 


How Are the Raw Kidskins Kept From Deteriorating 
During Shipment? 


There are, in general, three methods of treating these 
raw skins. The first, known as dry salting, involves 
drying the skins in the sun, rubbing them with salt 
and then packing them into bales. The second, known 
as welt salting, involves washing the skins in a salt 
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solution, then placing them in a sealed cask with a 
preservative liquid. The third, known as India tan- 
ning, and used only in those districts where salt is 
scarce, involves curing the skins: with native earths 
and barks. This process is inferior and skins so 
treated make leather of poorer quality. 


What Are Kid Leather’s Chief Characteristics? 


Kid leather is strong, very supple and, therefore, 
comfortable. Furthermore it is available in very light 
weights and possesses higher tensile strength than any 
other commonly used shoe leather of equal weight. 
This accounts for its large use in so-called comfort 
shoes, correctional footwear of many kinds and in all 
grades of women’s shoes in which lightness in weight 
is desirable. 


How Can Kid Be Distinguished From Other Leathers? 


Kid leather has a characteristic natural grain not 
possessed by any other leather. It is difficult to de- 
scribe but easy to recognize when once you have be- 
come familiar with it. If you look at the toe of a 
woman’s shoe made of kid, where the leather has been 
stretched tightly over the last, you will see a series of 
approximately parallel curved lines—very fine and 
very short. One authority ascribes these to the pres- 
ence in the skin of tiny pores or hair cells which, he 
says, lie three in a row; and the spacing, or size of 
which are taken into consideration in grading the 
leather. If the leather is coarse, these pores are large 
and are spaced, relatively speaking, far apart. If the 
leather is fine, the pores are very small and are close 
together. Between these two extremes is the medium 
grade. A comparison of a high-priced kid shoe with 
one designed to sell at a much lower figure will show 
you the difference almost at a glance, if the examina- 
tion is made in a bright light—or, better still, under 
a magnifying glass. 


What Is Glazed Kid? 


Glazed kid is not only a finish in itself but, by and 
large, is the basis for most of the other finishes applied 
to the tanned skin. It is, of course, a finishing process 
and follows the chrome tanning process by which most 
kidskin is tanned and which need not be dealt with 
here. At the completion of the tanning process, and 
the staking process (described in our article on Suede 
last week), an ingredient known as “seasoning” is in- 
troduced into the skins by means of a machine which 
presses it into the pores. The glazing is then done, 
after the skins have been dried, by a machine equipped 
with a solid glass cylinder which, exerting tremendous 
pressure, passes up and down over the area of the skin. 
This can be repeated as many times as are hecessary 
to get the desired result; and an even higher sheen 
can be given the leather by putting it through an iron- 

[TURN TO PAGE 280, PLEASE] 
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The honors and the applause go to those style-wise shoe manufacturers whose Spring and Summer lines 
feature these leading style leathers: 


Rosebay Willow Calf Cadet Patent White Princess Calf 


Each plays a stellar role in fashion performance. Each is universally known for quality, high uniformity, 


and the full range of accepted style colors. 
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HIDE AND LEATHER CO. 


BOSTON, MASS. 
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¢ met another one in Seachat, in Sidney, or steam- 
p South America. Standards are set for Surpass raw. 
} a standards maintained. 
prve any shoe manufacturer in the world with personal 
. + the Middle West . . in France .. Poland . . Switzerland 
uth America .. Surpass Black Glazed Kid, and Blue, and 
te Glazed Kid outside stocks (as well as the Grays, and 
of Surpass lining stocks) are instantly accessible; trained Sur- 
“are at hand and ready to talk over and help solve leather 


| “fhe reputation that has heen earned for Surpass Glazed Kid, outside stock or 
thing stock, Black or Colors, is a result of precise, careful workmanship, of consis- 
tent uniform grading, and, above all, of constant, Surpass personal supervision 
at every step. 


PAN Y°° PHILADELPHIA 


, MELBOURNE, DUNEDIN, BUENOS AIRES, SAO PAULO, HAVANA AND OTHER FOREIGN CITIES. 
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Leather and Upper Materials 


[CONTINUED FROM PAGE 276] 


ing machine very similar in appearance to the ones 
used in modern commercial laundries. 


What Is Satin Kid? 


Satin kid is merely glazed kid which has been “un- 
shined” to some extent by treating it chemically after 
it has been glazed. If even more of the shine is removed, 
and the finish is comparatively dull, it then is known as 
“mat kid.” 





What Is Crushed Kid? 


In making crushed kid, a new chemical is introduced 
into the tannage, the leather is then finished as is glazed 
kid—after which it is hand-grained. This hand grain- 
ing is almost exactly the same operation undertaken in 
boarding calfskin. In this boarding process, the leather 
is folded with the grain side inside and the skin is then 
worked back and forth under pressure exerted by a 
cork board strapped to the arm of the leather worker. 
In producing crushed kid, this false graining is devel- 
oped under much lighter pressure than that exerted in 
boarding calf. 


CALF LEATHER 


What Is Calf Leather? 


Calf leather is leather made by tanning the skins of 
calves from a few days to a few weeks old. Each skin 
weighs from three to ten or twelve pounds. Heavier 
skins, taken from somewhat older animals, are known 
as kips. 


Where Do Calfskins Come From? 


From the dairy sections of this country, to some 
extent, but many are imported. Southern Europe pro- 
vides some. So do Argentina and New Zealand. At 
least some of the very light-weight skins used in the 
manufacture of women’s shoes are found in Russia and 
the Scandinavian countries of Northern Europe. 


How Are Calfskins Tanned? 


Most calfskins are tanned by the well-known chrome 
process, variations of which are used depending on the 
type or kind of finish to be applied to the leather when 
the basic tanning process has been completed. There is 
also the bark, or vegetable tannage, by which is obtained 
a leather taking a very high polish. 


On Which Side of the Skin Is Calf Leather Finished? 
With the exception of suede calf, all calf is finished 
on the grain, or hair side of the skin. The manufac- 
ture of suede calf is described in an article on that 
type of leather appearing on page 282. 





What Is Full-Grain Calf Leather? 


Full-grain calf leather is made from calfskins which 
are entirely free from blemishes and imperfections. 
Shoes made from this leather show the characteristic 
calf graining in all parts of the upper. This careful 
selection of necessity excludes a large number of skins 
which, while having superficial imperfections, neverthe- 
less can be made into durable leather for use in shoes 
of fair grade. This brings us to the next question. 


What Is Corrected Grain Calf Leather? 


Corrected grain calf leather is made from these slight- 
ly imperfect skins mentioned above. Such skins go 
through the same tanning process until the finishing 
or seasoning stage is reached. Then these small-area 
imperfections are lightly buffed, removing a very thin 
layer of the outer skin, or cuticle. This buffing leaves 
a smooth foundation for the seasoning, or pigment, of 
which a relatively high amount is used. 


How Is Cal} Leather Finished? 


There are many calf leather finishes. Among them 
are suede (to be described in the question and an- 
swer article on that type of leather), boarded, embossed, 
waxed, Russia calf, and glace finish. 


What Is Boarded Calf Leather? 


Boarding is a process by which leather is given a 
grain or creased appearance. To get this crease, the 
boarder, if the process is being done by hand, folds 
the tanned skin over on itself, so that grain surface lies 
against grain surface. Then, with a curved board which 
is fastened to his arm, he presses the leather along the 
fold. The fold itself is changed and the result is a 
series of tiny, parallel creases. Two-way boarding is 
done by creasing from the head to the tail of the skin 
and then from side to side, giving a series of creases at 
right angles to another. In England and on the Conti- 
nent, this two-way boarded calf is known as “box calf.” 
Three and even four-way boarding can be done by in- 
troducing diagonal folds. 


What Is Embossed Calf Leather? 


Embossing, in general, is a term applied to the process 
by which is imparted to the finished leather a design 
which is not natural to that leather. The best examples, 
known to all of us, are the simulated reptile effects; 
but conventional designs of all kinds can be, and are, 
imprinted on calf. The design, or pattern, is first im- 
printed on the leather by a process known as press 
plating, in which a metal plate, bearing the desired 
design, is pressed against the leather with sufficient 
force to leave the design actually imprinted in the 
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ALLIED KID COMPANY 






Is Prepared for a Record Year 







On All 






























(Count Them) 


4. MeNeely—Giazea and Men’s Kid 





6 
y New Castle—First with Shadow Kid and Burnished Kid 





6 
a Quaker Cit y—Giazed, sitkid and Men’s Kid 





A Standard—6lazed and Shadow Kid 





5 Sterling—Geld and Silver Kid—Black and Patent Kid 





® 
6 Specialty —vode Doeskin and Kid Linings 





KIDSKIN, we believe, will go through 1937 with banners flying. We have yet to meet the 
manufacturer whose spring line does not include it. There is Shadow Kid in tailored shoes, 
Burnished Kid in evening slippers, Vode Doeskin in resort shoes, patent kid and metal kid 
as accents, and kid linings in all shoes. Standard and New Castle divisions feature all types 
of white kid—almost a line in itself. Allied Kid Company presents 65 distinct colors, many 
interpreted five ways, a total of 175 numbers—record-breaking forerunner to a record- 
breaking season. 














See New Castile’s Shadow Kid Ad td: ent 
in January Harper’s Bazaar 
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leather. The leather is then dyed. In cases where the 
use of a second color is desired, it is customary to use 
a spray. Novel effects are obtained by directing the 
spray in such a way that the second color hits only the 
ridges in the design—or the valleys, whichever is 
wanted. Second colors are also applied through a sten- 
cil. The leather is allowed to dry thoroughly between 
each coating of dye, is then glazed and given other fin- 
ishing touches. 











What Is Waxed Calf? 





This is seen very infrequently although in former 
years, and also under the name of French calf, it was 
widely used. The old-style wax calf was tanned by the 
bark process and then was finished by rubbing in layer 
after layer of wax. Heavy-weight skins were used 
mostly for this leather and men’s boots and shoes con- 
sumed the largest portion of it. 











What Is Russia Calf? 


The original Russia calf was a bark-tanned leather 
which in the finishing process had been subjected to a 
treatment of birch oil—an oil possessing a characteris- 
tic fragrance by which Russia calf was easily recognized. 
It is still made—sometimes even by the chrome process, 
but the birch oil odor persists. The original Russia 
calf was made in a reddish color. Hence, many in the 
shoe trade are apt to confuse the color with the finish. 
The fact of the matter is that Russia calf can be made 
in black just as easily as in its original reddish brown. 

















Whai Is Glace Calf? 


In so far as the process goes, there is practically no 
difference between that employed in producing glazed 
kid and that used in making glace calf. The finish is 
imparted by rubbing the tanned leather under high 
pressure with a glass cylinder—machine driven. It is 
then ironed with an electric iron to flatten it out and 
add to its lustre. If some of this glaze subsequently 
is removed by chemical treatment, we have what is 
If still more is 















sometimes termed satin-finish calf. 
removed, it is known in some lines as mat calf. 






SUEDE 






What Is Meant by Suede? 


Suede is a finish applied to any of several leathers and 
resulting in a roughened-up, or napped, appearance. If 
you think in terms of fabrics and compare in your own 
mind the contrast between velvet and either smooth 
silk or satin, you will have a fair idea of the difference 
between a suede-finished leather and one which is 
smooth-finished. The parallel is not exact but is close 
enough for the purpose of comparison. Suede finishes 
are by no means modern. Shoes were made of these 
napped leather many centuries ago. Leather jerkins, 
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worn beneath metal armorplate in medieval times, were 
made from the sueded hides of wild cattle. At one time 
it was known in this country as “buff leather,” but 
whether because it was made by a buffing process or 
because buffalo hides were commonly used, is not defi- 


nitely known. 


From What Leathers Is Suede Made? 


Calf, kid, cattle hide splits, sheep and lambskins are 
all given a suede finish. The first three are the ones 
most commonly encountered in the shoe field. 


How Are These Leathers Tanned? 

When designed for use in the manufacture of shoes, 
these leathers are tanned by the chrome process, Sheep 
and lambskin, for use in women’s bags and purses, are 
generally tanned by the combination process; some- 
times with an extract known as quebracho; sometimes, 


also, with sumac extract. 


How Are These Leathers Treated to Give Them the 
Suede Finish? , 


The highest grades of suede calf acquire their lustrous 
finish by a process known as hand-staking. In this 
process, the tanned skin is pulled back and forth over 
the bare knee of the staker until it is soft and flexible. 
There is also a machine which does the same thing and 
this is used in making other types of suede leather. The 
leather is then buffed with an emery wheel, following 
which it is carefully brushed to removed tiny leather 
particles and any dust which may have accumulated on 
the leather surface during the buffing process. 


Are These Leathers Buffed on the Outside (Grain Side) 
or the Inside (Flesh Side)? 


Calf, kid and sheepskin are buffed on the flesh side 
to make suede. Splits are buffed on the split side— 
not the flesh side. 


What is So-Called “Service Leather”? 

The term “service leather” was first applied to heavy 
cowhides, sueded on the flesh side and used in making 
service or field shoes for the army. The name is now 
used to designate heavy-weight suede calf for men’s 
shoes. Used in this sense it is the same as buck-finished 
leather. Furthermore, and even more recently, the 
name has been applied to a shaggily-sueded leather 
used in making a type of shoe much worn by the college 
boy and his imitator. 


How Should Suede Leather Be Cleaned? 


Every buyer of suede shoes should be given instruc- 
tion in cleaning this leather. A manufacturer of high- 
grade suede calf recommends as the first move that the 
leather be brushed with a bristle brush—not a wire 

[TURN TO PAGE 286, PLEASE] 
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Quality Leaders 
BUCKO CALE 


The original 


VELVETTA CALF 
WHITE RUSSIA 
CALF 


For men’s and professional women’s shoes 


TAILORED CALF 


White and colors 





HUNT-RANKIN LEATHER COMPANY 
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The 
FACTOR 
Of 
FABRICS 


Combined with leather, fabrics con- 
tribute to the variety and novelty of 


feminine shoes. 


The new, finer woolen fabrics lend them- 
selves well to high-front effects as illus- 
trated in this navy shoe trimmed with dull 
calf or patent leather. Aqua Sec Gabardine 
illustrated from Herbert Lehmann, Inc. Twill 
Broadcloth from Lawrence Schiff & Co. 


GABARDINE is again the fabric at the top of the 
list. We use the word gabardine to describe a whole 
range of woolen materials, although we know and you 
know that gabardine, strictly speaking, is a diagonally 
ribbed worsted and that’ many of the new fabrics in 
this family are not actually of gabardine construction. 

The new note in these fabrics is their fineness, 
smoothness and soft lustre. While a few of the heavier, 
more pronounced weaves are still used in spectator 
types, the majority have no perceptible weave at all 
when seen from a little distance away. 

One of the most popular of these finer, dressier 
new fabrics is a revival of the material once used for 
the tops of boots . . . a construction that takes natu- 
rally to the high fronts of today’s styling! 
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In this shoe of white or colored suede or 

kid, Lastex mesh is used ,on the side com- 

bined with non-elastic mesh of the same 
pattern for the center pieces. 


Now presented in an all-wool material, it is being 
developed in an all-cotton construction which will 
take a pure white for Summer shoes. Several other 
makers have also succeeded in producing construc- 
tions that will sparkle under the Summer sun. Several 
new sharkskin weaves in white have this sparkling 
white quality to the nth degree. With so much em- 
phasis in the costume market on sharkskin weaves for 
sports dresses and suits, these new sharkskins have a 
special significance for resort and Summer. 


The four shoes illustrating this article were 


designed especially for the Boot and Shoe 
Recorder by Alfred V amos. 











As far as Spring colors in the gabardine family 
go, black at the present time is well in the lead. Blue 
next. Brown several steps down the list, with an almost 
equal amount of gray yardage now being sold. Beige 
is showing a little activity, but buyers, very wisely, 
are cautious in their purchases of this doubtful color. 
Then a scattering of other shades with rust tones get- 
ting the most play. 

Several shoe manufacturers are dyeing their own 
colors in the new Lastex gabardine. It is used to give 
glove-like fit to high front Spring patterns. 

The linen family is the favorite for resort and Sum- 
mer. Most of the fabrics in this category are not 
actually linen, any more than all gabardines are 

[TURN TO PAGE 288, PLEASE] 
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We're Moving and 
We Thank You... 


We thank you for making this move possible. Your increased 
use of our products has made it necessary for us to expand 


our quarters. 


On or about January | 5th we will be located at 


19 West 34th Street 


Ready to serve you again—efficiently and adequately with the 


season's most desired shoe fabrics. 


LAWRENCE SCHIFF 


AND COMPANY 
established 1918 


19 WEST 34th STREET, NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 
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SUEDE 
[CONTINUED FROM PAGE 282] 


brush, he says, because the wire is apt 
to cut the nap. After all dirt and dust 
have been brushed out, he urges an 
application of any good suede cleaner. 
After this, the leather should be given 
another, gentle, brushing to restore 
the nap. 


How Can the Different Types of Suede 
Leathers Be Recognized? 


Calf suede can usually be identified 
by its “superior” nap or finish. Re- 
verting to our fabric simile, if you 
think in terms of velvet, you would 
say the suede calf has a higher pile; 
and the highest grades of suede calf 
have a marked lustre. Kid, because 
the skin is not nearly so thick as is 
‘calf, has a shorter nap. Suede split 
is coarser and has a hard feeling when 
compared with either calf or kid, 
although recent developments in the 
manufacturing process have produced 
a piece of leather much better than 
that of former years. Suede calf does 
not mat easily. Sheep and lamb suede 
have a characteristic “break” when 
folded which cannot be described but 
which any leather man can recognize. 
They are less durable than the other 
suedes, but, as noted, are used mostly 
in the manufacture of hand bags, 
purses, garments, etc. 


Are All Napped Leathers Suede 
Leathers? 


Yes. The two words mean the same 
thing. Suede leather has a nap. All 
napped leathers, therefore, can right- 
ly be called suedes. 


What Is Meant by “Crocking”? 


By crocking is meant the inability 
of suede leather to retain the dye 
when subjected to rubbing. Rub your 
hand briskly over a piece of suede 
leather. If an unbecoming smooch 
appears on the palm of the hand, the 
leather “crocks.” Leather chemists 
say that the use of aniline dyes will 
prevent crocking; and that the addi- 
tion to suede leather of powders or 
fillers designed to improve the cutting 
surface will lead to “crocking”. 

[TURN TO PAGE 290, PLEASE] 
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Made with hundreds of cleverly woven per- 
forations, made to take good, long wear. It's 
the ideal fabric for summer days, and we'll 
wager it'll be the favorite one! It's new, it's 
totally different. It's available in the smarter 


summer colors. 


Be sure to see "Honeycomb." You'll be 
seeing the season's sweetest profit bringer in 
fabric shoe material. The fabric women will 
wear because it's cooler, it's lighter in weight, 
and it's lovelier to look at! See ''Honeycomb"’ 
—and see new highs in your summer volume. 


Naturally, it's exclusive with us. 


HERBERT LEHMANN, INCORPORATED 


47 West THIEBTVY- FOURTH STREET 


hneW VOoRKH, ®. ¥. PHORMRE Wl. 7-572 0 
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gabardines. But the approximation of linen is the 
desired effect, whether the fabric is pure cotton, Mohair 
mixture, spun out of Northern spruce or what have you. 

Fine “linens” for formal shoes and Peasant “linens” 
for informal shoes are both in the picture. There are 
linens slubbed with color and linens with a two-tone 
effect. This “dusted” weave is especially practical 
because it simplifies the problem of matching the 
leather trim and of blending with costume colors. 

White linens are naturally in the lead. Black linen 
is a high style candidate for resort sandals. It will 
probably not become widely popular because most 
buyers think it looks dull. And so it does, in the 
piece. But in the open shoes of this Summer, it is 
smart and sophisticated. 

There is considerable interest in naturals. Buyers 
feel confidence in naturals for Summer, trimmed with 
contrasting leather, notably Chaudron. 

Colors for peasant linens run to the brilliant. They 
are still calling them “Tyrolean” colors in the market. 














Gay flower prints are used for this resort 
sandal trimmed with colored kid. Tyrolean 
Print illustrated from J. M. Perkins & Co., 
Inc. Flower print from Wm. Skinner & Sons. 


The 
FACTOR 

Of | 
FABRICS 


[Continued from page 284] 


Linen is trimmed with tan calf in a swagger 
sandal for informal Summer wear. Peasant 
Linen illustrated from Gitterman & Co. 


Pinlin fabric from Herbert Lehmann, Inc. 
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But the term “Dalmatian” is catching on dnd some 
places they go by the Coronation designation. What- 
ever you choose to call them, the point is that bright, 
clear colors are the trend, in preference to ‘the paler, 
softer pastels, although these delicate shades are still 
important for evening slippers. 

While meshes are not in great general demand this 
year, they have their sponsors among several high 
style houses. In high-front, open side effects, cotton 
meshes continue into Summer the: metallic mesh note 
seen this Winter for evening. Lastex mesh, which is 
so well adapted to gored effects, is being featured by 
a number of shoe manufacturers as a trim for kid 
and calf, and is being developed in combination with 
a matching, non-elastic fabric. 

It looks as if prints and embroideries would have 
play this Summer. In the opinion of many shoe 
stylists, a patterned (embroidered or printed) shoe will 
be more significant than the multi-color shoe, that is 
made up of several combined plain colors. 

Small, gay scattered flowers or geometrical motifs 
on white grounds are the popular formula for prints. 
Bright navy grounds are also wanted, with a high style 
interest in black and dark green backgrounds. 

In embroidered effects the “Ford” of the season is 
the large eyelet that echoes porthole perforations in 
leather. Petit point and Beauvais type embroideries 
are for high-style afternoon and evening slippers, and 
a number of houses are showing cluster-embroidered 
vamps. 

There is so much fashion interest in prints in 
general, and so strong a revival of surface elaboration 
this year (largely due to the Dalmatian interest) that 
the patterned fabric shoe will look very new. Obviously 
shoes in these fabrics will not be worn with printed 
and embroidered costumes, but they will provide the 
1937 accent with plain colors in costumes. 
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KIDSKI 


HE makers of Dr. Posner’s Scientific Shoes 

—specialists in correct shoes for children 
since 1888 — create and sponsor a remarkably 
new development in children’s shoes—the 
PLI-TRED. This shoe combines the hygienic 
properties of kidskin together with durability 
and wear by means of reinforced tips and fox- 
ings of water buffalo. Such a well-balanced 
combination means flexibility where it is needed 
...and strength where it is necessary. 


This new type of shoe was created to meet the 
needs of the modern youngster’s foot. It pro- 
vides a completely flexible and elastic leather 
at the bend of the foot where flexibility means 
a safeguard to the growth and the comfort of 
the foot. Kidskin leather cannot tire the little 
feet. Its porous qualities allow the active and 
often perspired foot of the child to breathe and 


“air” properly. 


Kid leather —for kid’s shoes—it’s a “natural”! 
And every children’s shoe merchant can “go to 
town” with this new type of shoe. Modern 
mothers will appreciate its many advantages. 
Why not make it a feature of your Spring dis- 
play and promotion ? 


AMALGAMATED LEATHER COMPANIES - ine. 


WILMINGTON + DELAWARE 
84 GOLD STREET + NEW YORK CITY 





MADE IN AMALGAMATED GOLDEN 
BROWN KID NO. 21—reinforced with 
tip and foxings of water buffalo in har- 
monizing color for children of all ages. 
Retailing from $4 to $6. Carried in 
stock by Dr. A. Posner Shoes, Inc., 140 
West Broadway, New York City. 
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For Sport, Dress Shoes, and Slippers 


STRATFORD ELK AVON ELK 
(Extremes) Full Grain (Sides) Full Grain 
ERO CHROME ELK 


(Sides and Extremes) 
Corrected Elk, White, 
— Brown and Neu- 
tra 


Smutproof Finish 
For Golf Bags and Lug- 


gage 


WORK SHOE LEATHERS 


Black Waterproof Chrome, Chocolate Gopher 
Mh te Chocolate Skagway Waterproof, Glove- 
tan (Retan), Elk (Black and Colors), Gu sset Splits, 
Shoe Splits, Dope Splits, Quarter Lining Splits. 


GARMENT HORSE—Black and Cordovan 


Boston, Leviseur & Co. 157 South St.; New York, Fred F. Michels, 
171-177 Williams St.; Pennsylvania, Grumbine Leather Co. Hanover, Pa. ; 
eee cmeaeee Degen Co. 201 & 


Cook, 
Angeles ; Cincinnati, oni. Armin Kaufmann, 2526 Homestead Place. 
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QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements. ... 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands, Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 
Advertising Ideas 
Prize, Discount and Gift Ideas 
| sonar and nd co maons sees 
anagement ani onom: 
Employer-Employes, 1d 4 
1m over: m eas 
ae % ke Stores More Attractive 
Tdeas ne Attracted tmas Crowds 
Ideas for Merchants Who Get Together 
Ideas to Attract Chil 
Cash, Credit and Collection Ideas 
Anni deas 


39 Chapters pri 





337 Pages Mailing List. Ideas 
~ Ay ye 
$3: 00 Hosiery Ideas 
posT- 
Shieke > a 2222 ideas, seven for a cent; one used 
mit with more than pays for the book 
or 
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PATENT LEATHER 


What Is Patent Leather? 


Everyone knows how to recognize it at a glance. Few, 
however, know that it is a finish which can be and is 
applied to a number of different leathers. Side leather 
is the one used in largest volume, of course, but horse 
and colt skins are used—also, goat, kid and calf. The 
finish used to give patent leather its brightness is a com- 
bination of linseed oil and pigments; and the chief 
point to be kept in mind is that this finish is now built 
up in fewer layers than in early days (making for 
flexibility) and the finish has been so perfected that 
modern patent leather does not crack, is light in weight 
and, as mentioned before, is quite flexible. Leather 
chemists have been able to find pigments of practically 
any desired color—hence the introduction of colored 
patent leather which is always a strong contender in the 


race for style supremacy. 


SPECIALTY LEATHERS 
What Is Elk Leather? 


The name means‘ nothing. Elk leather, as known to 
the shoe trade, is leather made either from cowhide or 
kip skins which have been treated with a so-called 





“soft” tannage. Stated briefly, elk leather is side leather 
or kip, specially treated to make it soft, pliable and 
durable. Its name probably was derived from these 
qualities—similar in many respects to the leather 
tanned by the American Indian from the skins of gen- 
uine elk and deer. 


What Is Smoked Elk? 


Smoked elk is a term now applied to a very light 
tan, almost cream-colored elk leather—formerly and 
sometimes still, treated by exposure to the smoke of 
certain woods. This smoking imparts a pungent and 
easily recognizable odor, but much modern smoked 
elk, particularly in the weights used in the manufacture 
of women’s and children’s, is not actually smoked, as 
it has been found that women do not like the odor 
which goes with the genuine article. 


Are There Different Types of Elk Leather? 


Yes, there are two main divisions—heavy, or work 
shoe elk; and a much lighter, or sport shoe elk. Work 
shoe elk is made from heavy cowhides and the better 
grades are full grain leather. In making lower grades, 
however, hides with many grain-side imperfections are 
used, to get rid of which the hide is buffed, or “snuffed” 
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on the grain side. This makes a very smooth leather 
but it has not the durability of the full grain stock. 

Sport shoe elk, although obtainable in different 
weights, is much lighter than work shoe elk and is made 
from kip skins—sometimes from calfskins. The light- 
est weights are used in children’s shoes; while the 
heavier weights are used in sport shoes for men and 
women. The tanning method used keeps this leather 
soft and pliable. Even after a thorough wetting,. if 
dried properly, this leather will not become stiff. 


What Is Reptile Leather? 


Genuine reptile leather, as its name indicates, is made 
from the skins of alligators, watersnakes, lizards and a 
number of others—tanned by a special combination 
method, softened by a process similar to fat liquoring 
and given a polish by a process known as glazing. De- 
spite the thinness of some of these skins, the resultant 
leather is remarkably durable. They can be had in 
their natural colors or can be dyed to give a basic color 
different from the natural shade. Reptile leather is, of 
course, expensive. Its use, therefore, is confined to 
the highest grade shoes. 

Imitation reptile leather is made by printing or em- 
bossing the required design on calf or other leathers. 
This is the same method used in making other printed 
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and embossed leathers—the design being made by 
photography and transferred to the skin by embossing. 


What Is Kangaroo Leather? 


The kangaroo leather used in dress shoes is made 
from the skins of young kangaroos and is extremely 
flexible with a characteristic grain by which it may be 
distinguished from calf or kid. Although compara- 
tively little of it is used, it is in steady demand year in 
and year out because of its softness and suppleness, be- 
cause it does not scuff easily and because it will take 
a high polish. Skins from older animals are used to 
make the leather which is found in athletic footwear— 
principally baseball and football shoes. 


What Is Cordovan? 


This is another leather which, while not used in vol- 
ume, nevertheless never fades out of the picture. It is 
made from horsehide butts which are bark tanned by a 
special process and then “stuffed” with a paste of oils 
and fats to give softness and flexibility. It is an ex- 
tremely durable leather, non-porous, takes a high polish 
and is expensive. Its place is in the field of men’s high 
grade shoes and, while its natural color is rather light, 
it is almost invariably colored with brown, cherry, wine 


or black dyes. 
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The remarkable nature picture below was re- 
fi rom cently taken somewhere in the depths of the 

Australian bush by a hunter—who supplements 

his gun with a camera. Has the young ’un been 

AUSTR ALI A hypnotized by the python? Is he too large, or 
just right for the python’s meal? Or are both 

animals curious? The picture came to us from 


Australia without comment, and we suggest that 
your guess is as good as ours. 


But there’s no guess work when it comes to the 
value for shoe leather of the adult ’roo’s skin, 
tanned in America. Kangaroo leather is soft and 
pliable, tight grained, fibres interlaced in such a 
way that it is 17% stronger, weight for weight, 
than any other leather. 


Men this country over like shoes of Kangaroo 
because they bring them foot comfort with 
sturdy wear, a leather that holds its shape and 
that takes a high, lustrous polish. Retailers the 
country over have found Kangaroo shoes profit- 
able because they offer a source of original 
advertising and display material that will bring 
customers into the store, and because they make 
those customers a satisfied and regular source 
of profit. 


kaNcanoo AMERICA 
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Sport or Summer shoes are now worn for almost 


every occasion, to the office, for street wear, for 
evening affairs—everywhere. 


Consequently, soles must be of the highest quality. 
Longer wear is demanded. Style must be built on a 
solid foundation to keep shoes looking natty. 


Dealers have found that Rock Oak soles give their 
line the “selling punch” that moves merchandise 
“Quality faster. Quick turnover is the backbone of profits. “Quality 
Riesieds Ask your manufacturer to use scientifically tanned, cess 
close-fibred Rock Oak—the sole leather backed with wie 


on the a reputation of more than 50 years of successful 
Makings’”’ experience. Makings’’ 


on the 


THE AMERICAN OAK LEATHER COMPANY 


Cineinnati Chieage St. Louis Boston 
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Soling Material An appreciation of what can be 
done to a poor leather sole to make it look somewhat 
more like a good one is an important part of the 
mental equipment of every conscientious shoe mer- 
chant—not because such an appreciation will help 
him to recognize so-called “doctoring” when he see it, 
but because it will teach him to place his trust in the 
two men he CAN trust—the conscientious shoe manu- 
facturer and the sole leather tanner who is not afraid 
to claim and prove the superiority of his product. It 
is the considered opinion of many in the shoe trade 
that, if the relatively small class of shoe manufactur- 
ers which now spends its money in devising sole leath- 
er finishes designed to conceal vital defects, would put 
the same amount of money into grading up in the qual- 
ity of leather used, it would be rendering a distinct 

service to humanity. 
That being off our chest, let’s get back to the funda- 
[TURN TO PAGE 320, PLEASE] 


A Section Devoted to Quality Shoe Materials 
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Important Items in Shoe Construction 


Innersoles 


The customer is bound to be interested in the fact 
that shoes which lose their shape and shoes whose in- 
nersoles harden, shrink, curl and crack not only distort 
the delicate bones. of the foot but subtract materially 
from the life of the shoe. A poor innersole is the 
falsest kind of false economy. 

Specifications on innersoles should demand: 

(1) Sufficient body or substance to hold the shoe 
in shape under the worst conditions of wear. Obvi- 
ously wearing conditions will vary for different types 
of shoes and substance requirements can safely vary 
within certain limits. 

(2) Tight fibered innersoles. Loose fibered inner- 
soles will cause the shoe to lose shape even though of 
substantial substance. 

(3) Flexibility. There is more to flexibility than 
mere comfort and ease of breaking in. The shoe must 
flex easily in order to let the foot flex naturally, thus 
preventing strain and subsequent foot trouble. 

(4) Resilience. The bottom of the human foot is 
not perfectly flat. If innersoles are not sufficiently 
cushiony to allow the foot to make its own impression 
in the leather, that part of the foot where the bones 
slightly protrude will carry all the weight, and the 
delicate bones will tend to become displaced, even- 
tually causing foot trouble. 

(5) Freedom from curling, cracking, shrinking, and 
hardening. Everyone knows what happens to an ordi- 
nary piece of leather when it is boiled. It curls, 
shrinks, and gets very hard and brittle. The slow oxi- 
dation in a leather innersole caused by perspiration, 
and the constant dampness during wear followed by 
drying out when the shoe is in the closet, causes over 
a period of time a similar condition in leather inner- 
soles that are not specially tanned to avoid such oxida- 
tion. 

Formerly most innersoles were made of leather, but 
at the present time various composition materials are 
being largely used. For these innersoles important ad- 
vantages are claimed by their manufacturers, and these 
claims should be studied by the merchant in the light 
of his particular requirements, if he wishes to be fully 
informed on a detail of construction that has been the 
subject of considerable controversy. 


Box Toes and Counters 


The history of the box toe is the history of style de- 
velopment. If style in women’s footwear, and in men’s, 
as well, had never come into existence, the chances are 
that the box toe as we now know it would never have 
mn for this is that the job of the 
make’ it as easy as’ possible for 









The shoe artisan takes an honest pride in doing his best 
when he is given the best materials. 


the shoe manufacturer faithfully to reproduce in his 
shoes the exact toe shape of the last over which the 


shoe is made. 

Therefore, the box toe must be light in weight, but 
strong. It must have resilience; and it must be made 
of non-bacteria producing material which can be made 
to conform to any desired shape, which will retain that 
shape and which will not show as a ridge across the 
outside of the toe of the shoe. 

So essential are these qualities and so widely recog- 
nized in the trade that many makers of the volume 
grades of women’s shoes invariably use a compara- 
tively high-priced box toe. 

Materials of which box toes are made are four in 
number—leather, the so-called thermoplastic type, cel- 
lulose and cork. The first, leather, is not used today 
to the extent that it was in the past, not because it 
fails to give satisfaction (for by and large it is ideal 
for the purpose), but because of the greater length 
of time required to make shoes which carry leather 
counters. In order to soften the leather so that it may 
be moulded to the required shape, it must be wet, or 
mulled. Once wet, it takes time to dry and modern 
shoemaking methods, with few exceptions, are all 
based on a desire for speed. Hence we find the use 
of leather box toes confined almost entirely to high- 
grade men’s shoes and to a few women’s welts of the 
sports type. 

The thermoplastic type of box toe is little more 
than highly compressed felt which has been impreg- 
nated with various waxes and gums. The cellulose 
type, somewhat higher in grade and consequently a 
little higher in cost, also has a fabric or felt base 
treated with pyroxylin to give it the necessary stiffness 
and resilience. Tremendous strides have been made in 
the manufacture of both types since their introduction 

; [TURN TO PAGE 300, PLEASE] 
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: THE WEAR IN A SOLE 
a depends on how the fibrous structure of the hide is treated. 





Through the years we have consistently followed a 
process in tanning which makes firm-fibred sole 
leather, of proved performance on street, dress, sport 
and heavy-duty shoes. It is a contribution to human 
comfort and health, possessing as it does those quali- 
ties which promote both. 


feuamre KISTLER “BENCH BRAND” 


LEATHER SOLE, CUT TWICE. SEE 


Fa SDE FRER EVEN TO TH SOLE LEATHER 


THIRD AND FLESH-SIDE LAYER 

















has the firmness of grain and the color which makes 
“natural” bottoms and trim edges a selling force. With 
any finish its inherent merit is constantly working 
in favor of those who make shoes bottomed with it — 
those who merchandise them — those who wear them. 





i 
| 
H 





a Pca 


This chart represents @ side 
of . The part used for 
KISTLER “BENCH BRAND” 
SOLES is 


ox Sompany 


ee en ell 


When writing advertisers please mention Boot and Shoe Recorder 























BOOT AND SHOE RECORDER, December 26, 1936 












- DAREX PRODUCT 





laa ¢ | 


LOOK FOR THIS TRADE MARK ° 
THE HALLMARK OF BETTER SHOEMAKING 







WHAT DAREX PRODUCTS HAVE BROUGHT TO THE SHOE INDUSTRY 


In six years, DAREX PRODUCTS have become firmly established in 


shoe manufacturing. They have become securely associated with 






nationally known brands and with many more modest brands 






equally ambitious to produce better shoes in their respective price 





lines. 


Every DAREX PRODUCT is designed to bring unique advantages to 


the art of modern shoemaking, — uniform characteristics that 







permit manufacturing economies. They build more comfortable, 






more durable, and smarter shoes for your customers — better shoes 






than would be possible if shoemakers had to rely on products 
hitherto available. In other words, DAREX PRODUCTS let you give 
more shoe value per dollar. Take advantage of these striking ad- 
vances in shoe construction by specifying DAREX PRODUCTS in 
the shoes you sell. 
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Build Better Shoes 


FOR © SOUND REASONS 


DAREX SOLES DAREX HEEL PADS AND SOCK LININGS 


Darex Soles are light weight, insulated, 
flexible, suede-like — incorporating many 
desirable features not found in leather. 


DAREX INSOLES 

Darex Insoles are made from felted cotton 
fibres, bonded together with virginlatex,and 
giving flexibility and comfort to the shoe. 
They are the backbone of millions of pairs 
of shoes—and of millions of repeat orders. 


DAREX STITCH-DOWN WELTING 


Darex Heel Pads and Sock Linings are 
resilient and comfortable. They will not 
curl under foot perspiration. 


DAREX CEMENTS 


Darex Cements embrace over 600 different 
types of cements for all the varied needs of 
the shoe industry. Each cement has been 
scientifically perfected for specific uses. 


DAREX VULCACEMENTS 


Darex Stitch-down Welting comes in con- 
tinuous rolls of uniform size and strength. 
Free from joints and laps, it helps the 
manufacturer to produce better shoes for 
the money. 


Darex Vulcacements afford a new method 
of sole attachment, giving permanent 
bonds yet insuring easy flexibility without 
the use of expensive equipment. 





NUTEX SOLES 


Nutex Soles — those new popular suede-like soles 
that are bringing color to footwear. Made from 
carefully felted cotton fibre bonded with latex, 
they are available in the brilliant coronation 
colors that add fresh vitality to shoes for sports, 
beach and street wear. Essential in a season when 
high color spells high fashion. 











DAREX SHOE PRODUCTS SALES OFFICES 
All over the world are found our convenient branch offices — wherever shoes are made: 
DEWEY & ALMY, LTD., WRIGHT-GUHMAN COMPANY, 


London, W. C. 2, England St. Louis, Mo. 

SOCIETE DEWALCO, EDWARD C. COOK & CO., 
Paris, France Northampton, England 

DEWEY & ALMY CHEMICAL CO., THE GEO. A. SPRINGMEIER CO., 
Oakland—Los Angeles Cincinnati, Ohio 


DEWEY AND ALMY CHEMICAL CO., 
Cambridge—Chicago—Milwauk 

DONALD G. MOORE, 

Lynchburg, Va. 

DEWEY & ALMY CHEMICAL CO., of Canada, Ltd., 
Montreal, Quebec 
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Important Items in Shoe Construction 


[CONTINUED FROM PAGE 296] 


several years ago. Both can be readily conditioned 
(made soft). Both are long wearing and resilient. 
Neither will warp or in any way change its shape while 
drying on the last; and the time needed for drying 
is short. 

The cork box is really not all cork, but a fusion of 
ground cork and rubber—in the better grades of which 
the cork is finely ground, making the surface of the 
box correspondingly smoother. This box, too, as one 
would surmise from the materials of which it is made, 
is highly resilient and, properly applied, can be trusted 
to hold its shape. It is not used, however, in the same 
large volume as the thermoplastic, or even the cellulose. 

Box toe manufacturers must of necessity be close 
students of the last industry, since they must always 
be prepared on short notice to produce a new shape 
to conform to some new toe shape. 

Passing from the toe to the heel, we come to the 
counter of the shoe. Counters, in addition to possessing 
resilience and what might be termed “mouldability,” 
must also have stiffness and strength to support the 
sides of the human heel. In the case of the so-called 
long or orthopedic counters, this support extends for- 
ward and includes a part of the side of the foot in 
front of the heel. This job of supporting the sides of 
the heel against the lateral push developed in walk- 
ing, is now recognized as of great importance by 
manufacturers of correct and corrective shoes. And 
it is of supreme importance in those types of shoes 
which are designed to correct pronation by means of 
a wedged heel seat or other means. If the counter in 
such a shoe is soft and bulges under lateral pressure, 
then the base of the human heel is not held in the posi- 
tion necessary to correct the foot defect. The entire 
value of the shoe is thrown away or, at best, largely 
minimized. 

While it is generally felt that a high-grade leather 
counter is ideal, it is by no means safe to say that all 
leather counters are better than those made of material 
other than leather. 

The fiber counter is a case in point. In fact, it is 
claimed by manufacturers that a quality fiber counter 
is superior in all respects to leather counters other 
than those of the top grades. Even low grade shoes 
equipped with good fiber counters can often be de- 
pended on to hold the back of the shoe in shape, de- 
spite the weakness generated by inferior upper stock 
and lining. 

One of the best known of these other-than-leather 
types is a combination of hemp and flax fibers. The 
former gives strength—the latter, resilience. In the 
high grades they can be skived to any required degree 
of thinness, giving an edge invisible in the finished 





A skilled operation—where quality shoe materials show to 


best advantage. 


shoe and leaving weight at the base of the heel where 
it is most needed. 


Welting 

So well known is the function of the welt that any 
discussion of how it does its work is almost unneces- 
sary. Trade interest is concerned largely with what 
has been done with the welt since the advent of style 
in footwear. There are many industries in which we 
have seen features designed primarily to serve a useful 
purpose which have left the track at some point in 
the development of that industry and have become 
merely ornamental. Either their usefulness has been 
out-lived or the industry has let usefulness go by 
default in a stampede toward beauty. 

The well-informed welt manufacturer, however, has 
proceeded along parallel lines, never forgetting for a 
moment that the welt is of supreme importance as a 
structural detail; and not overlooking, either, its pos- 
sibilities as a style feature. 

Color came first, applied lightly to the outer edge 
of the welt, and from which edge it presently disap- 
peared. Then came the welt which was dyed more 
deeply or even through and through—a particularly 
noticeable achievement in the case of white shoes which 
had been the chief sufferers in early days. Then came 
design—not only the familiar wheeled patterns, but 
intricate and very pleasing designs worked out in 
either one color or two. Then came the walled-welt 
type, known better as the Stormwelt with a raised rib 
on the inner edge. This rib, when the welt is in place, 
closes the inseam, sealing it against the intrusion of 
moisture and actually serves in some measure at least 
to buttress the side of the shoe. Pre-stitched welts may 
be had; also double-deck welts. 
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STORMWELT resists water and moisture 
That solid leather, one-piece rib on STORM- 
WELT seals the inseam of the shoe—making 
it extremely difficult for water and dampness 
to get through to the foot. No other welt 
gives this protection. 





stormwe xt holds the shoe in shape 


You know how the average shoe “treads- 
over” after a little wear. STORMWELT con- 
struction, with the solid leather rib, strength- 
ens and reinforces the lower part of the shoe 
and overcomes the natural tendency of the 
uppers to “run over.” 
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STORMWELT is the finishing touch of style 


It completes the shoe—in appearance as 
well as in wearing qualities. It gives the 
shoe a real touch of streamlining. Smart- 
ness in the modern manner, for your style- 
conscious Customers. 


stormweE LT helps the shoe wear longer 


When a shoe is held in shape properly the 
sole wears evenly and not excessively on one 
side or the other. Thus, a shoe made with 
STORMWELT actually wears longer, because 
STORMWELT holds a shoe firmly in its 
original shape. 


DRESSWELT, for dress shoes or lighter type shoes 


BARBOUR WELTING COMPANY :: BROCKTON, MASS. 






Hidden parts of the shoe are tremendously important in 
quality footwear. 


Linings ; 

Why the shoe trade continues to list linings as one 
of the so-called “hidden parts of the shoe,” when it 
most obviously is not, is one of those mysteries which 
will never be solved. Every shoe store customer can 
and does look at the lining and, at least in the case 
of the woman customer, her like or dislike of the 
lining will have much to do with her purchase or 
walk-out. 

That being the case, we may as well forget for 
the moment the need which brought linings into the 
shoe world and concentrate on the thought that, what- 
ever qualities it may or may not possess, the shoe 
lining must look good. It must have color, style and 
smoothness. In other words, it must have the appear- 
ance of quality which the customer associates with 
the outside of the shoe. In the final analysis, with 
things as they are today, the lining of a woman’s shoe 
is essentially a style feature. 

But that is not how they started. Linings came 
into their own years ago with the invention of the 
machine to split leather (which made it necessary 
for the leather to have some backing material) and 
grew with the trend toward lighter and lighter silk 
hosiery (because of the necessity for having a smooth 
material in contact with the silk-shod foot—a material 
which not only would feel comfortable but which 
would not wear holes in the sheerest, almost trans- 
parent silk). 

So now we find the lining serving a three-fold pur- 
pose. It backs up the leather, giving it weight. It 
serves to keep the shoe in shape after it has been lasted 
and during its lifetime. And it is a most attractive 
feature for the woman customer to look at and admire. 
To this last feature and because, also, it meets prac- 
tically every requirement of a high-grade lining, we 
owe the extensive use of leather as a quarter lining, if 
not for the vamp as well. And of the leathers, sheep- 
skin and kid are by far the most popular—the former, 
it is believed, having been the first leather used for 
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lining purposes; kid having come into wide vogue 
about 1921, when prices were low, and having never 
lost its prestige. These lining leathers come in a wide 
range of grades and weights, and leather chemistry 
has made it possible to impart to them almost any 
desired color so that they may match the upper of 
the shoe or, and this is the usual practice, contrast 
harmoniously with it. 

Other leathers in use as linings are calf, kid and 
cowhide splits—all of which are used in men’s shoes 
and rank in quality in the order named. Some of 
the higher grade shoes are full leather lined, as well 
as boots for special occasions, but most of them are 
quarter lined—the forepart of the shoe being lined 
with fabric. 

Cotton cloth, under various names which signify 
the method of weaving, sells in enormous volume to 
the shoe trade. The chief forms of cotton cloth so 
used are twills, drills and ducks. The simplest form 
of weaving is to have a row of parallel threads known 
as the warp threads and to pass the filler thread over 
one warp thread, under the next and so on. 

In the weave known as twill, the filler thread passes 
over one warp thread, then under two, three or even 
more warp threads, then over a single thread and then 
again over a number of warp threads. 

In drills, there are two threads in the warp and 
three in the filler, so that, in weaving, the three-thread 
filler passes alternately over and under a warp con- 
sisting of two threads. Duck is merely a fine, light- 
weight canvas—woven, however, much more closely 
than canvas. 

Composition linings also are on the market—made 
in sheets of many widths from which patterns may be 
cut economically. These are smooth finished products, 
all of them with a cellulose base and are the results of 
years of experimentation in chemical laboratories. 
They can be given the appearance of any desired 
leather and the claim is made that they not only have 
a high tensile strength and the necessary flexibility, 
but that they may be cleaned easily—even in the shoe 
if necessary. 


Heels 


The biggest news of the day in heels is not how 
they are made, but what they look like and how they 
got that way. And because this is only another way 
of saying that the heel is of inestimable aid in creating 
style value, much of what we have found out about 
this part of the shoe has to do with women’s footwear. 

In the old days any good shoemaker could make 
a heel by taking lifts of sole leather and adding one 
lift to another until the required height was reached. 
Then style stepped into the picture and the shape and 
height of the heel became all important. There were 
still plenty of shoemakers with the requisite ability 
to make an all-leather, built-up heel of any desired 
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a parade of 


silk fabries for 
finer shoes 


Cedar Cliff Shoe Silks are nationally known. Their 
finer quality has made them the first choice of dis- 
criminating shoe men. As a result, lines of more 
dramatic models, more exciting shoe fashions have 
been created with the use of these peerless shoe 


silks by .. . Cedar Cliff. 


The Cedar Cliff Silk Co., Ine. 


357 FOURTH AVE. 
New York City 
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kind, but it was not so easy to shape it by the methods 
then in vogue. In fact, the chief difficulty in early 
days seems not to have been any lack of ability to 
make a shoe of the desired height, but in deciding 
what that height should be and what profile. 

So designers came into the field—also some new 
machinery—the latter capable of reproducing any de- 
sign with scrupulous accuracy—the former capable of 
seeing the shoe as a whole.and of suggesting new heel 
profiles to go with new shoe profiles. Also the wood 
heel came in and the newer and very popular built-up 
heel of fiber board. 

Today, therefore, we find the all-leather heel con- 
fined largely to men’s shoes, juvenile footwear and 
women’s shoes of the types calling for heel heights in 
the lower brackets. There are some exceptions to this, 
of course; but in the main we find that high-style 
women’s shoes carry either wood heels or heels of 
fiber board. Both are light in weight—both durable 
—and what is more important from the viewpoint 
of the volume shoemaker, neither is prohibitively ex- 
pensive. 

Moreover, the modern heel manufacturer, in addi- 
tion to his ability to copy exactly any pattern with 
which he may be confronted, is equally as well quali- 
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fied to advise on problems involving original design 
and is expert in teaching how they should be attached 
for best results. 

Wood heels are always covered and the material of 
which the shoe is made not infrequently determines 
the covering. Fabric shoes, for instance, may have 
their heels covered with the same fabric in the same 
color as that used in the upper—or it can be covered 
with the same fabric in a contrasting color. It may 
be pyroxylin covered and this type of covering, in its 
turn, can be-made to resemble almost anything which 
the shoe manufacturer may have in mind. There are 
coverings of this type which, a foot or so away, can 
be distinguished from built-up leather heels only with 
the greatest difficulty. 

Similar effects are seen in fiber-board heels, which 
are themselves built up. The color can be monotone 
or there can be alternate tones of the same general 
color; and, if for any reason they are needed, there 
is no reason why they should not be alternate layers 
of entirely different colors. 

The point of all of which is that, with the perfec- 
tion of design in the heel, we now enter the era of 
color in the heel and the results will be anything the 
stylists prefer to make them. 





It’s Inventory Time Again 


THE New Year and the month of January bring to 
the shoe merchant “Inventory Time” and a retrospec- 
tion of last year’s activities—a time to review the past 
twelve months in a business way—also in a personal 
way. 

It is the appropriate time to go over the invisible 
ledgers of the past in a quiet reminiscent introspective 
manner to see how well you have fulfilled your obli- 
gation to the trade—how much your business has 
meant to them during the year and, incidentally, to 
ask yourself honestly how much you have contributed 
to the development of your own business, if any; 
whether you have done everything in your power to 
develop and advance your business last year or let 
matters slip through your fingers. : 

You may count and price the goods on your shelves, 
inventory your equipment, to tell what profit you 
made last year, but what can you do to make more 
money this year? An inventory of yourself, your 
organization, and your general set up, compared with 
customer relations, will give the answer. But to be of 
real value this inventory must be rather personal. 
Why not ask yourself all sorts of questions, like the 
following, and add to this list others of your own 
creation, so as to make it as complete as possible: 


Inventory Yourself 
Are your business policies right? Calculated to 
satisfy customers? 


Are you sincerely practising the upbuilding of your 
business ? 

Are you simply selling on demand as_ business 
strolls in, or are you aggressively going after busi- 
ness? 

Do you study customer relations? 

Do you study the methods of more successful shoe 
merchants or other business men in the community? 

Do you keep in close touch with merchandising 
ideas presented in the pages of this magazine? 

Do you merchandise properly? Advertise enough? 

Do you use every sales promotion idea which looks 
good? Try to think up new ones? 

Do you eternally hunt for good ideas and use them? 

Do you have fighting blood in your veins, and refuse 
to accept defeat? 

Do you avoid price wars with competitors? 

Do you cooperate with local and national trade 
associations ? 

Is your business fulfilling its mission and doing a 
real service to the community? 

Is your buying right? 


Inventory Your Customer Relations 
Are you always doing some little thing for your 
customers which keeps them sold on your store? 
Are your customer accounts active, or do they need 


more buying stimulation? 
[TURN TO PAGE 327, PLEASE] 
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BREASTLOCK 


SOMETHING 
REALLY NEW 
IN WOOD HEELS 


“Cuban"heels as high as you want them 
—vup to 24/8—heels that are more se- 
cure even than 12/8 cuban heels, never 
“kicking under” or “kicking back.” 


Heels which enable you to use much 
smaller and shorter soles, saving one 
to three cents per pair. 


High heels that eliminate the costly 
and difficult flap laying required on 
continental (boulevard) and regular 
Louis heels. 


For further information write us or the 
nearest Mears factory 


Factories at 
Columbus, Ohio St. Louis, Mo. Lawrence, Mass. 
Auburn, N. ¥. Conway, N. H. 


F. W. MEARS HEEL seule UM Inc. 














PATENT 
NUMBER 
1,935,519 


Producing an 
outstanding sole 
that is 
Long Wearing 
Non Slipping 
Waterproof 
Non Marking 
Flexible 
Tough 
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THE RECORDER’S 


Measuring Stick of Values in Women’s Shoes 


Typical Cost of a Woman’s Goodyear Welt Oxford 














May I, 1933 Dec. |, 1934 Dec. |, 1935 Dec. |, 1936 

IS css cent bec eee ees 4740 5216 5634 .66 
CLOTH LININGS AND DOUBLERS ... 0723 .0782 .0782 0896 
LEATHER LININGS AND TRIMMINGS. ___ .1128 1425 .1520 .1826 
ao i ln 4900 5500 5900 
ai iy Sei ccenks Caress 8848 1.0767 1.0767 1.0767 
CARTONS AND CASES .............. 06 0650 .0650 .0690 
ed el wie at «a 09 09 09 .0900 
FINDINGS, LACES, ETC. ............. 18 .18 1890 
LASTS, DIES, PATTERNS .............. ‘ 10 .10 10 
FACTORY EXPENSES ................ .26 .27 .27 .27 
TOTAL FACTORY COSTS ............ $2.6589 $3.0140 $3.1253 $3.3169 
SELLING AND ADMINISTRATIVE COSTS 
INCLUDING SALESMEN'S COMMIS- 
SION, RESERVE FOR BAD: DEBTS, ETC., 
BUT EXCLUDING ADVERTISING ...... 4260 4536 4445 4403 

NUE. ciet coats aed nb $3.0849 $3.4676 $3.5698 $3.7572 


THE relative value of material is an important consid- 
eration. The ideal manufactured article of any kind is 
one whose parts are properly balanced in cost as well as 
wearing quality. To seléct a fine grade of leather for 
the upper of the shoe aid then to combine with it poor 


and sleazy sole leather, is a misuse of good material. 
If the shoe is to be a high-grade article, then its outsole, 
counter, lining and all fitting should be of high grade 
as well as the upper. The scale of quality should be 
consistent throughout. 





This is an important consideration in the production 
of all kinds and classes of shoes. The correct propor- 
tioning of the. detailed items of the cost sheet of a shoe 
style often spells the difference between success and fail- 
ure, from the standpoint of economy and satisfaction. 
Every separate detail and item which goes to make up a 
shoe is subject to variations in quality and consequent 
market value cost. There is need of the exercise of a 
high degree of skill in selecting these qualities in cost, 
whether for a high-grade shoe or a low-grade shoe. 
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Arrabuk= 


IS A SUCCESS! 





J a 
Aight! » l'., C oloes 


JS 


aes ve nN prlity 


oS 


std COAT LET 


Syles 





Arrabuk—a fine shoe material—was put on trial by shoe manu- 
facturers and retailers last year. The verdict of that critical 
jury stands:—‘Arrabuk is ideal from every selling angle.” 


MAINTAIN STYLE, QUALITY, VOLUME PRICE, AND PROFIT WITH ARRABUK. 


HOOD RUBBER COMPANY, INC. 
WATERTOWN, MASS. 














THE IDEA THAT CAUGH 
A NATIONS FANCY / 


ace over Beil Se. Rea oy 


ors STULLLER 388 


" PP aS 4 
=A Sse ease 


“tI non 


“Step Into the Shoes of a Manikin!”’ There it is—just seven little words—but regarded as the most effective idea in the shoe business 


today! Back that up with a powerful ‘point-of-sale’ campaign over your name . . . and in your own choice of newspapers . . . and 


you have an unbeatable combination. Follow the lead of successful merchandisers everywhere—get a “corner location” on 


Stylizer Boulevard. That's the way to greater profits, faster turnover, and unquestioned merchandising leadership in your community. 


See the new Stylizer line at the Palmer House, Rooms 760-761, National Shoe Fair, January 4-5-6-7 








( Your LOCAL NEWSPAPER Stylizer Manikin Model shoes offer 
ADS OVER MY NAME many distinctive comfort features and 
CERTAINLY SOLD THE : great array of attractive designs. 

rogressive dealers may still be able 


WOMEN OF MY TOWN ON to obtain exclusive representation for 
3 TY L | Z b R their cities. Write or wire for full 
details of the Stylizer Profit Plan. 

MANIKIN MODELS / 


X-ALTMAN-WEI 
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THE NEWEST gata TaR> 


We are constantly alert in our efforts to 


produce better eyelets. The most recent 
accomplishment in this direction is the new 
Diamond Brand Fast Color Eyelet with 


“aluminum barrel” and “roll setting.” 





Its advantages will be fully explained upon 
inquiry. 


_UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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1TomiMe 


| STITCH JONG INSOLE & WERT 
| LIP OF INSOLE 








The 






RECORDER’S 
Measuring Stick Of Values In Men’s Shoes 


Standard Footwear Costs Show Increase 













May | 












FACTORY EXPENSE 





1934 1935 1935 1935 1935 1936 
nie ecsche cay ge it SSE Pare on nee $.8550 $.8844 $.9910 $9910 $8886 $1.0503 
CLOTH LININGS & DOUBLERS .......... 0686 .0629 .0645  .0686 .0670 0710 
LEATHER LININGS & TRIMMINGS ....... 1810 = 1542, «1800 =—s( «1900 = 1 900 .2230 
i SE ee rere rer ay 0070 = .0061 .006! 0061 0060 0060 
PTO SUS id sica iswk bes pas pees 7360 =.7160 = 7710 = «8220 ~—s.7100 7750 
RUS © o0c6'v'e coin Dea eumsuaiwwaseecauet 866! -9803 -9803 -9803 9951 9951 
CARTONS, CASES, Ete. .............-. . 0680 .0680 .0680 .0680 .0700 0710 
PII foo voc pares cicmasecoss i eedes 0950 .0950 .0950 .0950 .0950 0950 
FINDINGS, LACES, Etc. ............... . 1967 .1952 .2048 .2048 = .1991 -2001 
LASTS, DIES & PATTERNS ............... 0600 .0600 .0600 .0600 .0600 -0600 














Dec. 1, May20, Dec. |, 








June 15, Oct. 15, 





-3600 -3650 








TOTAL FACTORY COSTS 
SELLING & ADMINISTRATIVE COSTS, 
INCLUDING SALESMEN'S COMMISSION, 
ADVERTISNG, RESERVES FOR BAD 
RE STR ase ps a Near 
















$3.5821 $3.9115 





$3.7857 


7204 -7635 


7244 


7244 














TOTAL COST 











$4.5101 $4.5752 $4.3612 








FFOR a period of twenty years the Boot AND SHOE 
RecorDER has made periodic studies of typical costs 
of a man’s Goodyear welt oxford—in the belief that 
such a measuring stick indicates the rise and fall of 
prices in footwear. In a season of changing prices, 
this chart needs to be considered in the light of the 
following: 

There is every indication that this is just the begin- 
ning of the increases we will have to pay before the 
present forward price movement is halted. Both sole 
leather and upper leather markets are very strong, but 
there are quite a few of the sole leather products such 
as counters, heels, welting, etc., which have either not 












been advanced or have not yet been advanced enough 
to take care of the increased costs of raw materials. 

This is also true of many of the findings items on 
which no advances have yet been recorded. There is 
also a strong probability that labor costs will advance, 
and a month or two months from now, the figures may 
have again changed materially. 

The shoe we have used for a long time is a com- 
paratively simple black Russia lace oxford in the 
medium grade. Quite a number of the other types of 
upper leather have increased much more than has 
Black Russia. Some of the cheaper materials have 

[TURN TO PAGE 331, PLEASE] 
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The shoe industry demands 
and Everlastik supplies 


New 
“LASTEX” GABARDINE GORING 


IN ALL COLORS...ONE HALF, ONE and TWO INCH WIDTHS 


This plus perfect “Lastex” Goring is an ideal 
shoe material, and is a striking complement 
to the smartest patterns. The unique charac- 
teristic of “Lastex” shoe fabrics is that it 
provides a gentle, yet permanent elasticity 
which never binds or cuts. This new Goring 
was adopted on sight by leading shoe manu- 
facturers and will be the high spot in many 
Spring lines. 


As with all Everlastik “Lastex” shoe materials, 
this new “Lastex” Gabardine is styled and 
distributed solely by 


ALFRED VAMOS 


MARBRIDGE BUILDING 
NEW YORK 


¥ 


Shoe manufacturers and buyers are cordially invited to visit the 
display rooms of Mr. Vamos at 450 Marbridge Building and in- 
spect, without obligation, new models for 1937, showing varied 
uses of Lastex shoe materials manufactured by 


¥ 


EVERLASTIK, INc., CHELSEA, MAss. 








- 
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She’s Your Market 





Women who have to be on their feet 
appreciate the resilient comfort, light 
weight, and noiseless, skidproof safety 
made possible by Darex Soles, made by 
the Dewey and Almy Chemical Com- 
pany, of Cambridge, Mass. Made of 
teugh wool fibres bonded together with 
virgin latex, Darex Soles give selling 
points found with no other product— 
natural or man-made. To build a pro- 
fitable back-log of sustained buyers, get 
a line of Darex-Soled shoes for comfort, 
sport, and day-after-day wear. 





Leather Substitute for Linings 





This outstanding leather substitute 
for vamp, quarter and sock linings is 
the product of Respro, Inc., of Cranston, 
R. I. Uniformity and standard qual- 
ities make it a material of highest de- 
pendability. It has leather-like char- 
acteristics and appearance and a re- 
markable ability to resist abrasive 
wear. Respro, Inc., also manufacture 
‘Tufsta. This is a non-woven, non-fray- 
ing, dependable, reinforcing material 
_ for strengthening pattern weaknesses. 
' "These products are well established in 
the industry. 
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depends on 


Precision in Lasts 


The “D & W” Precision Lasts are 
lasts better shoe manufacturers depend 
on implicitly. And from the fashion 
capitals of the world ... Paris... 
London ... New York... Daetsch and 
Woodward, Inc., of Brooklyn, N. Y., 
gather the newest and most authorita- 
tive style trends in footwear. These 
developments in shoes are incorporated 
in the “D & W” Precision Lasts—giv- 
ing both men’s and women’s shoe mak- 
ers perfect bases on which the newest 
shoe models can be built. 


New Cord Sole 





This new improved cord sole is 
manufactured by Panther Panco Rub- 
ber Co. of Chelsea, Mass., makers of a 
complete line of rubber and composition 
soles and heels. Employing a recently 
discovered method of cord-on-end con- 
struction, loops of cords are embedded 
in rubber. A cross section shows cords 
running: from the tread up through 
loops and back to the tread again. It 
is claimed that any moisture which may 
follow the cords is never transmitted to 
the shoe. Pan Cord Soles, with match- 
ing heels, are waterproof, provide a 
non-skid safety tread, are made in 
brown and non-marking black. 





Unusually Strong Counters 





The outstanding feature of a Spauld- 
ing Counter is the way it adapts itself 
to the exact lines of the last on which 
it is used. Unusual strength and resili- 
ency are possible because the Spaulding 
Fibre Company of North Rochester, 








“The Makings” 









N. H., is able to control its quality from 
the first selection of raw materials 
(hemp and flax) right through to the 
shank - fitting moulds of the counters 
themselves. In manufacturing its own 
fibre boards, Spaulding is able to pro- 
vide a quality and texture which allows 
for finer skived edges invisible in the 
finished shoe. 





Welts With a New Idea 















Welting has always been accepted as 
an important and essential detail in the 
assembly of Goodyear welt shoes, but 
in recent years it has found a new place 
in the sun. Style, novelty and sales 
appeal have become a factor in welting. 
New colors, patterns, pre - wheeling, 
Doubledeck, Stoutsole and primarily the 
widely used Barbour Stormwelt made 
welting a conspicuous item in shoe con- 
struction instead of merely a modified 
essential. A cross-section of a shoe 
made with Barbour Stormwelt is shown 
herewith. This item is known and used 
wherever shoes are made by the welt 
process. Made by the Barbour Welting 
Co., Brockton, Mass. 





Repeat Business on Golf Spikes 


i 


To sell a pair of “Turf-Hugger”- 
equipped golf shoes means not only 
your regular initial shoe profit but also 
the addition of one on each set of re- 
placeable “Turf Hugger” spikes you 
sell with the shoes. And consider, too, 
the potential customer value on the re- 
placement business. Made by the Turf 
Hugger Corp., 60 South Street, Boston. 
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The 
that made golf shoe history 





at 





ALLEN EDMONDS SHOE CoORpP., 
BELGIUM, WIS. 







Each spike locks securely into its 


own socket. The improved self- 6. H. BASS & CO., 







locking corrugated edge grips WILTON, ME. 
firmly into the leather sole. To JOHN CAVE & SON 
renew, simply unscrew and re- ; ENGLAND 







place it with a new, sharp spike. 
These cannot loosen or push 
through the insole. 


EDWIN CLAPP & SON, INC., 
EAST WEYMOUTH, MASS. 


DUNHAM BROS., 






BRATTLEBORO, VT. 





FIELD & FLINT CO., 





BROCKTON, MASS. 


FRENCH, SHRINER & URNER MFG. CO., 
BOSTON, MASS. 


GOLDEN SPORTING SHOE CO., 
BROCKTON, MASS. 


HEYWOOD BOOT & SHOE CO., 
WORCESTER, MASS. 


THE HARTT BOOT & SHOE CO., LTD., 
FREDERICTON, N. B. 


IDEAL SHOE MFG. CO., 
MILWAUKEE, WIS. 


GEORGE E. KEITH CO., 
BROCKTON, MASS. 


MILFORD SHOE CO., 
MILFORD, MASS. 


A. E. NETTLETON CO., 
SYRACUSE, N. Y. 


OLD COLONY SHOE CO., 
BROCKTON, MASS. 


PONTIAC SHOE MFG. CO., 
PONTIAC, ILL. 


RACINE SHOE MFG. CO., 
RACINE, WIS. 


E. P. REED & CO., 
ROCHESTER, N. Y. 


J. P. SMITH SHOE CO., 
CHICAGO, ILL. 


STACY-ADAMS CO., 
BROCKTON, MASS. 


STETSON SHOE CO., INC., 
S. WEYMOUTH, MASS. 


























Pat. Applied For 










For Years an exclusive feature of a 






nationally known manufacturer and 


NOW available for YOUR Golf Shoe 

















E. E. TAYLOR CORP., 
BROCKTON, MASS. 













THOMPSON BROS. SHOE CO., 
write or ask BROCKTON, MASS. 
for salesman E. T. WRIGHT & CO., INC. 


ROCKLAND, MASS. 


F-C-PHILLIPS CO." mass." 
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Anchorage for Heel Nails 


This heel has a feature of construc- 
tion which results in a permanently 
tight bond of the heel to the shoe. A 
firm wire mesh, embedded in the base 
of the heel, forms the heel-nail anchor- 
age. Pressure of the nail heads is ex- 
tended to the edges of this mesh, thus 
effecting the tight union. This method 
of construction materially increases the 
usable thickness of the heel, and adds 
to its resiliency. Sta-Tite is one of the 
first heels to feature invisible nailing, 
making possible the non-tracking tread. 
Panco Sta-Tite heels are manufactured 
4 Panther-Panco Company of Chelsea, 

ass. 


Soles in New Colors 


People are in a happier frame of 
mind today. They wont colorful, smart 
wearing apparel. And that’s why the 
new spring lines of sandals and sport 
shoes will be bought for color, color 
from the bottoms up. The brilliant 
Coronation colors of the stylish suede- 
like Nutex soles are going to dominate 
the shoe. Are you going to cash in 
early and enjoy this profitable busi- 
ness? Let these chic, lightweight, com- 
fortable colored Nutex soles ring your 
cash register. Nutex soles are made 
by Dewey and Almy Chemical Com- 
pany, Cambridge, Mass. 


Just Cotton and Latex 


a Li =f 


Formula for Darex insoles, made by 
Dewey and Almy Chemical Co., of Cam- 
bridge, Mass. : 

The finest pure, felted, fluffy cotton 
impregnated (by Dewey and Almy’s 
special process) with latex—the sub- 
stance that has made possible so many 
chemical advances — and compressed 
into firm, springy insoles that hold 
their shape under the hardest wear. It’s 
the formula for foot comfort and the 
shoe satisfaction that builds repeat 
business for you. 


“ 
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New Soles for White Shoes 





The quality of Du-Flex Soles and 
Heels has never been lowered to meet 
an economic situation. For more than 
20 years the resources, efforts and en- 
deavors of the Avon Sole Company, of 
Avon, Mass., have been devoted ex- 
clusively to the production of quality 
soles and heels. The new Du-Flex Nap 
sole with its suede-like finish is an es- 
tablished leader in its field and the 
White Duflex Napline particularly 
meets the white demand for 1937. 


Sole Leather Important 


There are three stages in the produc- 
tion of solid sole leather .. . growing 
the hide . . . curing it . . . tanning it. 
Tanning is extremely important. Since 
the fibrous structure of the hide under- 
goes treatment, the results of which 
vary with different tanning processes, 
naturally quality can be affected. A 
trade mark designates a particular and 
uniform quality and so becomes a vital 
factor in the determination of service- 
ability. Such a trade mark is repro- 
duced above—Kistler Bench Brand sole 
leather—made by the Kistler Leather 
Co., of Boston. 


Self-Locking Golf Spike 


Nationally known because of its ex- 
clusive use for ten years by a prominent 
maker of one of America’s famous golf 
shoes, the improved Phillips self-lock- 
ing golf spike is now available to all 
manufacturers desiring this special fea- 
ture spike to step up the sale of their 
golf shoe line. Each spike locks securely 
into its own socket. The improved self- 
locking, corrugated edge grips firmly 
into the leather sole. To renew, simply 
unscrew and replace it with a new 
sharp spike. The spikes cannot loosen 
or push through the insole. Made by 
F. C. Phillips Co., Stoughton, Mass. 


Ventilated Goring 


In recent “Fashion Flashes,” Ever- 
lastik, Inc., of Chelsea, Mass., intro- 
duced a new and interesting shoe fabric 
called ventilated Hub gore. This new 
material, with tiny openings which give 
a perforated effect, makes an outstand- 
ing item for high style early Spring 
and Summer footwear. The new venti- 
lated Hub gore is as easy to handle as 
any of the regular Hub gore qualities 
that have been used in the past. The 
new ventilated Hub gore gives a cool 
light airiness and at the same time pro- 
vides the necessary good fit, comfort 
and smart appearance which are so im- 
portant in high style footwear. 


Compo Expects Increase 


Ome?) 


During the past few years, the Compo 
Shoe Machinery Corporation has given 
to the shoe industry one of the most 
startling advances in its entire history. 
Intent only on offering the industry 
improvement in shoe construction, the 
Compo technique has won the acclaim 
of the public to the tune of steadily 
mounting sales—from 500,000 pairs in 
1929 to over 40,000,000 pairs for the 
year of 1936. Present indications point 
to an even greater increase in Compo 
production for the coming year— 
Compo Shoe Machinery Corporation, 
Boston, Mass. 


Good Laces—Good Investment 


Headed Fip 


TRADE MARK 


The shoe laces produced by United 
Lace and Braid Mfg. Co. of Providence, 
R. I., are marketed under the brand 
names of Beaded Tip and Amba Tip. 
They are manufactured from high 
grade quality mercerized yarns, and 
from rayon. Beaded Tip laces are dis- 
tinguished by their corrugated metal 
tips. Celluloid tips are used on Amba 
Tip laces, which come either with or 
without tassels. These laces are pro- 
duced in a wide range of colors, and 
are made in tubular or flat styles. They 
are sold in bulk to shoe manufacturers 
and in packaged form to retailers, who 
are supplied by findings wholesalers. 





STYLE LEADERS 
QUALITY LEADERS 
MERCHANDISING LEADERS 


BABY 
PRINCESS ROYALTY 


TASSEL JUNIOR 
TASSEL 


SHIRLEY TEMPLE 


by BOYD-WELSH, INC. 


LITTLE 
PRINCESS 


BABY 
PRINCESS Lae 


TASSEL 


The BEDFORD A "COBBIE" 
by BANCROFT-WALKER CO. RED CROSS SHOE 
by UNITED STATES SHOE CO. 


The Smart Leather Tassels 
With The Beautifully 
Enamelled Metal Caps 


TASSELS 
by 


WELLER 


HE appearance and saleability of every laced shoe is materially enhanced 

oN ie ornamented by Princess or Royalty Tassels—the tassels with the beauti- 

fully enamelled metal caps. These smart, inexpensive tassels give the shoe a 

finishing touch, and are often a deciding factor in helping a customer to make 

up her mind. Prominent manufacturers, using these unique tassels since their REPRESENTATIVES 

introduction, have learned beyond question that they contribute a definite Room  962-—Marbridse “Bide. 
York City 


sales value, worth much more than their slight extra cost. Retailers, who Magasin 
. r. . . Coultas, 
know Princess and Royalty Tassels, recognizing the air of quality they impart, oe at Leute, Mateseurt 
will accept no inferior substitute. . 
Lexington, Mass. 
(New England Territory) 
The Davy Textile = 


E-E-WELLER CO: ae ais 


M * 
4133 North Woodburn St., 


235 EDDY ST. PROVIDENCE, R. I. Milwaukee, Wisconsin 
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Tassels Help Sales 


a 


Princess and Royalty tassels are neat 
tassels of leather, with beautifully en- 
amelled metal caps. They fit over the 
knotted ends of the lace, imparting a 
finishing touch to the shoe which adds 
to its appearance and saleability. These 
inexpensive little tassels were first 
placed on the market five years ago by 
E. E. Weller Co. of Providence, R. L., 
the manufacturer. Their acceptance 
has been a rapid development and to- 
day their production requires an entire 
floor in the Weller plant, where, in addi- 
tion to these tassels, is produced an ex- 
tensive line of shoe fastenings and 
ornaments. 


ih 
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The Chemist Aids the Shoeman 


Oncg. 


TRacve “ann 





Onco innersoles for Goodyear Welt, 
sewed and cemented shoes, Onco quar- 
ter and sock linings, Onco welting, 
counters and box toes and woven Swa- 
vette, used in women’s and men’s style 
shoes, are products of Brown Company 
of Portland, Maine. These outstanding 
shoe materials are made from Solka, 
the refined cellulose discovery of Brown 
Co. laboratories, which accounts for the 
excellence of performance of these vari- 
ous products. Solka is an agent em- 
ployed in a wide variety of products 
to improve the quality. 





Leather Fibre Heels 


PECTRO’ 


“Spectro,” a new product created by 
chemical research and fabricated from 
the leather cuttings of shoe manufac- 
turers, contains 90 per cent leather 
fibre. As a result, heels of more beauty, 
style, character and service, plus the 
known advantages such as lightness, 
strength and economy have been made 
possible by its makers. They are easily 
refinished and repaired if necessary— 
safe and cushion the body shock. For 
men and women, “Spectro” heels may 
be obtained from the George O, Jenkins 
Company, Bridgewater, Mass. __ 
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Better .Lasts—Better Fitting 
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For over 52 years, the Geo. E. Belcher 
Co. of Stoughton, Mass., has been a 
leader in the development and origina- 
tion of new trends in lasts. Founded 
and situated in the heart of one of the 
best known shoe manufacturing dis- 
tricts in the country, with branch of- 
fices serving the industry nationally, 
this company is constantly collaborat- 
ing with many of the leaders in style 
and feature shoe development. Among 
the many contributions of this company 
to better shoe fitting, is their pioneer- 
ing in the short-back last, of which 
much has been heard recently. Belcher 
lasts are used by many of the country’s 
outstanding shoe manufacturers, an 
cbvious endorsement of their excellence. 





For Better Fitting Shoes 





It is the touch of the unusual in shoe 
styling that creates the greater per- 
centage of the season’s best sellers. 
Shugor has proven to be an inspiration 
for shoe designers for every season of 
the year. The quality appeal is at its 
highest in every line of the surface 
treatments that can be so cleverly at- 
tained by the use of Shugor. Three 
vital factors have made this elastic web- 
bing a reigning fashion favorite the 
year round. They are style, comfort 
and strength. Made by Thos. Taylor & 
Sons, Inc., Hudson, Mass. 





Carnival Colors in Upper Fabric 


Arrabuk— 


With stylists demanding Carnival col- 
ors as the trend for the coming sea- 
son’s offerings, Arrabuk, that unusual 
fabric, acclaimed by retailers and 
manufacturers alike as an outstanding 
upper material developed during the 
past twenty years, gives promise of ful- 
filling all requirements expected in col- 
or, quality and workability. Arrabuk 
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has many unique advantages of its 
vwn. It is not a substitute material— 
but a real, scientific contribution to the 
shoe industry. Made by Hood Rubber 
Company, Watertown, Mass. 





Tanned by Unusual Process 


VANTAN 


the perfect leather lasersele 


Van Tan innersoles are especially 
tanned to secure the exact qualities es- 
sential to perfect innersole perform- 
ance, i. e., exceptional flexibility—cush- 
ioning resilience—non - acid coolness— 
non-curling — non-cracking surface — 
long life. In Van Tan, these qualities 
are permanent because they become a 
part of the leather from the very be- 
ginning of the tannage—a result sub- 
stantially different from that obtained 
by softening treatments subsequent to 
tanning. Consequently, Van Tan inner- 
soles add many valuable selling and 
satisfaction points to the shoe which 
quite outweigh their slight additional 
cost. Among these are greatly increas- 
ed comfort from the very first step to 
the last day of wear—superior appear- 
ance—and longer life. Van Tan inner- 
soles are the product of Van Tassel 
Leather Co., Norwich, Conn., who also 
make Leather-Plus outersoles. 





New Stitchdown Welting 





Darex stitchdown welting, made by 
the Dewey and Almy Chemical Co., of 
Cambridge, Mass., has these qualities: 

1. Spliceless—no ugly peeling join- 
ings. 

2. Rich, lustrous leather finish. 

3. Long wear—weatherproof. 

4. Economy —lets you give better 
shoes for your customer’s dollar. 





Interpreting Style in Lasts 
The Sterling ability to exactly in- 
terpret current fashions in shoes has 
been well known to the trade for more 
than thirty years. Working closely 
with sources of style information, the 
Sterling Last Corporation, of New York 
City, includes in its lasts the newest 
details that enable manufacturers to 
build perfectly styled shoes. That fact 
—plus the well-known Sterling quality 
and fit, has made Sterling a leader in 
the fashioning of lasts. 
[TURN TO PAGE 319, PLEASE] 
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THE RULING POWERS OF MERCHANDISING 






































































































































But— 
Style changes. The interpretation and recrea- 
tion of a present mood and tempo of life 
vanishes—''Today's" Style is gone "Tomorrow." 








The question of Style should never overshadow 
the importance of Quality. The survival of all 
things styled, and the success of those who 
merchandise, is dependent on Quality. 




















Quality must be unchanging, except to improve. 

















U. S. LEATHER has long been recognized and 
accepted as the Standard of "Today's" and 
"Tomorrow's" Quality in Sole Leather. 











Quality that has earned Leadership. 













































































The UNITED STATES LEATHER CO. 


NEW YORK BOSTON CHICAGO CINCINNATI ST. LOUIS RICHMOND 


Selling Agents Cut Soles 


McADOO & ALLEN NELSON-RONEY CO.., Ltd. HILLIARD & MERRILL 
Philadelphia San Francisco Boston 
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Comfort in the Sock Lining 


A sock lining of pyroxylin-coated felt- 
ed cotton—with the unusual strength, 
deep comfort, and high quality appear- 
ance and feel that only cotton can give. 
Made by the Dewey and Almy Chemical 
Co., of Cambridge, Mass. 


Resilience in Bottom Fillers 


INSULWHYTE 
BESTO 


The shoe bottom filler having ideal 
qualities of insulation, flexibility, wa- 
terproofing, resilience, permanent non- 
staining and non-bunching as proven by 
research and practical experience, In- 





MORE 
FOOT COMFORT 


more protit 
@ 


Because 
1. COMFORT is a 


valuable selling feature. 


2. COMFORT ny 


your customers loyal. 


3. COMFORT reduces 


complaints and refunds. 


VAN TAN INNERSOLES 
increase foot comfort 
greatly — cost but a few 
cents more than ordinary 
innersoles. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


ANIAN 


the perfect leather innersole 





sulwhyte Besto offers another great ad- 
vance in the art of bottom filling. Made 
by the North American Chemical Co., 
Cambridge, Mass., which has devoted 
the last 35 years to this most important 
problem of shoemaking. 


Water Repellent Gabardine 


Introducing a new gabardine—Aqua- 
Sec—Herbert Lehmann, Inc., of New 
York City, is the sponsor of a real shoe 
fabric hit. Aqua-Sec Gabardine has 
been devised, perfected, and woven 
especially for shoes. It is water repel- 
lent, spot and perspiration proof. Made 
in all the authentic colors of the sea- 
son. 


An Easily Cleaned Fabric 


Genuine Palm Beach Cloth, one of 
the international best sellers in fabrics, 
is exclusively distributed to the shoe 
trade by Gitterman and Company, of 
New York City. This fabric certainly 
has no equal for comfort,. coolness, and 
suave appearance. Its fast color, its 
ability to shed dust and dirt, and the 
fact that it can be cleaned with soap 
and water have made it a favorite for 
Spring and Summer footwear. 


New Wool Fabric for Shoes 


“Topping,” presented by J. M. Per- 
kins, Inc., of New York City, is a fabric 
that’s destined for a grand shoe career. 
Made in an interesting, intricate weave, 
with wearing qualities that are long 
and sturdy. Topping, made especially 
for shoes, is woven of 100 per cent 
pure Australian wool. It is available 
for shoe manufacturers in the smartest 
colors of the season. 


Gabardines and Twills 


Schiff fabrics are step in step with 
fashion. The dictates of the style 
world walk hand in hand with the pre- 
mier products made by Lawrence Schiff 
and Co. of New York City. The gabar- 
dine and the twill broadcloth are being 
specified by buyers in the shoe trade. 
These two Schiff fabrics are excep- 
tionally easy to sell. 


Remodel and Enlarge Shoe 
Department 


CHICAGO, ILL.—Milton H. Friend and 
Company, who operate the Logan De- 
partment Store, here, have just re- 
modeled and enlarged their shoe de- 
partment. The men’s department is 
now located on the first floor, and the 
new and larger women’s and children’s 
shoe department is on the second floor, 
under the leadership of Max Korach. 
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INNERSOLES 
are PRACTICAL— 
POPULAR and— 
PROMINENT among 


the many fine lines that have 
established reputations in Lead- 
ership. Genuine NEWFLEX 
PIGSKIN INNERSOLES are 
PRACTICAL carpeting for all 
types of footwear. The porous 
surface absorbs foot perspira- 
tion, will not crack or curl, and 
as a result the shoe holds its 
shape. Especially POPULAR on 
Summer Footwear, this porous 
surface allows circulation of air 
and eliminates foot burn. Foot 
Comfort, which every customer 
demands, is provided in Genu- 
ine NEWFLEX PIGSKIN § IN- 
NERSOLES. Included as one of 
the in-built values of many fine 
lines at the 


National Shoe Fair, 
—SEE THE 


PUT 


2! 
Fi 


(e) 
o ° oe 


Say 


CA 
NEWFLEX 


PIGoK 


INNERSOLES 
COUNTERS 
WELTING 


e) oo ie) 
TANNING COMPANY 
Tanneries e Grand Rapids, Michigan 

Sales Department 

223 W. Lake Street, Chicago, Illinois 
Boston Office: Lyman P. Gutterson, 
42 Lincoln Street. Telephone Liberty 1206 
Write for Newflex Pigskin 
samples and convince yourself. 
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Quality Depends on 
“The Makings" 


[CONTINUED FROM PAGE 295] 


mentals and talk about what constitutes 
a good piece of sole leather. Briefly, the 
best leather comes from that section of 
the steer which yields the best beef. 
This is on both sides of the backbone 
from a point back of the shoulder to a 
point forward of the animal’s tail. This 
is the section of the hide in which the 
fibers are closest together and most 
tightly interwoven It is what is known 
as the bend. Properly tanned to give it 
flexibility, there is no better sole leather 
on the market. 

In front of this section, and extend- 
ing also below it, is another section 
which also yields a satisfactory piece 
of sole leather, though not quite so good 
as the bend. Below this second section 
and extending up across the shoulders 
is the third portion of the tanned hide 
from which sole leather is cut. 

Most sole leather, of course, is vege- 
table tanned, as it has been ever since 
the early days of tanning in this coun- 
try. Oak, hemlock, chesnut and a num- 
ber of others are used, either singly or 
together. When two or more vegetable 


extracts are used, the leather is said to 
have been union tanned. Some sole 
leather is chrome tanned, as is most up- 
per leather; and some tanners produce 
sole leather by using both chrome salts 
and one of the bark extracts in what is 
known as the combination tannage. 

What the student. of sole leather 
quality likes to detect in his stock is a 
feeling of firmness, for in this feeling 
he also detects all the other good qual- 
ities he seeks — qualities making not 
only for durability and flexibility, but 
other qualities which are important in 
producing a good edge, in sewing and 
in resistance to permanent changes in 
shape after the sole has become part of 
the shoe. 

Getting back for a moment to our pet 
peeve, dealt with lightly in the first 
paragraph, we are happy to report that 
the practice of decorating leather sole 
bottoms in a deliberate attempt to con- 
ceal obvious defects, is pretty much a 
thing of the past; and the pigments 
used nowadays, except in isolated in- 
stances, have come into existence be- 
cause of the importance of color in the 
sole and the awakened interest of the 
shoe-buying public in shoe bottoms. 

Strange to relate, this awakened in- 
terest in the appearance of the sole is 
traceable almost directly to sole leath- 


er’s competitor—the rubber sole or the 
sole which is a composition of either 
rubber and fiber or latex and fiber. 





Light—Durable—Styleful 





The built-up leather heel plays a 
very important role as a style factor 
in women’s shoes, in addition to its 
well-established position as a heel of 
remarkable durability. Renton Heel 
Co. of Lynn, Mass., are among the 
pioneers in the production of heels of 
this type. They employ only the best 
of heeling board in their construction, 
with the result that the Renton “La 
Altro” heel is an excellent simulation 
of a heel built entirely of leather-lifts, 
with the added advantages of lightness 
and the ability to take a fine finish. 
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A REAL ADVANCE IN 
CREPE SOLE DESIGN 


THE NEW 


“Suela Cojin” 


Pronounced Sway-La OJ 





















THE NEW CREPE SOLE 


"Suela Cojin" 






Imported and patented Crepe 
with chrome leather ribs. Men's, 
boys’, and women's. U.S.A. Pat. 
No. 2031196. 







The latest addition to our qual- 
ity crepe line. Exclusive with 
Avon. 






See Complete Du-Fiex Line Displayed At Room 646, Palmer House National Shoe Fair, 
Jan. 4, 5, 6 and 7 


AVON SOLE COMPANY, AVON, MASS. 
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GET A REAL PROFIT MAKER 
IN YOUR GOLF LINE BY 


Specifyng the Popular 


TP 


REMOVABLE 
GOLF SPIKE 
IN 


YOUR NEW SPRING 
LINE 











Removable 


GOLF 
SPIKES 
The Country’s 


Leading Manufacturers 
Are Featuring 


TURF HUGGER Tm 


Because: i) 


1. Economical Cost—High Quality Con- 
struction. 

2. Brass eyelet to insure against corrosion 
creating tight’ bond with steel spike. 
Easily replaced. 

3. Case hardened steel spike for long wear. 
Electro-galvanized for attractive appear- 


ance. 
4. Refills available through us or your shoe 
manufacturer. 


“The 






Pat. App. for 














To Mfrs.: 
Efficient tools 


for low cost 


CORP. installation. 










60 SOUTH ST., BOSTON, MASS. 
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GORING 


IN the days of the Congress boot, goring was an im- 
portant part of the shoe and large areas were to be 
found in many patterns then extant. Today compara- 
tively little is used, but its quality is of much more 
importance than it ever was when its use was more 
common. Think a minute and you will see why this 
is true. The goring used in a Congress boot for men 
was put there solely, wholly and entirely to make it 
possible for men to get their feet into shoes which had 
no laces. Its job was to stretch. How much it con- 
tracted after stretching was nothing to worry about 
because its function was not to help the shoe to con- 
form to the shape of the foot—merely to contract 
sufficiently to keep the shoe from falling off the foot. 
That’s a bit of an exaggeration, perhaps, but not as 
much as you might suppose. 

Now, take the case of goring as it is used today in 
shoes—almost wholly in women’s high-style footwear. 
The inch or so of narrow goring at the throat of a 
dainty pump, not only stretches just enough to admit 
the foot but contracts just enough to make the shoe 
conform to the line of the foot without exerting undue 
pressure. Furthermore, it must be attached in the right 
manner to avoid the danger of ripping loose and it 
must be of such high quality as to retain its original 
elasticity throughout the life of the shoe. 

Gorings are merely fabrics of woven or braided 
elastic thread which has within it a core of vulcanized 
rubber or latex. But its manufacture calls for a high 
degree of skill in labor because it is obvious that if 
there is uneven tension on the threads as they pass 
through either the braiding machine or the loom, then 
the tension put on the finished cloth results in what 
might be referred to as super-tension on those threads 
already over-tensed while being turned into fabric. 
That is what the quality manufacturer constantly 
guards against successfully; which is, in itself, a guar- 
antee of permanence of elasticity. 

One reason why gores have sometimes failed to func- 
tion as they should in the past is to be found in the 
attempts of the shoe manufacturer to keep them from 
so failing by using a narrower, reinforcing gore be- 
neath the real gore. Since it is impossible to control 
rigidly the amount of stretch in two different widths 
of goring, no matter how well they may be fitted to- 
gether, there is always the chance of an undue strain 
developing upon one or the other. Many times this 
has resulted in the breaking of the reinforcing gore 
and the consequent weakening of the gore proper. In 
one type of goring now on the market the use of a 
reinforcing gore has been made unnecessary by weav- 
ing a reinforcement into the edge of the gore proper. 
The reinforcing adds little to the thickness of the gore 
so that shoes more dainty in construction and appear- 
ance may be made with the use of this feature. 


















BOTTOM FILLER 


TO few parts of the shoe, it is safe to say, has there 
been given more thought in recent years than to bottom 
filling. Its direct bearing on shoe comfort and shoe 
durability, unrecognized for a long time, is now so 
generally accepted that a manufacturer of good foot- 
wear would no more think of using poor quality filler 
or employing wrong methods of applying it than he 
would of putting a cheap wooden shankpiece into his 
merchandise. 

The revolution in thinking which has resulted not 
only in a very decided improvement in bottom fillers 
and the invention of several new types but also in 
methods used to get it into the space which its occupies 
in the shoe bottom, began when light-weight shoes other 
than turns first came into style; and the progress 
started at that time has paralleled this continuing 
trend. 

Prior to that time, bottom filler commonly in use 
had a tendency to spread from the ball of the shoe 
toward the outer sides and to spread, moreover, un- 
evenly. It bunched up in the queerest places and even 
made itself manifest by a decided squeak when the 
foot went into action in walking. It not only resulted 
in positive discomfort and even pain, but fell down 
badly in its job of supporting those parts of the shoe 
forming the top, bottom and sides of the cavity which 
it was supposed to fill. 

Modern bottom filler, as the result of research, there- 
fore, not only gives this support but is resilient, flexible 
and some types even are moisture resistant to a high 
degree—a form of bottom waterproofing, in fact. In 
the welt shoe, these qualities are particularly desirable 
because the filler must be firmly packed into the chan- 
nel in order properly to support the welt seam and 
the innersole along the outer edges of the shoe. So 
important is this considered by the shoe trade, that 
many manufacturers now use a machine which packs 
in the filler under pressure and practically guarantees 
the accurate and uniform filling of the bottom cavity 
in this type of footwear. 

Earlier types of filler such as pieces of leather, 
leather sweepings mixed with cement, gradually gave 
way to the familiar fillers made of cork. These have 
gradually been refined for use in welt shoes and also 
in others. The type used commonly is made of cork 
and an oil product known as wax tailings. Softened 
by steam heat in the factory, this can be spread on with 
a bottom filler knife or with the above-mentioned ma- 
chine. When the cavity is completely filled, the filler 
is allowed to harden, giving the effect of a solid piece 
of material accurately die-cut to fill the required space. 
Other good fillers are made to serve the same purpose. 

In the cement process shoes, for instance, died out 
pieces of felt were sometimes used, or even tarred 
paper in some cases, but these have largely given way 
to a compound of cork with rubber or other plastic 
binders; and a spreadable filler piece has been evolved. 
[TURN TO PAGE 325, PLEASE] 
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co there a 
SQUEEZE PLAY 
cn the making 


Are inflexible retail prices bearing 
down on rising manufacturing costs? 
They are. And in between is the shoe 
manufacturer — tempted to throw 
quality overboard to maintain price. 
But he doesn’t have to jeopardize his 
reputation and that of his customer. 
He can depend on DURA KALF for 
his vamp, quarter and sock linings 
and know that this squeeze condition, 
which is affecting all manufacturers, 
will not cause Respro to budge from 


high quality standards. 





Manufactured 
Under U. S. 
Patent Dated 
April 4, 1922 


There is undeniable sales-power to the uni- 
form appearance and atmosphere of quality 
imparted to the shoe by DURA KALF. When- 
ever you find it in a shoe you may be sure 
that the manufacturer has selected the most 
satisfactory and dependable leather replace- 
ment material on the market which contributes 
much to the shoe, and but little to the cost. 





In every pattern shoe there are points of natu- 
ral weakness which must be strengthened. In 
every such case, TUFSTA is indicated as the 


best reinforcing material available for the 


purpose. 


It is a non-fraying, non-woven 


material that supplies a vital, though hidden, 
service. It will pay you to make sure TUFSTA 


is specified. 


RESPRO Inc. 


Cranston, Rhode Island, U. S. A. 
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STRENGTH 


The “heel to ball” portion of a shoe resem- 
bles a bridge in function. In moder fashion 
shoes, particularly of the high heel type, this 
part of the shoe should have the greatest 
strength possible without bulky construction. 


G/C 
UNISHANK Unishank is a skillful assembly into a singie 


moulded unit of insole, steel, and fibre rein- 
forcer. By the application of fundamental 
mechanical principles this moulded unit im- 
parts to the shoe maximum strength through- 
out its life. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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BOTTOM FILLER 
[CONTINUED FROM PAGE 323] 


The point to be kept in mind, in considering this . 


subject, is that the filler, which lies between the inner 
and outer sole has the job of making this inner and 
outer sole, in effect, one piece. If the filler moves or 
redistributes itself in any way, if it does not com- 
pletely fill up every nook and cranny of the cavity 
between inner and outersole, if it does not have at 
least as much flexibility as both these other parts and 
if it has not a measure of cushioning resilience, then it 
is not a good filler—and the shoe made with fillers 
which do not meet these requirements lose something 
in comfort and durability. Needless to say, none of 
the better grade shoes on the market today have been 
given other than the best bottom filler for the type of 
shoe being made. 


LACES 


@ONSIDER the top and bottom grades of the type of 
mercerized cotton laces used by the million pairs every 
year. The difference in price per gross is about 40 
cents. And yet there are still manufacturers in exis- 
tence and merchants in business who continue to. pass 
out an inferior product in the face of the obvious fact 
that nothing irritates anyone so much as cheap laces, 
merely to save a fraction of a cent per pair. 

But there are plenty of really good laces on the 
market and the sale of the lower grades is getting 
less every year. For the most part, shoe laces are 
tubular in construction, streaming out of the tubular 
knitting machines in enormous lengths and passing 
from that machine to the one in which the cutting and 
tipping is done. Mercerized fabric is the commonest 
type and sells by far in the greatest volume. Rayon is 
used—also silk. Exceedingly styleful flat-braided silk 
laces are used in women’s ties, many of them with.orna- 
mented ends instead of the plainer tips. 

Even the commoner types come in a number of dif- 
ferent widths for men’s shoes alone and, although this 
is not invariably true, the very narrow widths are 
usually the lower grades. In checking this point, the 
merchant can also examine the mesh and see whether 
it is close and tight, or loose—also whether the fabric 
has a dull, lack-lustre appearance. These are not sure 
ways of determining quality, but they usually associate 
themselves with the lower grades. 

As in all hidden shoe parts, the merchant can safely 
rely on the word of any reputable manufacturer, all 
of whom fully appreciate the fact that they can serve 
best by attempting to sell a product which measures 
up to their claims for it. 


Contrary to the belief of many, gold and silver fin- 
ishes are not sprayed on leather. In the case of gold, 
actual gold leaf is attached to the whole tanned skin. 
It is a real overlay—not a pigment treatment. Silver 
kid is made in exactly the same way, except that 
aluminum foil is used instead of silver. 
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SEE AnD USE THE NEWest 


LEATHER FIBRE 
JENKINS’ 


SPECTRO 


PATENT NO. 1,975,556 


OAK SPECTRO, another new leather 
fibre, continues Jenkins’ leadership for 
new and better heeling materials. 
OAK SPECTRO Leather Fibre more 
closely approaches the color value of 
genuine oak tanned leather than 
other fibres and assures that natural 
appearance which makes built-up 
heels so popular today. | 

OAK SPECTRO Leather Fibre for 
your white, tan and combination 
styles, will give you “natural heels” 
that are light, sturdy, smart — that 
will not scuff, crack or chip — that will 
afford lasting satisfaction because of 
OAK SPECTRO QUALITY and en- 
during beauty. 
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For samples, write 
to us at the address 
below, or call at our 
SHOW ROOM, 875 
PALMER HOUSE 





MANUFACTURERS OF QUALITY FIBERS 
BRIDGEWATER, MASS. 
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lf you paid full 


_— 


retail prices for the | ee S 


‘ 


shoes you wear... ; WA 
WHAT QUALITY OF LACE . Wn 
would you expect to find? 


Certainly nothing less than “Beaded Tip” or “Amba Tip” 
quality. That is fair—because you know that the best in laces 
costs but slightly more than the worst—and that a lace is a really 
important factor of shoe satisfaction. 


That’s why thoughtful retailers remind their manufacturers that they 
want “Beaded Tip” and “Amba Tip” laces in their shoes—and why they 
carry these laces in their findings department. They know that for thirty years 
it has been the policy of United Lace & Braid Mfg. Co. to make quality 
laces only. Whenever they see a line equipped with either “Beaded Tip” 
or “Amba Tip” laces, they know the manufacturer has given careful 
consideration to all details of quality—and that the shoes 
represent balanced value. 


RISING PRICES 


make consumers more critical of value. They 
will expect a superior lace in a high-priced shoe. 
Meet them half way with BEADED TIP or 
AMBA TIP laces. 


When writing advertisers please mention Boot and Shoe Recorder 
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It’s Inventory Time Again 


[CONTINUED FROM PAGE 304] 


Do you make a real effort to keep the customers 
you now have? Or don’t you care if they drift away? 

Do you cultivate their friendship? 

Do you avoid controversies with customers? 

Do you make every effort to inspire confidence in 
customers ? 

Do you keep careful track of what customers ask 
for? 

How do you stand with your customers—Ace-high or 
is your prestige waning? 

Are customers always handled diplomatically? 


Inventory Your Selling Methods 


Do you use a sales-budget program each year? 

Do you feature one or more items each week as 
specials? 

Is your selling what it should be? If not, what can 
you do about it EACH DAY to improve on yesterday? 

Do your window displays or store displays tempt 
people to buy or just to look? 

Do you strive to increase the average unit of sale? 

Do you have the kind of merchandise people want 
at the price they wish to pay? 

Is your stock clean and up-to-date? Adjusted to the 
requirements of the trade? 

Do you strive to maintain quality at a reasonable 
price? 

Does your selling price allow a reasonable profit 
on every line? 

Does your price reflect quality? 


Analyze Your Location and Set-up 


Is your location right? Is it on the wane? Is it a 
coming location? 

Is the rent in proportion to volume? 

Is your store layout attractive? 

Does your store impart a delightful atmosphere? 
Is it old-fashioned? 

Is there the determined absence of gloom about your 
business ? 

Do you dispose of left-overs immediately? 

Do you avoid overstocking on slow moving items? 

Have you eliminated slow-turn merchandise? 

What part did your equipment play—your window 
displays—advertising—salesmanship—telephone cour- 
tesy—store arrangement and display? 


Inventory Your Records 


Do you have a satisfactory system of records— 
bookkeeping—perpetual inventory—stock control— 
cost control? Is there room for improvement anywhere 
along the line? 

Do you watch your finances carefully—the ratio of 
overhead to sales volume—liabilities to assets? 

Is your cash and credit business balanced? 

[TURN TO PAGE 330, PLEASE] 
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TO RETAIL 
*2 web 


Styles that thrill the 
young miss through their 
use of new materials, 
smart patterns and mod- 
ern lasts. 


Cushman Shoes, despite 
their popular price 
range, are famous for 
their good fitting quali- 
ties. 


Cushman offers what is 
probably the most ex- 
tensive line of evening 
sandals in their grades 
on the market—materi- 
als — lasts — patterns— 
in wide variety. 


Made in all popular 
leathers, and in clean 


Summer 
white dyeable fabrics. 


Sandalo 


eCicoy” 


Palmer House 
Rooms 717-718 
Chandler F. Bearce 
L. C. Morgan 
Geo. K. Burns 
In Attendance 


CHARLES CUSHMAN 


COMPANY 
AUBURN, ME. 


Boston New York 
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Elsewhere in this magazine 













as depicted above 


eobes The GREEN SHOE MFG. CO. 


eS THA> ANNOUNCE A NEW, IMPORTANT IMPROVE- 
i v % Se MENT IN THE FITTING OF JUVENILE SHOES! 
7) © Basically, this feature depends on a new standard of last 
proportions evolved after a long period of experiment. ‘ 
S H O E S Not the least of a last maker’s qualification to serve the shoe y 


manufacturer lies in his ability to fully cooperate in the 


AT CHICAGO development of new ideas. 
ROOM 938-W Assisting The Green Shoe Mfg. Co. in perfecting a fundamental 
PALMER HOUSE improvement in their product is an example of Belcher’s ability 


to render a service far beyond the mere supplying of shoe 
“wood” — and one of the many reasons why shoes made over 
Belcher lasts are more often than not better fitters and smarter 
looking. 


GEORGE E. BELCHER CO. 
Ce Stoughton, Mess. 


When writing advertisers please mention Boot and Shoe Recorder 
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0A little 


firm = s$-t-r-e-t-c-h 
makes any shoe 
a better fitter 


S-T-R-E-T-C-H is the common property of all shoe goring. Firm 
S-T-R-E-T-C-H_ is the property of only the finest goring. And firm 
S-T-R-E-T-C-H is what you must have to make shoes better fitters 
—easier sellers on the floor—wear easier and longer on the foot. 


Thos. Taylor & Sons have specialized in the weaving of elastic shoe 
goring for seventy years—know the intricacies and difficulties, the 
faults and perfections of elastic goring. 


This intimate knowledge — and specialized precision and care — produces the 
firm, even, durable elasticity that has earned for SHUGOR preference among all 
makers of fine footwear—and caused its wider use for the practical value of 
improved fit as well as a style element. 


“A gored shoe is a better fitter” 


IN THIS STYLE IN THIS STYLE 
GREGORY & READ J. M. CONNELL 


i 


use 


“SHUGOR™ 


INCORPORATED 


HUDSON, MASS. 


AGENTS 


HARRY MILLER, 21 Spruce St., New York, Tel. Beekman 3-7698 MITCHELLACE, INC., Portsmouth, Ohio 

VICTOR W. HEARTEL, 161 W. Lake St., Chicago, lil. NORMAN NELSON, 318 Gilfillan Bldg., St. Paul, Minn. 

HALEY CATE ROCKWOOD CO., ISIS N. 25th St., St. Louis, Mo. CHAS. A. DOW, 430 South Broadway, Los Angeles, Cal. 
2 SEAMON STEEN, Tel. Liberty 7582, 179 Lincoln St., Boston 


bese eenn eo ew 
SSCS SS SSS SSS SSS SS SS SSS SSS SSS SS SSS SSS SSS SSS SSS SS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSCS SSS SSeS Sees ESE 





When writing advertisers please mention Boot and Shoe Recorder 








Page 330 


keep your findings .. . 


MOVING 
FAST... 





























NATION-WIDE 





BY 
RAILWAY EXPRESS 








Swift, dependable service at low economi- 
cal cost. Equally useful for wholesaler and 
retailer, in rush season or out. Prompt pick- 
up and delivery without extra charge in all 
Ht cities and principal towns. Charges include 
H $50 insurance on each shipment, and all 
deliveries are receipted for, to show arrival 
in good condition. Forwarding by fast ex- 
press trains—or by Air Express 2500 miles 
overnight. By combining Rail and Air serv- 
ice you've got the continent under your 
thumb. Hundreds of leather and shoe con- 
cerns find “it brings home the bacon” on 
the dot. ¢ For service, phone the nearest 
Railway Express office. No extra charge. 













RAILWAY EXPRESS 


AGENCY INC, 


NATION-WIDE RAIL“AIR “SERVICE 
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It’s Inventory Time Again 


[CONTINUED FROM PAGE 327] 


Do you restrict credits to good risks only, or take 
chances? 

Do you do a safe margin of cash business? 

Is your average collection period under sixty days? 

What are some of the outstanding figures in your 
business for last year? 

Who in the organization made last year a success? 

What are some of the weak-links in the chain of 
business building? 

Do you know your selling costs, or are you only 
guessing ? 

Do you study your turnover enough? Do you know 
what rate of turnover is necessary? 


Inventory Your Sales Folks 


Are your employees and salespeople working with 
you? 

Do your sales folks greet ali visitors cheerfully, as 
if glad to see them? Or do they just make a business 
transaction of it? 

Are your sales people accommodating, alert, atten- 
tive, cheerful, cooperative, intelligent, and well in- 
formed. 


Use Records to Build Business 


Thus by listing and analyzing, you will find out 
something you may not even have dreamed of before. 
Use the records of yesterday to build for tomorrow. 
Get aggressively behind your business and push it 
over the top. Inventory time is a good time to think 
about your business constructively. You can never 
get discouraged if you plan ahead. Statistics and fig- 
ures, answers to these questions, if you will compile 
them, will tell you the story. There is an unlimited 
field of opportunity around the bend. It all depends 


on organized planning. 


Inventory—Then Budget for Future 


And the beginning of a new year is the time to cash 
in on the spirit of optimism, to marshal the facts of 
your past experience, to plan for the future, so that 
you may have the best year ever when 1937 comes to 
an end. To the ambitious go-getting shoe merchant 
nothing is impossible; to the pessimist nothing is pos- 
sible. If you failed in some things last year, now is 
the time to correct the failures of the past. Analyze 
and correct them for the future. Just don’t let them 
happen again. Inventory your past accomplishments— 
then budget for the future. 





Two-tone color effects on leather (two different 
colors on the same piece of leather) are produced either 
by using a stencil to get the patterning, or by spraying 
the leather with the second color. In the latter case, 
the leather is usually covered with a screen so that the 
color distribution will followed a fixed pattern. 
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BOOT AND 


The Reeorder’s Measuring 
Stick of Values 


[CONTINUED FROM PAGE 310] 


advanced more drastically than those of better quality. 

In view of the very firm price situation in the textile 
field, we asked a recognized authority in that indus- 
try to give us a market report. Here it is: 

Cotton drills and twills used extensively for shoe 
linings have shared, although not as yet fully, the 
sharply advanced price trend which has developed in 
cotton cloths generally since last May. 

_ Standard shoe drills are currently selling at ad- 
vances of 21 to 26% per cent above the year’s low. 
Merchants believe that further advances are inevitable; 
first, because of the heavily sold condition of mills, and 
second, because many mills producing such fabrics also 
make other cloths which have shown better advances, 
and the temptation is to switch looms to the more profit- 


able cloths. This would sharply reduce the supply of 


shoe drills. 
Price comparisons on some standard cloths follow: 


Year's Current Per 
Low Price Cent Gain 


37-inch 2.35 .......... oy I 21.0 
37-inch 2.75 .......... 8i/, 103, 26.5 
37-inch 3.25 .......... 1, % 23 
Twills— 

37-inch 2.00 .......... 12!/ 133% 10.0 
37-inch 2.35 .......... 1 12 9.0 
37-inch 2.85 .......... 954 10!/, 8.2 





Fine New Men’s Department 


CoL_umBus, On10—The new men’s shoe department 
of the Union Co., recently completed, has attracted con- 
siderable attention in this city both among customers 
and merchandisers, and has become as a result the 
pride of the store’s staff. The department, located on 
the second floor, has been completely remodeled after 
an artist’s conception of a modern shoe department, 
the idea having been lifted exactly from a drawing 
which appeared in a recent issue of the Apparel Arts 
Magazine. 

The department formerly situated practically in the 
center of the second floor men’s clothing department, 
has been shifted to the immediate right of the elevator 
with the north wall as a background. Extremely mod- 
ern in design, the new set-up carries out a color scheme 
of mauve and white with chrome trimmings. A bright 
red fitting bench with comfortable seating arrange- 
ments in leather cushions of scarlet, line one wall and 
run the entire length of the department. Other furnish- 
ing and fixtures of solid oak complete the picture. 

Clyde W. Martin, manager of the shoe division at 
the Union, indicated that the move and remodeling of 
the department was brought about primarily as a result 
of the increased business which his section has been 
enjoying through the late months. 


1936 
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WHY? 


Akron, Ohio. 
Albany. New York. 
Ardmore, Oklahoma. 


Birmingham, Ala. 
Boston, Mass. 
Buffalo, New York. 
Butte, Montana. 
Charleston, W. Va. 
Chicago, Illinois. 
Cincinnati, Ohio. 
Cleveland, Ohio. 
Dallas, Texas. 


Detroit, Michigan. 

Fort Worth, Texas. 
Fresno, California. 

Grand Rapids, Michigan. 
Houston, Bie 3 . 





Milwaukee, Wisc. 
Minneapolis, Minn. 
Newark, N. J. 
New Haven, Conn. 
New Orleans, La. 
New York City, N. Y. 
New York City, N. Y. 
New York City, N. Y. 
New York City. N..Y, 
Oklahoma City, Okla, 
Omaha. Nebraska. 1 
Philadelphia, Pa. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Phoenix, Arizona. 
Pittsburgh, Pa. 
Portland, Oregon. 
Richmond, Va. 
Rochester, N.Y. 
Sacramento, Cal. 
St.Louis. Mo. 
st Pal, Minn. 
St Veteeay, Fig. 


a noe, xan. Y 


Senta saree; ‘Gal: 
San ‘Francisco, Calif. “ 
San Frantisco, Calif./ , / 
Seattle, Washington. 
Shreveport, La: 
Spokane, Wash. 
Syracuse, N. Y. 
Tacoma, Wash, 
Tampa, Fla. 

Topeka, Kansas. 
Trenton, N. J. 

Tulsa, Okla. 

Tucson, Arizona. 
Utica, New York. 
Waco, Texas. 
Washington, D. C. 
West Palm Beach, Fia. 
Wichita Falls, Texas. 
Wichita, Kansas. 
London, England. 
London, England. 


The M. O'Neil Company. 
Louis Cohen, c/o Fleishman’'s. 
Westheimer & Daube. 

Edwin Burge, Inc. 

Rich’s Queen Quality Shoe Dept 
Hutzler Brothers Co. 
Loveman, Joseph & Loeb. 
ET. Slattery Co. 

Flint & Kent. 

Symons D. G. Co. 

May Shoe Co. 

Chas. A: Stevens & Co. 

The H. & S. Pogue Company. 
The Higbee Company. 
Kelton Shoe Store. 

The Rike-Kumler Co. 

The Daniels & Fisher Stores Co. 
R. H, Fyfe & Co. 

W. C. thera Co. 

Neil, White & Co. 

Paul Steketee & Sons. 

Krupp & Tuffly. Inc. 

The Wm. H. Block Company. 
Levy's Bootery Co. 

Bell Shoe Co. 

H, C. Vollrath. 

Baynham Shoe Co. 
Wetherby-Kayser Shoe Co. 
Stewart D. G. Co. 

J. Goldsmith & Sons Co. 
Burdine‘’s Bootery. 

T. A. Chapman Co. 

The ion Co. 

Hahne 6 Co. 

Hamilton & Co.. Inc. 

D. H. Holmes Co., Ltd. 

Lord & Taylor. 

John Wanamaker, 

Sommers, “4 

Jay-Thorpe. In 

Ecton’s Smart — 
Napier’s Booterie. 

Strawbridge & Clothier. 

Wn. H. Steigerwalt. 

Robt. Cherry's Sons. 

John Wanamaker. 
Wetherby-Kayser Shoe Co. 
Joseph Horne Co. 

Ungar, Inc. 

Miller & Rhoads. 

B. Forman Co. 

Lavenson’s. 

Famous-Barr Co, 
Schunemans & Mannheimers. 
Willson-Chase Bootery. \ 
Zion's Coop. Mere. Inst. 
Frank Brothers. fi 
Wetherby-Kayser } 
Michel A. Levy. y 
Livingston Bros., Inc. 
O’Connor, Moffatt & Co. 


Turre 
Phelps Shoe Co. 


McDonald ‘Shoe Co. 
Maas Bootery. 

Crosby Bros. Co. 

H. M. Voorhees & Bro. 
Walk-Over Boot Shop. 
Levy Bros. D. G. Co. 


Tectors’. 

R. E. Cox D. G. Co. 
Wm. Hahn & Co. 
Hatch Bootery. 
Standish Shoe Co. 
Jones-O’Neal Shoe Co. 
Chas. H. Baber, Ltd. 
Upson’s, Ltd. 


LEADERSHIP IN 
STYLE and QUALITY 


LAIRD, SCHOBER 


TURN PATTERN SHOES - TRAVELESE WELTS 


PHILADELPHIA 
NATIONAL SHOE FAIR . . . . CHICAGO 
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Women Buy Annually 
Per Capita 










. Men Buy Annually 
160,700,000 | 277 pAIRS 








A Bird’s-Eye View 


CHARTS that tell in a flash the 
estimated production of shoes for 
1936, the per capita consumption, 
as well as the stores and places of 
business that sell this grand total 
of over 400,000,000 pairs of shoes 
to the American public. No 
nation on the face of the globe 


Women’s Shoes 


boa 7 


soards rest 


rE: eee soem - 









shows a comparable use and ap- 
preciation of footwear. With the 
salesmanship and _ promotional 
planning for 1937 even higher 


totals are in contemplation. 


103, 300, 000 
Men’s Shoes 


Misses Buy Annually 
Per Capita 
I 












36,000,000 
Misses and Children’s 











\ 


: , 
i 

a | 

; 

a 








AZ 








IN a break-down of the distribution of shoes at re- 
tail, we have taken the percentages of 1933 and charted 
them so that you can see at a glance through what 
distributive channels the shoes go to the American 
public. Remember also that the classification 
“Chain Stores” includes “three or more stores 
operated by an individual having the capacity 
to manage, direct and finance 

more than a single store.” 


WY) WELL. 

















Individual Chain 
| Shoe Stores 
Stores 
28.1% 30.2% 





De artment Country General Mail 
tores General Merchandise Order. 
Stores Stores Houses 
16.5% 90% 3.8% 2.T% 
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of the Shoe Industry 





THE Dis:ribution Census for the year 


Estimated Shoe Distribution in 1935 1935 has been prepared to the extent 


Men's Shoe Stores 

Women's Shoe Stores 

Family Shoe Stores 

Total Shoe Stores 

Department Stores 

Groceries With Apparel 
Groceries With Dry Goods 
Groceries With Other Merchandise 
General Merchandise Stores 

Mail Order Houses 

Family Clothing Stores 

Men's Clothing & Furnishing Stores 
Dry Goods Stores 

Women's Ready-to-Wear Stores 
Variety Stores 

Men's Furnishing Stores 

Army and Navy Goods Stores ........ , 
Total All Stores 





$39,641,396 4.7 
67,474,717 8.0 
384,605,887 45.6 
491,722,000 
139,167,603 16.5 
3,373,735 0.4 
21,085,849 2.5 
51,448,474 = 6.1 
32,050,490 3.8 
22,773,719 = 2.7 
21,085,849 2.5 
19,398,982 2.3 
18,555,547 2.2 
10,121,207 1.2 
9,277,773 11 
1,686,867 0.2 
1,686,867 0.2 
843,434,962 








Boys Buy Annually 
Per Capita 


“16,000,000 
Boys and Youth/’s 


Infants Buy Annually 
Per Capita 
9 PAIRS 


21,500, 000 
Infants Shoes 


of covering the retail shoe store totals 
for that year (the first three classifica- 
tions in the table to the left). Taking 
the former distribution census per- 
centage as a key, we on the RECORDER 
have plotted the rest of the chart in the 
belief that between 1933 and 1935 there 
have been no great significant changes 
in points of distribution. 


Other Types Bought Annually 


Per Capita 
0.47 PAIRS 


a 


65,500,000 
Miscellaneous Types 








HOW much is all national in- 
come? How much is. all retail 
income—out of which the shoe 
business gets an estimated $843,- 
000,000? What is the relation- 
ship of national income in 1935 
to 1929? By seeing these figures 
we can visualize how much prog- 
ress has got to be made before we 
are back to the prosperity of 1929. 





National % 
Income Produced of 
(in millions) 1929 


100.0 
83.8 
66.1 
48.8 
51.5 
59.7 
65.4 


Year 


67,917 


Retail = 
Income Produced of 
(in millions) 1929 
100.0 

85.4 

70.2 








Famil 
Clothing 
Stores 


2.5% 


WLLL 


Men's 
Clothing & 
Furn. Stores 


2.3 Vo 


CLLLLLLLLLLLA 


Dry Goods Women's 
Stores Ready to 


2.2% 


Wear Stores 


1.2% 


LLAMA MMM hhh. 
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Building 
‘“Kepeat 





MISS MYRTLE N. MAXWELL 


@PERATING a hosiery department in a way that is 
satisfactory to the patrons, to the owner and to those 
of us in the department is not such a job after all, if 
one will only analyze the problem from all angles. 

In the first place, C. H. Baker has a good slogan, 
“A shoe store is the logical place to buy hosiery.” 
Then the important thing is to convince the customer 
that this is true. Good merchandise, good personalized 
service, good newspaper publicity and good displays, 
interior and window, are equal contributing factors 
in convincing the trade that Baker’s slogan is a logical 
one which should be followed. 

Current fashion is another factor in selling hosiery 
in a shoe store. Today, hosiery is an important item 
in the complete ensemble and we consider it our duty 
to our patrons to sell them the correct color, weight 
and size. Advice on length or weight is received as 
a matter of course, but the question of color is of 
such importance that a salesperson must have a sup- 
ply of reliable information. 

From the angle of the store management, a hosiery 
department takes up very little space; it requires a 
comparatively small investment, so a good turnover 
is possible; and, most important, a live hosiery sec- 
tion will materially increase customer traffic, because 
sheer stockings, steadily gaining in popularity, have 
to be replaced more often than any other article of 
wearing apparel. 
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Business’’ 


In Hosiery 


C. H. Baker’s “Guaranteed Hosiery” Promo- 
tion Not Only Makes New Friends But Brings 
Back Old Customers Again and Again 


by MISS MYRTLE N. MAXWELL 


HOSIERY BUYER FOR THE EIGHT C. H. BAKER SHOE 
STORES IN SOUTHERN CALIFORNIA 


To operate a profitable hosiery department, we must 
have many, many repeat customers. There is no doubt 
but that one can buy a good dollar stocking in any 
representative store, but the idea is to get them to 
buy Baker’s hosiery. This means we must have the 
best possible quality at the price the customer will 
pay. This does not mean cheapness, but rather quality 
at a price. We are proud to say that professional 
shoppers have given our hosiery the highest possible 
rating. 

In Baker’s we feel we would rather not make a sale 
just for the sake of a sale. We want to send the cus- 
tomer away with the feeling that she is glad she came 
in, rather than sorry she bought. 
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source of supply; the stores which carry 
this number and their sales, “On Order” 
records are also included. 





BOOT AND SHOE RECORDER, December 26, 1936 Page 335 


Ms. Oe A o tone 

















because specialization produces craftsmanship. Con- 
centrating on this one effort, Connolly has made a 
success of specialization, in Fine Kangaroo and Kid 
Footwear for Men. Style, Comfort, and Durability 
are characteristics of the line. Genuine Kid and 
Kangaroo Skins intelligently selected, adapted to 
smart designs, and lasted by expert shoemakers. 
Your merchandising success is attained by the per- 
formance of the shoes that you sell. See Connolly's 
complete line at the National Shoe Fair, Room 804, 
Palmer House. 


C.F. Englin @ O.R. Blechinger 
J. A. Schadegg @ I. A. Hall 
R. W. Gibbon @ Robert Lahey 


will be in attendance 





OUR CATALOG NO. 36 IS READY 
FOR YOU. EFFICIENT IN-STOCK SERVICE 
ON CONNOLLY KID AND KANGAROO 
SHOES. 75 SOFT LEATHER STYLES, SIZES i | 








+15, AAA TO EEEE. 




















SHOE COMPANY ¢e¢ Stillwater, Minnesota 


—— 


When writing advertisers please mention Boot and Shoe Recorder 
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Arrangement and display 


of stock are important factors in the building of “repeat business” 


on hosiery. Photo shows a well arranged hosiery section from one of the Baker stores. 


A good hosiery stock for the women in a moderate 
priced shoe store will consist largely of medium weight 
chiffons. Then the two-thread chiffon for high style 
numbers and the heavier five- and seven-thread service 
weights. The percentage carried will vary from store 
to store, but the medium weights are really the back- 
bone of the business in a shoe store. Added to this, 
are the meshes, novelty heels and such fashion novelties 
as a store can successfully merchandise. 

In the eight Southern California C. H. Baker shoe 
stores hosiery departments under my jurisdiction all 
do a first-rate job on the basic hose. The Wilshire 
and Hollywood stores sell a greater percentage of 
the higher-priced goods, while in Long Beach the mesh 
and novelties account for the extra business. 

A money-making hosiery stock is narrowed down 
to as few lines and prices as possible, so as to sim- 
plify the merchandising problem. Basic stocks’ must 
be kept up at all times. Then it pays good dividends 
to anticipate one’s wants over a 30- to 60-day period 
if prompt deliveries are wanted. 

Practically all problems in colors, prices and odds 
and ends have been eliminated due to the narrowing 
down process. This does not mean that such a slender 
stock is carried that patrons are disappointed in selec- 
tions or service. However, with the strong trend toward 
novelties, the possibilities of losses and markdowns 
will increase, This means a closer scrutiny of the 
stock records, more frequent buying and a constant 
watch for sudden style shifts. All this takes merchan- 


dising will power, but the welfare of one’s business 
warrants taking such drastic steps. 

The store management has a regular hosiery ad- 
vertising plan. Some separate hosiery advertisements 
are used, but the usual policy is to mention hose in 

[TURN TO PAGE 348, PLEASE] 
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Hanan & Son 


NEW YORK . 


Hanan Shoes have kept the faith 

for more than eighty years and are 

recognized by consumers as the stand- 

ard by which footwear of all grades 
may be measured. 


This standing gives the owner of a: 
Hanan franchise added prestige in his 
community. 


It is a hall mark of quality and aug- 
ments the prestige of any merchant. 


Quality, style and character have 
combined throughout the years to 
build and maintain such standing. 


Hanan Agencies are worth having. 


Quality ... like Character ... Endures. 
‘aig 


671 North Sangamon St., Chicago, II. 


Shoe Fair Exhibit, Room 721, Palmer House, Chicago 
January 4-5-6-7 











When writing advertisers please mention Boot and Shoe Recorder 
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TABLE | 
PER CAPITA PRODUCTION AND CONSUMPTION 
All Shoes Made Wholly or Partly of Leather 


(000 Omitted) 
Total Total Shoe Estimated Consumption Production 
Population Production Consumption Per Capita Per Capita 
1880 50,156 125,479 123,719 2.47 2.50 
1890 62,948 173,863 171,327 2.72 2.76 
1899 74,799 217,965 214,742 2.87 2.91 
1900 75,995 219,235 215,394 2.83 2.88 
1904 82,601 242,110 237,340 2.87 2.93 
1909 90,691 285,017 275,567 3.05 3.14 
1914 97,928 292,666 281,633 2.88 2.99 
1919 105,003 331,225 308,122 2.93 3.15 
1921 107,533 286,771 277,898 2.58 2.67 
1922 109,330 323,876 300,071! 2.74 2.96 
1923 111,010 351,114 331,088 2.98 3.16 
1924 112,844 313,231 327,858 2.91 2.78 
1925 114,562 323,500 313,810 2.74 2.82 
1926 116,254 323,423 320,083 2.75 2.79 
1927 117,921 343,608 330,829 2.81 2.91 
1928 119,563 344,351 342,948 2.87 2.88 
1929 121,181 361,402 354,460 2.93 2.98 
1930 123,191 304,170 336,121 2.73 2.47 
1931 124,070 316,240 313,696 2.53 2.55 
1932 124,822 313,290 319,802 2.56 2.51 
1933 125,693 350,382 336,315 2.68 2.79 
1934 126,425 357,119 357,361 2.83 2.82 
1935 127,172 383,761 376,283 2.96 3.02 
1936* 128,000 403,000 396,540 3.10 3.15 
*Estimated. 





Smashing All Reeords 
In Shoe Production 


[CONTINUED FROM PAGE 101] 


stitutes for those which would have been purchased 
anyway. But many have been extra shoes. So far this 
year, a breakdown of men’s shoe production into work 
shoes and dress shoes shows an increase of only 1 per 
cent in work shoe production as compared with a 5 per 
cent increase in dress shoes. The indications are, there- 
for, that a style factor in men’s shoes has had some 
effect in increasing per capita demand as well as total 
volume. 


Leadership in Misses’ and Children's Shoes 


As has previously been pointed out in these articles, 
manufacturers of misses’ and children’s shoes are pro- 
ducing shoes for a basic market which is growing at an 
extremely small rate. Increases in volume must come 
from gains in per capita demand. Such an increase 
did take place in 1936. Per capita consumption rose 
from 2.92 pairs in 1935 to 2.95 pairs in 1936. While 
this is higher than in any year since 1929 it is con- 
siderably less than in the pre-depression years when 
consumption was consistently in excess of three pairs 
per capita. 

In part, some of the loss in volume from pre-depres- 
sion levels has probably arisen from an increased use 
of women’s shoes by girls in the 5-14 year age group. 
Whatever the explanation, the fact remains that despite 
the increases in demand since 1931, the trend is still 
downward. An examination of the figures shows that 
there were over 4 million more pairs of misses’ and 
children’s shoes pr ed in 1923 than there were in 
1936—and yet between those years there was an in- 





TABLE II 


PER CAPITA PRODUCTION AND CONSUMPTION 
OF WOMEN'S SHOES 


(000 Omitted) 
a wi . Estimated roduction 
15 & Over Shoes , Consumption bey Mor Capita 
1921 35,922 109,990 108,354 3.02 3.06 
1922 36,674 112,039 109,090 2.97 3.05 
1923 37,424 117,940 113,854 3.04 3.15 
1924 38,179 110,333 114,024 2.99 2.89 
1925 38,942 113,261 111,491 2.86 2.91 
1926 39,707 115,166 114,166 2.88 2.90 
1927 40,484 119,492 117,861 2.91 2.95 
1928 41,258 127,362 125,009 3.03 3.09 
1929 42,046 134,181 134,829 3.21 3.19 
1930 42,982 114,963 129,341 3.01 2.67 
1931 43,536 119,460 121,500 2.79 2.74 
1932 44,038 121,149 125,589 2.85 2.75 
1933 44,634 136,503 133,462 2.99 3.06 
1934 45,172 138,031 141,058 3.12 3.06 
1935 45,720 151,793 149,746 3.28 3.32 
1936* 46,300 160,700 159,850 3.45 3.47 
*Estimated. 





crease in population of over a million girls. Unless 
per capita demand for these shoes is stimulated there 
will be no hope for an increase in actual volume to 
the levels reached in 1927, 1928 and 1929. 


Boys’ and Youths’ Shoes 


Without exception, the picture presented by the 
figures on production and consumption of boys’ shoes 
is by far the worst. In misses’ and children’s shoes 
there was at least some recovery from the depression 
lows. In boys’ shoes per capita demand gets worse 
every year. Between 1921 and 1928 there were some 
indications of an upward trend. Since then the trend 
of per capita demand has been definitely and steadily 
downward. Per capita demand in 1936 (1.33 pairs) 
was 31 per cent less than in 1928. 

Actual volume, too, has been declining steadily. The 
very slight gains witnessed in this population age 
group have been too small to offset per capita losses. 
If we are looking for new records, they may be found 
here. Production and consumption, both actual and 





TABLE Ill 


PER CAPITA PRODUCTION AND CONSUMPTION 
OF MEN'S SHOES 


(000 Omitted) 

Pomme —— Estimated Consumption Production 

15 & Over Shoes Consumption perCapita perCapita 
1921 37,612 69,544 64,374 1.71 1.85 
1922 38,304 95,112 80,474 2.10 2.48 
1923 38,994 104,215 96,562 2.48 2.67 
1924 39,683 88,236 93,763 2.36 . 2.22 
1925 40,379 90,180 86,613 2.15 2.23 
1926 41,072 89,917 87,569 2.13 2.19 
1927 41,774 95,395 90,320 2.16 2.28 
1928 42,472 91,120 91,592 2.16 2.15 
1929 43,177 95,013 91,573 2.12 2.20 
1930 44,028 77,406 85,381 1.94 1.76 
1931 44,492 78,268 77,559 1.74 1.76 
1932 44,898 75,294 76,657 1.71 1.68 
1933 45,375 89,182 82,175 1.81 1.97 
1934 45,829 91,705 90,324 1.97 2.00 
1935 46,319 99,917 96,360 2.08 2.16 
1936* 46,875 103,300 101,537 2.17 2.20 


*Estimated. 
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J] SJ 
SEE THEM 


AT 
ROOM 684 
PALMER HOUSE 
JAN. 4, 5, 6, 7, 1937 


See these fine looking 
shoes — the right and 
left quarters—the short 
back patterns—the pop- 
ular prices (misses to re- 
tail at $3.00 per pair 
up)—the excellent ad- 
vertising cooperation. 
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FINEST JUVENILE FOOTWEAR 





These Famous Names 


stand for QUALITY: 


TOM-BOY 

CHILD LIFE 
COLLEGE CHUMS 
RESEARCH 


Featuring one of the most comprehensive 
IN-STOCK Departments in the trade— 
Infants’ to Growing Girls’ Goodyear Welts 


Exclusively. 


Shoe Mfg. Co. 


Goodyear Welfts Exclusively 
MILWAUKEE, WISCONSIN 





The Biggest Show in Footwear History 


[CONTINUED FROM PAGE 121] 


Men’s Styles Revue Gerald McCann 
Authority and writer on Men’s styles. New York Herald 


Tribune 


A complete styles presentation displaying models of 
men’s apparel for Spring and Summer. See the correct 
shoes to be sold with the approved men’s style wardrobe 
for Spring. Know the colors, study the patterns—inform 
yourself with fashion information that will help you build 
a more permanent and profitable men’s shoe business. 


Women’s Styles Revue “The Voice of Fashion.” 


Footwear: The Spring shoes worn in the revue have been 
selected from the leading retail shoe stores in Chicago. 


Women’s Apparel: With the cooperation of the Style 
Creators of Chicago, the National Shoe Fair presents 
Spring’s authentic feminine fashions inspired by the trend- 
setting modistes of Paris. They will present a collection 
of original creations from the Chicago market, recognized 
as a preeminent center for authentic fashions. This pres- 
tige has been due largely to the efforts of the Style Creators 
of Chicago, an organization whose more than 100 member 
firms are making notable contributions to the designing 


skill of the nation. 
Millinery: The millinery worn by the manikins has been 
styled by the members of the Midwestern Millinery As- 


sociation of Chicago. This group of millinery manufac- 
turers, because of their originality and style leadership, 


has brought prestige and increased recognition to Chicago 
as a center for advanced trends in thé newest millinery 


modes. 
Merchandising Clinics 
Tuesday—January Sth 

All day in EXPOSITION HALL, Palmer Houe, 4th Floor 


Expense Control and Store Management Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


Sales Planning—Sales Promotion Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


Store Modernization Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


Wednesday—January 6th 


Expense Control and Store Management Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


Sales Planning—Sales Promotion Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 
[TURN TO PAGE 34], PLEASE] 
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TABLE IV 


PER CAPITA PRODUCTION AND CONSUMPTION 
OF MISSES' AND CHILDREN'S SHOES 


(000 Omitted) 
Population Production 
ey —— ai, Consumption se 
1921 11,062 35,066 33,053 2.99 3.17 
1922 11,202 39,442 36,016 3.22 3.52 
1923 11,337 40,136 37,958 3.35 3.54 
1924 11,467 35,694 36,437 3.18 3.11 
1925 11,594 38,691 35,741 3.08 3.34 
1926 11,715 38,577 37,570 3.21 3.29 
1927 11,835 39,650 38,023 3.21 3.35 
1928 11,948 37,136 37,794 3.16 3.11 
1929 12,058 39,927 37,961 3.15 3.31 
1930 12,208 32,037 35,727 2.93 2.62 
1931 12,246 34,308 33,044 2.70 2.80 
1932 12,270 33,600 33,914 2.76 2.74 


1933 12,305 33,180 33,345 2.71 2.70 
1934 12,339 34,520 33,869 2.74 2.80 
1935 12,375 37,276 36,168 2.92 3.01 
1936* 12,410 36,000 36,598 2.95 2.90 


*Estimated. 





per capita, were lower in 1936 than in any year since 
records were first kept. 

In the misses’ and children’s shoe field it: was sug- 
gested that part of the decline might be caused by a 
shift in demand from misses’ shoes to women’s. In 
the boys’ shoe field no parallel explanation can be 
found for there has also been a downward trend in 
demand for men’s shoes. A year ago it was pointed 
out what this loss in volume meant to the shoe indus- 
try in terms of dollars. The decline in volume between 
1934 and 1935 cost the shoe industry, it was stated, 
over 114 million dollars. The further decline which 
took place this year represented a further loss of about 
$900,000. Since 1933 the loss has amounted to almost 
three million dollars. 


Leadership in Infants’ Shoes 

An entirely different picture is found here. The new 
records are distinctly favorable. In 1936 per capita 
consumption was higher than in any year on record 
while per capita production was exceeded only in one 
previous year, 1923. The gain witnessed in per capita 
demand, however, has not been sufficient to offset the 
declines in population. In this age group the popula- 
tion is growing smaller and has been less in each year 
since 1924. As a result, 1936 consumption, while at 
a higher per capita rate than ever before, was less than 
in the years 1923 to 1929, inclusive. If actual volume 
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TABLE V 


PER CAPITA PRODUCTION AND CONSUMPTION 
OF BOYS' AND. YOUTHS' SHOES 


(000 Omitted) 
Population —-Predustion 
Seis Sheee Censumption per Caplin, per Capita 
1921 11,276 18,462 18,462 1.64 1.64 
1922 11,426 21,632 20,047 1.75 1.89 
1923 11,569 22,239 21,936 1.90 1.92 
1924 11,708 20,274 21,257 1.82 1.73 
1925 11,843 21,021 20,648 1.74 1.77 
1926 11,972 21,011 21,066 1.76 1.76 
1927 12,099 24,229 22,670 1.87 2.00 
1928 12,219 23,032 23,630 1.93 1.88 
1929 12,338 22,993 23,013 1.87 1.86 
1930 12,492 18,530 20,762 1.66 1.48 
1931 12,531 20,047 19,289 1.54 1.60 
1932 12,557 18,100 19,074 1.52 1.44 
1933 12,594 19,944 19,022 1.51 1.58 
1934 12,617 17,348 18,646 1.48 1.37 
1935 12,658 17,847 17,597 1.39 1.41 
1936* 12,690 16,000 16,924 1.33 1.26 


*Estimated. 





is to be maintained, and as many units sold in the 
future as are now being sold, per capita demand will 
have to maintain an upward trend. 


Miscellaneous Types 


Slippers and moccasins for house wear make up the 
largest part of this group. It also includes athletic 
shoes, barefoot sandals, beach sandals, and other mis- 
cellaneous types of footwear. As a matter of con- 
venience, per capita production and consumption have 
been computed using total population as the base. 

It will be noted from the data that the trend has 
been consistently upward, not only as far as volume is 
concerned, but from the per capita point of view as 
well. Per capita consumption in 1936 rose to 0.47 
pairs. This compares with a consumption of only 0.30 
in 1926. This upward trend in per capita production 
and consumption, combined as it has been with an in- 
creasing population, has resulted in a constant growth 
in actual physical volume. Since 1922 the curve of 

[TURN TO PAGE 348, PLEASE] 





TABLE VI 


PER CAPITA PRODUCTION AND CONSUMPTION 
OF INFANTS’ SHOES 


(000 Omitted) 
Pietent Esti Consumption Production 
5 Years Shoes per Capita per Capita 
1921 11,671 17,379 17,379 149 ~§=1.49 
1922 11,724 23,939 20,658 1.76 2.04 
1923 11,776 27,015 25,477 2.16 2.29 
1924 11,807 23,823 25,419 2.15 2.02 
1925 11,804 24,587 24,205 2.05 2.08 
1926 11,788 24,014 24,301 2.06 2.04 
1927 11,729 24,542 24,278 2.07 2.09 
1928 11,666 23,834 24,188 2.07 2.04 
1929 11,562 23,750 23,792 2.06 2.05 
1930 11,481 18,558 21,154 1.84 1.62 
1931 11,265 18,546 18, ‘552 1.65 1.65 
1932 11,059 15,653 17,099 1.55 1.42 
1933 10,785 18,578 17,115 1.59 1.72 
1934 10,468 19,451 18,515 1.77 1.86 
1935 10,100 21,167 2.01 2.10 
1936* 9,725 21,500 21,334 2.19 2.21 
*Estimated 
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The Biggest Show in 
Footwear History 


[CONTINUED FROM PAGE 339] 


Store Modernization Clinic. 
Consultation Hours: 9:30 to 12 Noon 
—Afternoons 2 to 5 P. M. 


10 A. M—Room 9, Palmer House, Third Floor 


ANNUAL MEETING OF THE NATIONAL COUNCIL 
OF SHOE RETAILERS, INC. 


Ward Melville, Presiding 


Annual Report Executive Secretary 


Round Table Discussions: 
Legislative Outlook 


Human Relations in Retailing 
Presentation and Consideration of Resolutions 
Election of Officers 


The National Council of Shoe Retailers, Inc. of New 
York, through its Executive Secretary, William Girdner, 
has announced that the Annual Meeting of the association 
will be held on Wednesday, January 6, at the Palmer 
House, Chicago. 

The time and place was selected to coordinate with the 
dates of the National Shoe Fair, which will be held in 
Chicago, January 4, 5,6 and 7. Because of the attendance 
at the Shoe Fair of many of its members, the National 
Council of Shoe Retailers, Inc. decided to hold its meeting 
during the period of the Fair to permit as large an at- 
tendance of members as possible. 

The meeting of the association will be limited to mem- 
bers and shoe operators interested in the work of the 
organization. 


Wednesday Evening—January 6th 


Second Annual Banquet — National Shoe Fair 
(Tickets $7.00) 


7 o'clock — Grand Ballroom, Palmer House, 4th Floor 
Jointly sponsored: 
National Shoe Retailers Association 
National Boot and Shoe Manufacturers Association 


MELODY — MIRTH — MUSIC — ENTERTAINMENT! 


Where an entire industry will mingle in friendly contact 
and relaxation. 
A surpassing revue of sparkling entertainment. 
Stage Stars — Radio Artists — Nite Club celebrities 
Beautifully staged for your amusement 


Thursday—January 7th 


A full day for writing sizes and complete buying require- 
ments for Easter selling. 

With definite assurance of the largest Shoe Fair ever 
staged under one roof, in point of number of exhibitors, 
and with indications pointing to a record attendance of 
merchants, the first week in January in Chicago promises 
to mark a significant milestone in shoe trade history. It 
will bring together all branches of this great industry, 
united with a common purpose of making 1937 a better 
and a more profitable year for all who devote their energies 
to the business of making shoes and accessories and dis- 
tributing them to the American public. It gives every 
promise of fulfilling that worthy purpose. 
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summer 
playmates 


Near the sea and on the sea— 
J. Mackey cork beach sandals 
will be as popular as the water 
itself. For sea and shore dwell- 
ers go for the varied Mackey 
Cork models as readily as they 
do for the sun and air! 

All Mackey models will be liv- 
ing active lives on active feet. 
That’s why you should see the 
complete summer line. And 
make certain to stock a well- 
rounded line. For Mackey 


products are big sellers. 


At the Chicago Show, 
J. Mackey Sandals will 
be on display at the 
Palmer House, Room 
1346W, January 4, 5, 
6, 7. 


J. MACKEY & SON 


715 BROADWAY, N. Y. C. 
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WHY MILLIONS 


THERE’S no mystery about the tremen- 
dous year-after-year demand for 
Douglas Shoes. People buy them for 
very definite reasons. They buy them 
again and again... . 


* Because of their style. . . . Douglas 
always offers a full assortment of the 
best and newest styles. 


® Because of their All-Leather Con- 
struction. ... W. L. Douglas today, as 
always, stands firm on the All-Leather 
Standard. 


* Because of their reputation. . . . For 
60 years the Douglas trade-mark has 
had the greatest acceptance in the shoe 
industry. 














* Because of their price. .. . A range 
of popular prices that appeals to almost 
every pocketbook. 


* Because of their advertising. . . . 60 
years of continuous and powerful mag- 
azine and newspaper advertising. 


These reasons explain why the Douglas 
line gives fast turnover and increased 
profits to Douglas dealers. 





Douglas is proud to show their 
finest line in 60 years. See them 
at the National Shoe Fair, Chicago, 
January 4th to 7th, Palmer House, 
Rooms 884 and 885. 











W. L. DOUGLAS SHOES 


__» 299 Broadway, New York BROCKTON, MASS. Broadway Arcade Bidg., Les Angeles 





| When writing advertisers please mention Boot and Shoe Recorder 
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Visit 
Room 856 at the 
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Big National Shoe Fair 
January 4-5-6 and 7, Palmer 


House, Chicago. 


See the smart 


new line of Packard Styles for 
Spring and the complete line of those 
famous Skokies that made merchandising 
history in 1936. Open house the entire 
four days for old friends and new friends. 
Make Room 856 your headquarters 
and walk right in—the place is yours. 











M.A. PACKARD COMPANY 





Retail Survey Shows Sales Gain 





Harrisburg Merchants Report Sales Gain for 1936—Majority 
Optimistic on 1937 Outlook 


HarrispurG, Pa.—An average gain 
of 38 per cent in the shoe business was 
reported by Harrisburg shoe merchants 
for the year 1936 as compared to last 
year. Merchants, with but one or two 
exceptions, agreed that conditions are 
considerably better than they have been 
for some years and that the depression 
is definitely over. 

Attributing the increase in shoe sales 
to greater employment, managers and 
owners of Harrisburg’s shoe shops look 
eagerly forward to a new year, sure 
that sales will soar even higher. Re- 
tailers look optimistically to 1937 to 
bring a year of prosperity. 

Harry F. Hannasch, manager of the 
shoe department at Pomeroy’s, Inc., 
Fourth and Market Streets, reported 
that “business has been good and we 
have had an excellent Fall season. The 
increase put sales above the Federal 
Reserve figures for this district. There 
is a decided trend toward quality mer- 
chandise. 

“The year 1987 looks as though it 
will be good, especially from the fash- 
ion angle,’ Mr. Hannasch proceeded. 
“Women’s shoes are prettier and better 
styled, which should in itself result in 
added business.” 

“The year 1936 has been exception- 


ally good,” said E. V. Gens, manager 
of the Hanover Shoe Store, 335 Market 
Street. “We have not taken inventory 
yet, but it is safe to say our increase 
will be close to 75 per cent, better than 
any of the past three or four years.” 

Mr. Gens said, “Indications are that 
1937 will even exceed this year’s busi- 
ness because there is more employment 
in local shops and industry.” 

“Business this year has shown some 
improvement over last year,” Leonard 
J. Gray, manager of Book’s Shoe Store, 
831 Market Street, commented. “I 
think our 1937 business will be con- 
siderably larger due to the fact that 
more people are working and there is 
more money in circulation.” 

The volume of sales at the G. R. 
Kinney Shoe Store, 319 Market Street, 
where a great amount of remodeling 
was recently finished, showed a nice 
increase this year, according to S. S. 
Dunkelberger, manager. He voiced an 
opinion that business should continue 
to increase because working conditions 
are better. 

“There is no question but that this 
has been a banney year for the shoe 
department of Bowman & Company,” 
Manager Walter F. Deissler, reported. 
“In fact it has been the best year a 


= = 


SHor, BROCKTON, MASSACHUSETTS 


shoe department has ever had in the 
store.” 

“Things will be as good, if not bet- 
ter, next year than they were during 
1936,” Mr. Deissler said. 

J. H. McCormick, manager of the 
Park Lane Shoe Store, 302 Market 
Street, reported that “business has 
been good and showing large increases 
right along. I am sure business will 
be still better in 1937.” 

“Business for 1936 has shown a 
healthy improvement,” R. L. Stern, 
proprietor of Stern’s Shoe Store at 
212 Market Street, reported. “Next 
year things, as far as I can see, will 
remain about the same.” 

Herman Latt and Fred Friedman, 
proprietors of the London Boot Shop, 
23 North Third Street, announced that 
“business for 1936 was 100 per cent 
better than last year.” The fact is this 
is the first year for the London Boot 
Shop. 

“In spite of the fact it is our first 
year in business,” the partners said, 
“business has been very good and we 
expect it to be even better in 1937. 
There is a decided trend toward the 
better shoe.” 

C. B. Rodney, proprietor of the C. B. 
Rodney Shoe Store, 204 Walnut Street, 
stated that “business has been much 
better this year, but I would not like 
to make any predictions for 1937.” 

John Lappley, owner of the Enna 
Jettick Shoe Store at,:208 Walnut 
Street and also Lapplgy’s Shoe Store 





. 
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THE ABBOTT COMPANY 
DIVISION OF 


G. H. BASS & CO. 


(3-H BASS «co. 


WILTON, MAINE 


SPORTOCASINS 


The Original Golf Moccasin. For Many 
Years the Choice of Champions. 
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BASS SKI BOOTS 
A Highly Specialized Line 
Meeting Every Requirement 
of Devotees of This Fastest 
Growing Sport. 


B A S S COMPLETE 


CO-ORDINATED LINES OF 
OUTDOOR 


FOOTWEAR 




























at Fourth and Kelker Streets, said 
“business at both stores has shown an 
improvement of from 15 to 18 per cent 
increase for the year over 1935.” 

Mr. Lappley, who has operated the 
Fourth and Kelker Street store in the 
Uptown district for 50 years, reported 
he was looking forward to another 
good year. 


Sellout on Suedes 


Manager R. F. Watson, of the John 
Bright Shoe Store, 42 North Third 
Street, said business this year was 
about the same as last. He did not 
like to make any predictions for the 
future. 

“Our 1936 business, which showed a 
nice increase over last year, was very 
satisfactory,” Ernest Barbush, man- 
ager of the shoe department of the 
William B. Schleisner Store, 32 North 
Third Street, commented. 

“We were practically cleaned out of 
all our suede shoes and are beginning 
to make preparations for Spring,” Mr. 
Barbush said. “A month by month 
comparison with last year shows a 12 
per cent increase, which I consider 


“We expect to do a good business in 
1937,” he continued. “We'll have an 
early Easter, which means we’ll have 
an early Spring season. By the time 
the demand for Spring styles is over 
it will be replaced by a demand for 


Summer styles. I think the white sea- 
son will be the best ever.” 

‘“‘We’re closing a very successful sea- 
son,” said E. C. Querry, manager of 
the Klevan Brothers’ Shoe Shop, 23 
North Third Street. “I expect 1937 
to be even better.” 

John Kelley, proprietor of a shoe 
store of the same name at 19 North 
Third Street, said his “business was 
just a little better during 1936 than 
during the last year. 


“We hope business will be better 


next year, since everything else is 
booming,” he remarked. “Local indus- 
try is employing more men, which 
should bring us a good 1937 business.” 


Business "Greatly Improved" 


“Business during the year 1936 has 
been greatly improved,” I. Kauffman, 
manager of the Mary Jane Shoe Store, 
22 North Third Street, reported. ‘“Cus- 
tomers seem to sense an ease in spend- 
ing. They have no hesitation in pur- 
chasing higher-priced merchandise. 

“The outlook for 1937 is even 
greater,” Mr. Kauffman continued. “I 
really don’t think the shoe business will 
reach its peak this year, but I do think 
merchants will find it more encouraging 
than it has been for some time.” 

“On a whole, business for 1936 was a 
little better, about 8 per cent better to 
be more explicit,” commented V. L. 
Morris, manager of the Walk-Over 


Boot Shop, 20 North Third Street. “I 
am looking for a large sale of Spring 
shoes. I am hoping things will be bet- 
ter for 1937.” 


Best in Many Years 


“Business was much better in 1936 
than during many recent years,” B. E. 
Crego, proprietor of the C. J. Crego 
& Son Shoe Store, 15 North Third 
Street, said. “I feel there will be an 
upward trend in 1937.” 

Despite the fact that they have been 
open only since February, Benjamin 
Cantor, proprietor of Cantor’s Shoe 
Store, 12 North Third Street, reports 
business has been very satisfactory. 

“Our outlook for 1937 is bright and 
cheerful,” Mr. Cantor concluded. 

Business in the shoe department of 
Stark Brothers, 7 North Third Street, 
installed but four months ago, was re- 
ported as good by Oscar M. Billow, 
manager. 

“Judging by appearances at the pres- 
ent time, we expect an enormous in- 
crease in business for 1937,” Mr. Bil- 
low said. “Everything looks better; 
factory production is up, which is a 
very good sign.” 

John J. Hamilton, manager of the 
Smith Brothers Shoe Store at 11 North 
Third Street, stated that “business 

[TURN TO PAGE 335, FLEASE] 
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ANNOUNCING THE 


OSC Oprocess 


a new principle of innersole construction, appli- 
cable to any process other than to a turn, is now 
producing a shoe of 


GREATER 
FLEXIBILITY 


than has ever before been achieved in any shoe 
—other than in a turn—combined with the 
essential of 


GREATER 
STRENGTH 


which eliminates structural weaknesses so often 
the cause of complaints and annoyances. 


Shoes embodying this construction, especially 
designed for women who must be on their feet 
much of the time, will be 


ON DISPLAY 
AT 
PALMER HOUSE 
ROOM 1244W 


OWENS vhnw 


SALEM - - - - - MASS. 
BOSTON OFFICE, 186 LINCOLN ST. 


When writing advertisers please mention Boot and Shoe Recorder 
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In Quest of Footwear Fashion 


with Mr. Goldberg,” absorbed during 
that period Mr. Goldberg’s ideas and 
thoughts, and that now he “is simply 
trying to carry on as Mr. Goldberg 
would wish the work carried on.” 

That Paul Siegel is doing that no one 
will question. He is well qualified. For 
nine years he accompanied Mr. Gold- 
berg on buying trips to New York, and 
went. to Paris with him. For the last 
six years of Mr. Goldberg’s life he 
practically took over the responsibility 
of buying. He knows his job and he 
loves it. “The shoe business is meat 
and drink to me,” he says. His con- 
viction is unmistakable. 

At least twice a year he goes to 
Europe. In Paris, “The style center 
for women’s clothes,” he picks up his 
ideas for patterns in women’s footwear. 
At least twice a year he flies to Holly- 
wood to confirm his ideas on color. 

Naively he tells how he works, em- 
phasizing always that everything he 
knows’ about buying and styling was 
drilled into him by Mr. Goldberg. 

‘At'the openings of the great Parisian 
couturiéres, Alix, Schiaparelli, Moly- 
neaux, etc., he is to be found seated 
viewing intently the latest styles in 
women’s wear. Beautiful mannequins 
parade before him in sports clothes, 
afternoon frocks, evening gowns. His 
camera-like mind notes the new trends 
in women’s apparel. Ideas create them- 
selves in his brain. He brings these to 
his bottiers, has them make up samples, 
brings these samples home where he 
Americanizes them. 

Last May, in Paris, he was definitely 
convinced that the new women’s fash- 
ions called for higher-cut footwear. He 
returned determined that O’Connor and 
Goldberg should sponsor such. But he 
was not quite sure what color they 
should play up. 

To confirm a thought born in Paris, 
he hopped a plane to the Coast. Gray 
was beginning to be seen in Hollywood. 
That was all he wanted to know. Im- 
mediately he put in a huge buying 
order. Gray shoes appeared in the 
fifteen Chicago stores of O’Connor and 
Goldberg. They sold, thousands of 
them, like wildfire. No other stores 
had them. It was another distinct beat 
for O’Connor & Goldberg. 

But that’s all past history now to 
Paul Siegel, whose eyes are ever look- 
ing ahead. It’s water under the bridges, 
he says with excusable pride, even as 
is the story of how O’Connor & Gold- 
berg brought out the “flats” as high 
style shoes, not just sport types, for 
women, 

“Other shoe people thought we were 
crazy. Women accustomed to higher 
heels wouldn’t wear such shoes, they 
said. But the women did, thousands 
and. thousands of them.” Paul Siegel 
smiles reminiscently. O’Connor & Gold- 
berg had pulled off another coup. 


[CONTINUED FROM PAGE 104] 





The secret was more than a lucky 
hunch. It lay in the manufacture of 
the last. Though the heels were low, 
the arch was constructed in such a 
manner that wearers of the shoes were 
unconscious of the fact that they were 
not walking in high-heeled shoes. 

Now, O’Connor & Goldberg are spon- 
soring’ 3-inch heels. “We like to go 
from one extreme to another. In that 
way the public is definitely made aware 
of the change in style,” says Paul 
Siegel, who sailed for Paris, Sept. 30, 
on the Normandie and returned on the 
Queen Mary, Nov. 2, with new patterns, 
even new lasts in his bag. He may go 
to Palm Beach in January and Holly- 
wood in February to catch the elusive 
spirit of smart style for Easter. 

He likes to travel, likes shipboard 
life, believes (and knocks wood) that 
he is a good sailor. He enjoys also his 
visits to Hollywood and San Fran- 
cisco, where he has many friends. as 
he has in Chicago and New York. 

Born in Providence, R. I., he is not 
yet 40 years old. He was educated 
there, and put in some time at law 
school in Chicago when he flirted with 
the idea of being a lawyer. Salesman- 
ship, however, lured him away. 

He lives with his wife and daughter 
in a comfortable apartment in one of 
the better residential sections of 
Chicago, dresses conservatively, likes 
dark suits, hand-made shoes. A ma- 
roon carnation always decorates his 
coat lapel. Maroon is his favorite 
color. 

Most of his time is taken up with 
business. When he finds opportunity 
for relaxation he goes in for golf, is a 
member of the Bryn Mawr Country 
Club, plays, he says, “a rotten game.” 
He likes to drive a car and is fond of 
swimming. He thinks that flying ‘is 
safer than automobiling, but has no 
wish to pilot a plane. The theater and 
movies appeal to him, and he likes to 
dance. He has no favorite stage or 
screen stars. With the courage of his 
convictions he is never afraid to take 
a chance. 

He believes that all businesses offer 


plenty of opportunities to the man who is 


likes to work. The greatest kick he 
gets out of life is when he “develops 
something and it turns out to be a 
success.” 


It's News 
[CONTINUED FROM PAGE 122] 


paper an article by Editor Arthur D. 
Anderson, “Selling Children’s Shoes 
Over the Counter,” which appeared in 
the Boor & SHOE RECORDER. 

R. R. Wickner, operator of the Wick- 
ner Boot Shop at Watertown, Wis., se- 
cures considerable favorable publicity in 
connection with his annual old shoes 
sale. Old shoes traded in for new ones 
during this sale are piled into a display 
window to attract additional attention. 
West Side Bootery at Merrill, Wis., has 
used the same stunt. 

Newspapers are keen for human in- 
terest features and the average shoe 
dealer encounters many of these in his 
business. The buying public’s reaction 
to certain styles and the incidents which 
arise in connection with purchases as 
experienced by the dealer give him a 
pretty good insight into human nature. 

There is no substitute for good news- 
paper publicity as a means of promoting 
one’s business in the eyes of the public. 
The alert shoe dealer can successfully 
cash in on it by bringing the editor’s 
attention to legitimate news happenings 
within his organization as well as by 
building his own news stories. 

The dealer will find that a scrap book 
for the preservation of newspaper pub- 
licity will keep him alive to the desirabil- 
ity of adding to his collection as he 
continues in business. 


Brothers Open New Store 


CLEVELAND, OHIO—Walter and Jal- 
mer Kuivinen have opened a new shoe 
store at 8620 Hough Avenue. 

Walter Kuivinen has had seven years’ 
experience in this neighborhood, having 
managed the shoe store of R. H. Fetter- 
man, close by. 

Jalmer Kuivinen has also had several 
years’ experience in shoes, having oper- 
ated a shoe store in Ashtabula Harbor, 
Ohio. 


Come to the Fair 


[CONTINUED FROM PAGE 119] 


cial emphasis will be paid to attractive 
forms of display, better advertising, 
correct fitting and other details of 
salesmanship that will insure maximum 
sales for the dealer and satisfactory 
service to the consumer. No matter 
how busy and tied up you may be, 
take time out to visit the Chicago Shoe 
Fair. You will be well repaid. 























GENUINE 





COSSACKS 


TRADE MARK 








The Consolidated Slipper Line 
besides introducing Sunshine 
Sandals, wil include such favor- 
ites as Miami Slouches, Camp 
and Norwegian Moccasins, to- 
gether with the famous patent- 
fh ed Pocahontas Indian Mocca- 
sins. 





CONSOLIDATED SLIPPER CORP. 


BOMBAY, NEW YORK 
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Ee, COSSACK’ 
STILL RIDES STRONG! 





The soft-sole, glove leather “Cossack” has be- 
come a staple, and for 1937 will again be the 
profit maker with merchants everywhere. Hence, 
in presenting the “Cossack” with a hard sole, we 
know we are bringing to shoe retailers and to 
their customers a “Cossack” that will be just as 
popular! It will be as fast a seller and as fast a 
profit bringer as the soft sole original. Make sure 
you see this new member of the “Cossack” family. 
It's the ideal staple for your slipper line. 
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Smashing All Records in 
Shoe Production 


[CONTINUED FROM PAGE 340] 





TABLE VII 


PER CAPITA PRODUCTION AND a pos 1ON 
OF MISCELLANEOUS TYPES 


(000 Omitted) 
Production Consumption 
Total of Miseel- of Miseel- yy Production 
Population laneous laneous Capita per Capita 
1921 107,533 36,330 36,276 "0.34 0.34 
1922 109,330 31,712 33,789 0.31 0.29 
1923 111,100 39,569 35,302 0.32 0.36 
1924 112,644 34,871 36,959 0.33 0.31 
1925 114,862 35,760 35,113 0.31 0.31 
1926 116,254 35,638 35,412 0.30 0.31 
1927 117,921 40,300 37,677 0.32 0.34 
1928 119,563 41,867 40,735 0.34 0.35 
1929 121,181 45,538 43,293 0.36 0.38 
1930 123,191 42,676 43,762 0.36 0.35 
1931 124,070 45,611 43,752 0.35 0.37 
1932 124,822 49,493 47,468 0.38 0.40 
1933 125,693 52,995 51,194 041 0.42 
1934 126,425 56,064 54,968 0.43 0.44 
1935 127,172 55,761 56,103 044 0.44 
1936* 128,000 , 65,500 60,297 0.47 0.51 
*Estimated. 





actual consumption has, with only a few exceptions, 
shown a definitely upward trend. The production of 
of these miscellaneous types in 1922 totaled only 31,- 
712,000 pairs. By 1936 this total had more than 
doubled, amounting to 65,500,000 pairs. The outlook 
here is for further gains in volume as long as the popu- 
lation continues to grow even if per capita demand re- 
mains constant. Since the indications are that per 
capita demand has still not reached its peak, volume 
will undoubtedly grow at an even greater rate than 
population. 


Building Repeat Business 
in Hosiery 


[CONTINUED FROM PAGE 336] 


the regular shoe copy. A few inches of hosiery copy 
in a large shoe advertisement will attract more atten- 
tion than small space used by itself, devoted exclu- 
sively to hosiery. Special hosiery ads are used during 
the large or natural hose selling seasons such as 
Easter, Valentine’s Day, Christmas, the many special 
gift days such as Mothers’ and Fathers’ Days and, of 
course, during the January and July sale periods. 

Any store attempting to do a real hosiery business 
must depend upon a substantial repeat business. Aside 
from giving good merchandise, the way and manner 
in which the trade is handled is of prime importance. 
Hosiery girls are selected first from the standpoint 
of type rather than from experience. Experience is 
not a drawback by any means. We do feel, however, 
that the first qualification is a pleasant manner. This 
should be coupled with intelligence and aggressive- 
ness, and selling ability is always found in this com- 
bination. The right type of girl is as important as 
the right type of hosiery. 
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Salespeople are carefully instructed relative to 
weights, gauges, current fashions and other funda- 
mental subjects. The girl with intelligence will know 
what to sell and how to sell it without constant super- 
vision. In fact, they do much better work when left 
to their own resources and are dependent on their own 
initiative. In this way, their reliance is quickly de- 
veloped, if they have the right material in them at 
the beginning. 

In the advertising set-up, comparative prices are 
confined just to Dollar Day and to the January and the 
July sales periods. All other promotions are on the 
basis of style and service. 

The very best promotion which the C. H. Baker 
stores use is one that brings the customers back again 
and again. It is a “Guaranteed Hose” proposition, 
which, in the experience of these stores, has proven 
to be a remarkable trade and good-will builder. The 
guarantee part is simple and understandable to every- 
one. It is: “Baker’s Guaranteed Hosiery must meet 
your own individual opinion of what constitutes satis- 
factory wear.” 

There is a good logical reason why the management 
decided on this guaranteed proposition. For a long 
time, there were many sheer stockings promoted at 
low prices. They gave satisfaction neither to the 
wearers nor to the sellers. A stand was taken here 
that a good five-thread hose of known value which 
could be guaranteed would be appreciated by the 
patrons. This really proved to be a tremendous suc- 
cess, in spite of the trend toward thinner stockings. 

Plenty of women were discovered who appreciate 
the service weights and will buy a five-thread hose, 
as they have found that the sheer hose does not aver- 
age as good wear as the more substantial kinds. Nat- 
urally, a few people take advantage of the liberal 
guarantee offer, but they constitute such a very small 
minority that their claims are satisfied without any 
serious effect on profits. 

Guaranteed hosiery has been a much better trade 
builder than hose clubs or similar devices for stim- 
ulating repeat business. Furthermore, many women 
dislike the various club plans and they are mainly 
interested in buying hosiery which will insure them 
the maximum wear at the minimum price. Two years’ 
experience has demonstrated its worth to the C. H. 
Baker shoe stores. 


Grades of Kid Leather 


There are about ten sorts of kid by grade, depending 
on the fineness of the skin and, to some extent, on the 
origin of the skins—from what country they came and 
even from what part of the same country. Each grade 
is divided into three different sizes and four different 
weights—the last governed by the thickness of the skin. 
Thus a tanner with a wide variety may have as many as 
120 offerings in each color which he elects to carry— 
and most of them elect to carry many colors. 
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CARLICLE captures 


the Womans viewpoint 





“BANDERILLA”—607 

WHITE SUEDE AND 

WHITE CALF TRIM 
$5.00 


IN-STOCK 















Today, women want more than good-looking 
shoes. As a retailer, you know that fact well. 
True, they want charm in their footwear. They 
want distinctive lines and lovely colors. But 
they're also demanding better made, better 
wedring, better fitting shoes. 













Here's grace personified. Here’s beauty in shoe 
building. And here are better made, better 
wearing, better fitting shoes. 





IN THE PALMER 
HOUSE, CHICAGO, 


ROOMS 
Give your customers what they're seeking. -Give 1366 to 1370 


yourself some profits, too. Sell Carlisle and sell 
the woman the shoes she wants. 


CARLISLE SHOE COMPANY 


Suites 714-716-718-720 Marbridge Building 
47 WEST 34th STREET, NEW YORK 
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1132—Black gabardine side gore, patent trim, made with flexible single 
sole. 


1133—Same in brown gabardine with tan calf trim. 
1134—Same in blue gabardine with blue patent trim. 


1135—Same in all over grey suede. 


2.60 


1136—Same in all over grey suede with 21/8 cont. heel. 
1137—Same in black gabardine, patent trim with 21/8 cont. heel. 


1910—Black gabardine with patent trim. 
1911—Brown gabardine with patent trim. 
1912—Grey suede with kid trim. 
1921—Blue gabardine with patent trim. 


IF IT’S NEW, 


SAKS HAS IT 


_ Gabardine and patent is the 
newest shoe combination for 
Spring. It's a combination that 
will go over strong with retailers 
everywhere. These two models 
are perfect examples of the pop- 
ular M. J. Saks line. 
shoes that carry out the idea— 
"If it's new, Saks has it." 


They're 


Width A.A.A. to E. 


IN CHICAGO AT THE 
PALMER HOUSE 
ROOM 1164W—and 1165W 


M. J. Saks SHOE Corp. 


152 Duane Street 
New York City 





Men Turning to Heavy Shoes 


Cuicaco, Itu.—More than _ three 
times as many heavy shoes have been 
sold to men during the present season 
than last year, according to George H. 
Weber, assistant manager of the Dear- 
born and Monroe Stetson Shop, who 
personally sees that business and pro- 
fessional men get what they want. The 
preference is for tans in the extra 
heavy numbers, with blacks increasing 
in popularity for dress wear. The busi- 
ness man, however, is running more 
and more to something out of the usual 
run for strictly business and sports 
wear. In Chicago, business men are 
getting into the habit of wearing their 
sports to the office or store on a 
greater scale than ever before. 

Manager F. W. Cox is enthusiastic 
over the reception by the business ele- 
ment of the new “Barge” shoe intro- 
duced last September. So many of 
this type of men’s shoes have been sold 
during the last few months in reversed 
calf in beige, tan, russet and white, 
and with welt or rubber soles, that a 
larger line is contemplated for the 
Spring season. With large, squa re 
toes, extended soles and of extra heavy 
construction, these big, rough boats 
have caught the imagination of busi- 
ness and office executives to a remark- 
able degree. 

The point is, as deduced from the 
ready reception of the “Barge” by the 
more substantial element of shoe buy- 
ers, that men of affairs are turning 


to styles which reflect a decided varia- 
tion from the street and dress shoe. 
Not only at the Stetson Shop, but also 
in other high grade men’s stores in 
Chicago, men able to buy good shoes 
are showing a growing interest in 
styles and models of this kind, and also 
in odd leathers and colors, although 
the color element is held down to the 
more conservative tones. 

This interest on the part of the usu- 
ally conservative business and profes- 
sional man may in part be attributed 
to returning better times, but man- 
agers are more inclined to attribute 
the trend to the desire of the male to- 
ward more fanciful dress, or at least 
to a desire to get away occasionally 
from the always-present conservative 
styles which have held him a slave 
for the past generation. 

Manager Cox reported business in 
both the men’s and women’s depart- 
ments considerably ahead of last year, 
with bright prospects for the next six 
months. 


Expects Record Sandal Season 


Los ANGELES, CALIF.—The greatest 
sandal business in history is in pros- 
pect for the coming season, believes 
Harry Sobel, sales manager of The 
Fern Shoe Co. Orders for December 
and January delivery show almost 100 
per cent sandals, he finds. “The higher 
the grade, the more open the patterns 
is the rule,” Sobel said. “Even the 


real conservative buyer with a con- 
servative trade is buying open shoes, 
a type which he never considered be- 
fore. These buyers tell us that shoes 
which were long considered staples, 
are now fast becoming P.M.’s. 

“This glamorous type of footwear 
now being worn by women is steadily 
increasing and means more open foot- 
wear. Aside from the beauty of the 
shoes, these sandals give the wearers 
more comfort, so shoes will continue 
to be more open. 

“There is more life and sparkle in 
shoes than we have experienced in a 
long while. The jewel tones which are 
in vogue have a great deal to do with 
this condition, especially in the sandal 
types. Gaberdines are having a tre- 
mendous run at the start of the sea- 
son. High colored kidskin is high style 
and is getting a real definite play. Just 
about two heel heights are prominent, 
those around the 12/8 mark and the 
real high ones from 20/8 and up.” 





Elkin's to Be Remodeled 


PROVIDENCE, R. I.—The retail shoe 
store operated at 49 Washington Street 
as Elkins will be completely remodeled 
and modernized with new lighting and 
seating fixtures and larger facilities, 
according to Benjamin Miller, manager 
of the store. 

Elkins store in Worcester, opened 
about five months ago, is reported pros- 
pering very satisfactorily. 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, DECEMBER 26, 1936 


NATIONAL NEWS 





Travelers Plan Big Convention 





National Association Will Hold Twenty-sixth Annual Meeting 
In Chicago January 2, 3 and 4 


With a record of accomplishment un- 
equalled in its long history, the Na- 
tional Shoe Travelers’ Association 
goes into its twenty-sixth year. The 
annual convention, to be held in the 
Morrison Hotel, Chicago, on January 
2, 3 and 4, therefore, is fittingly dedi- 
cated to those who have guided it 
through the years just past and to 
those under whose management it will 
continue to be a decidedly important 
factor in the shoe industry in the years 
to come. 


Committees and Chairmen 


In addition to the regular business 
of the convention, which will be pre- 
sided over by President E. H. “Bob” 
Moody, there will be an unusually com- 
plete program of entertainment for 
members and guests. First on the list 
of business to be transacted will be 
committee reports; then new business; 
and, finally, election of officers for the 
year 1937. Committee reports will be 
made by the following men acting as 
chairmen of the various standing com- 
mittees for 1936: 

Publicity, Thomas A. Delany; Rail- 
roads, E. C. Keleher; Style, M. E. 
Tobias; Transfer & Baggage, O. R. 
Blechinger, Edward B. Craney; Legis- 
lation, S. T. Stephenson; Hotel, Charles 
I, Slipher; Membership, Karl Heim- 
berger, Geo. A. McIntire, Ned Dreyfus; 
Budget, John F. Powers; Trades Coop., 
Leopold L. Imig; Insurance, Charles 
W. Morrill; By-Laws, Hector E. Lynch. 

Other officers of the association, in 
addition to President Moody, are: Vice- 
President, Paul S. Lippincott, Jr.; Sec- 
retary-Treasurer, Thomas A. Delany. 
Regional Governors: Hector E. Lynch, 
Charles W. Evans, Jeff Larson, J. E. 
Wm. Prescott, J. J. Buckley, Stanley 
Cutter, Wm. J. Ahern, W. L. McMan- 
nis. 

Membership in the association has 
shown a gratifying increase during the 
year and the association is justifiably 
proud of its major accomplishment— 
active cooperation with other organiza- 
tions which resulted in the order of 
the Interstate Commerce Commission 
that a straight two-cent-a-mile charge 
be put into effect by all railroads in 


the United States. This not only has 
stimulated travel but has considerably 
reduced the expenses of all members 
of the N.S.T.A. 





U. S. Places Large Footwear 
Orders 


WASHINGTON, D. C.—Generally re- 
garded as the forerunner of later Fed- 
eral statutes which will reinstate labor 
provisions of the National Industrial 
Recovery Act, the Federal Government 
has placed its first order for boots, 
shoes, and upper shoe leather to be 
furnished members of the U. S. Army 
and inmates of national jails and peni- 
tentiaries. 

Purchases announced today employ 





DATES TO REMEMBER 


National Shoe Travelers’ Association, Inc., 
Twenty-Sixth Annual Convention, Hotel 
Morrison, Chicago, Ill... ..Jan. 2, 3, 4, 1937 

National Shoe Fair, Palmer House, Chi- 
| Jan. 4, 5, 6, 7, 1937 


National Shoe Retailers’ Association Con- 

vention, Palmer House, Chicago, Ill., 
Jan. 4, 5, 6, 7, 1937 

National Boot and Shoe Manufacturers’ 

Association Convention, Palmer House, 
Chicago, Ill. .......... Jan. 4, 5, 6, 7, 1937 

Michigan Retail Shoe Dealers Association, 

Annual Shoe Fair, Hotel Statler, Detroit, 
WE oo Bek accuse aces Jan. 10, 11, 12, 1937 


Northwestern Shoe Retailers Regional 
Association Annual Convention, Hotel 
Martin, Sioux City, lowa, : 

Jan. 17, 18, 19, 1937 

Texas Shoe Retailers Association Annual 
Convention, Hotel Adolphus, Dallas, 
NR cules ache cane’ Jan. 25, 26, 27, 1937 


Middle Atlantic Shoe Retailers’ Associa- 
tion 23rd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pa., 

Feb. 7, 8, 9, 10, 1937 

Indiana Shoe Travelers Association Four- 
teenth Annual Indiana Shoe Buyers 
Week, Claypool Hotel, Indianapolis, 
| SERRE RRM et Feb. 7, 8, 9, 1937 

Pennsylvania Shoe Travelers Association 
Annual Tri-State Shoe Mart, William ° 
Penn Hotel, Pittsburgh, Pa., 

July 18, 19, 20, 1937 








for the first time, the provisions of the 
Walsh-Healey act, which provides that 
successful bidders on government con- 
tracts must stipulate that they will 
employ, in the production of such 
orders of $10,000 or more, minimum 
wages, maximum hours, and other 
labor conditions dictated by the gov- 
ernment. 

The contracts announced today in- 
clude a shoe purchase by the War De- 
partment from the Endicott Johnson 
Corporation, of Endicott, N. Y. The 
contract executed amounts to $759,- 
801.72. The shoes will be distributed 
by the War Department to the Quar- 
termaster Corps and the Civilian Con- 
servation Corps. 

Under another contract, the War 
Department will buy $130,813.20 worth 
of shoes for soldiers from the Endicott 
Johnson Corporation. 

Three orders for boots have been 
placed by the War Department. They 
include purchases from Joseph M. 
Herman Shoe Company, of Boston, 
Mass., amounting to $64,381.41; R. P. 
Hazzard Company, Augusta, Me., $49,- 
560; and Chippewa Shoe Manufactur- 
ing Company, Chippewa Falls, Wis., 
$21,600. 

The Justice Department has agreed 
to purchase, for use by the Federal 
Prison Industries, Inc., upper shoe 
leather from Fred Rueping Leather 
Company, of Fond Du Lac, Wis. The 
contract amounts to $27,675. 

In a contract amounting to $13,722, 
the Justice Department has purchased 
iron outersoles from J. D. Neilson Com- 
pany, of Chicago, Ill. The purchase 
will be used by the Federal Prison In- 
dustries. 


Hengerer Manager Resigns 


BurFaLo, N. Y.—Frank A. Miller, 
shoe merchandise manager for the Wm. 
Hengerer Co., has resigned, effective 
January 15, it was announced by J. 
Edward Davidson, president of the 
Hengerer unit of the Associated Dry 
Goods Corp., of New York. 

Mr. Miller has occupied this position 
for five years, having previously served 
es ready-to-wear merchandise manager 
of Gimbel Bros., New York; vice-presi- 
dent and merchandise manager of 
Arnold Constable & Co., and also with 
Franklin Simon & Co., New York. Mr. 
Miller has not announced his plans, 
and Mr. Davidson reported no succes- 
sor has been appointed. 
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New York.—B. Altman & Company, 
like a number of other great shoe de- 
partments, have installed the Fairy 
Cinderella Foot Fitting Form method 
of measuring children’s shoes. A form 
made of celluloid glass fits directly over 


Use Glass Slipper Fitting Idea 
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the child’s foot, thus enabling the 
mother to see exactly how the shoe will 
fit. 

B. Altman & Company has found this 
method of fitting children’s shoes bene- 
ficial and profitable. A newer mer- 


chandising: slant is brought in on the 
selling of shoes, the sale of shoes be- 
comes more dramatic, the customer is 
sold on buying shoes before the actual 
shoe is shown. 


A. E. Ebbs Joins A. C. Clayton 
Printing Co. 


St. Louis, Mo.—Arthur E. Ebbs, 
famous maestro of the St. Louis con- 
vention has joined the A. C. Clayton 
Printing Co., 608 N. 21st Street, St. 
Louis. This concern is now enjoying 
its 70th Anniversary, having been 
established in St. Louis in 1866. Mr. 
Ebbs was for many years one of the 
top men of the Swope Shoe Co. of St. 
Louis. 

A. C. Clayton entered the shoe car- 
ton wrap field in the Fall of 1931 when 
they designed their first wrap for Mar- 
cus Rice of The Famous-Barr Co. They 
then secured the wrap business of Stix, 
Baer & Fuller and Scruggs, Vander- 
voort and Barney in St. Louis, and 
gradually developed their wrap busi- 
ness through the smaller cities in 
Illinois, Indiana and Ohio, and in Jan- 
uary, 1933, attended their first Shoe 
Fair at the Palmer House, Chicago. 

They have grown rapidly until they 
are now serving 342 accounts in forty 
states, from New York to Seattle and 
from Minneapolis to New Orleans. 

Harold T. Hungerford, president of 
the Clayton company, says that he feels 
fortunate in securing the services 
of Arthur Ebbs and that the firm 
will do everything possible to assure 
his success. Mr. Ebbs will be at the 
National Shoe Fair in Chicago. 
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Southwestern Convention 
Dates Announced 


DALLAS, TEXAS.—The joint conven- 
tion of the Southwestern Shoe Travel- 
ers Association and the Texas-Okla- 
homa Shoe Retailers Associations will 
be held in Dallas, January 24, 25, 26, 
27, 1987, according to H. M. Bridges, 
Titche-Goettinger Company, general 
chairman of the arrangements for this 
event. The attendance is expecied to 
be the largest in recent years: with 
indications that more than 2000 people 
will be present while approximately 
200 sample rooms will be open. Con- 
vention headquarters will be at the 
Adolphus Hotel. 

Although a formal program has not 
as yet been announced, it is definitely 
known that no general shoe style show 
will be held in connection with the 
convention. Scheduled is the annual 
banquet and dance, with a number of 
other entertainment features for the 
visitors. 

Dallas committees working on the 
convention plans have the following 
chairmen :—Registration, Donald Max- 
well of A. Harris & Company; Recep- 
tion, M. L. Bridges, Bridges Shoe 
Store; Entertainment, E. F. Anderson, 
Wholesale Merchants Association; 
Meeting Rooms, W. H. Mannefeld, 
Florsheim Shoe Company. The execu- 
tive committee headed by H. M. 
Bridges, with Z. E. Black of the Dallas: 
Chamber of Commerce as secretary, 
has the following members in addition 
to the committee chairmen listed 
above:—M. Eastman, Neiman-Marcus 
Company; H. A. Huntley, E. M. Kahn 
& Company; Ed Kelton, Dreyfuss & 
Son; C. R. Mayes, Sanger Bros.; R. C. 
Mynatt, Sanger Bros.; C. M. Selby, 
Volk Bros.; John F. Willis, W. A. 
Green Co.; and K. B. Wooley, Graham- 
Brown Shoe Company. 

W. M. Hootkins, of Dallas, is presi- 
dent of The Southwestern Shoe Travel- 
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New Child's Shoe Features 
Flexibility and Strength 


The flexibility of kidskin is combined with 
the scuff-proof qualities of water buffalo to 
make a new kind of children's shoe. Elastic 
and flexible at the bend of the foot, where 
flexibility is an essential, it features as well the 
porosity of kidskin. It is illustrated from the 
Dr. A. Posner line and is featured in Amal- 
gamated Leather Companies’ Golden Brown 
Kid No. 21, with tip and foxing of water 
buffalo in a harmonizing shade. 





ers Association, while R. C. Mynatt is 
president of the Texas-Oklahoma Re- 
tailers. 


Increased Sales from 
Remodeling 


Oak Park, ILL.—A 35 per cent in- 
crease in business in Cutler’s Oak Park 
shoe store, since remodeling and mod- 
ernization was completed this Fall, is 
reported by A. M. Geist, manager. 
Situated in the heart of a thriving 
Chicago suburb, the store serves cus- 
tomers who are used to shopping in 
metropolitan stores but who prefer to 
buy in their neighborhood. 

To keep up with increasing business, 
the interior of the store was remodeled 
and enlarged so that it is half again as 
large with forty additional seats. 
Crowded rows of seats which made it 
difficult for clerks and customers to 
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move about with ease were replaced by 
modern chairs placed in a single row 
back to back and extending the depth 
of the store. A special men’s section 
was placed in the rear of the store, 
where because so much better indi- 
vidual service can be given, business 
has increased 50 per cent, Mr. Geist 
states. 

Small sectional windows were re- 
placed by large full-view plate glass 
and window displays are a third larger, 
yet they are set back from the entry 
way giving more room and making it 
more convenient for shoppers. Light- 
ing was increased from 250 to 400 can- 
dle power, a direct drawing card. 

Light cream and green replaced 
darker shades as the interior decorat- 
ing scheme and open stock shelving 
now takes the place of dark panel shelv- 
ing. The handbag and evening slipper 
counter was made a third larger. 


Installs Modern Front 


KITTANNING, Pa.—The Mateer Shoe 
Company of Market Street, here, re- 
cently installed a beautiful modern- 
istic front, designed and manufactured 
by the Pittsburgh Plate Glass Com- 
pany. Genial F. Mateer, owner, is 
very enthusiastic in view of the imme- 
diate business prospects, and states 
that he has experienced a sharp de- 
mand for better merchandise, which 
means better-satisfied customers and 
greater profits. Mateer’s have been 
in their present location since 1917. 


R. L. Estes With New Firm 


CHARLOTTE, N. C.—R. L. Estes, who 
formerly managed shoe stores for Pol- 
lock’s in Charlotte, has now joined the 
selling force of Peek a Boo Shoe Store 
of this town. 

Mr. Estes has been in the retail shoe 
business in Charlotte for the past 10 
years and has a big following. 





CUT 


_—* 


OR 


SOLES and SOLE LEATHER 
ENGLAND WALTON DIVISION ¥ A. C. LAWRENCE LEATHER CO - BOSTON 


“Sorted by Fibre” 





i 


Th SRR T ot ae 


ya) 








BOOT AND SHOE RECORDER, December 26, 1936 


News of the Southwest 


gg \ 
. ? H Dattas—Numerous changes have taken place re- 
The Industry s Outstanding cently in Southwestern shoe stores, where most’ mer- 


chants have already stocked their Spring merchandise 

WELT and DEL-WELT and will be introducing it as soon as Christmas and 

New Year’s are off the slate. Southwesterners go into 

Spring shoes early with blues and grays and beiges 

SHOE FOR 3 7 entering the picture in early January and pastels and 
whites making their street appearance in February. 

The Ambrose Shoe Store at Blackwell, Okla., has 

J * M @ C [| C & a remodeled store front. In the same town, a new 

Oo nn c Oo Ritchie’s Brown-bilt Shoe Store has opened at 103 


South Main Street with R. R. Ritchie as owner and 


M E D A L | S T an d "Charles Hanos is new manager of Rush Shoe Shop 
i ille, Okla. 
T A I L O R E D W EL T grees ark Blytheville, Ark., has moved to 


a new location in the New York Store Building. 
L I N ES FO R WoO M E N The Collegiate Shop of Paris, Tex., is being enlarged 
to accommodate a shoe department and beauty shop. 
Ode Turner has opened a new store in Mena, Ark., 
See Complete Array | |. witha shoe department. 
NuWay Shoe Shop and Humphries Boot Company 
of this M ost Widely have moved to 104 North Second Street in Ponca 
City, Okla., where the location is remodeled in mod- 
ernistic fashion and where new equipment is proving 


Discussed Shoe Lime | | ori ie whic for choce 


_ Monnig Bros. in Waco, Tex., have announced the 
at redecoration of their shoe departments with an entirely 
new group. of fixtures trimmed in chromium mouldings. 


R O O M i 5 9 e W The new Baird Shoe Store has opened at 313 West 
Main Street, Denison, Texas. 
Gentry Shoe Shop of Heber Springs, Ark., has been 


Pp A L M E R H O US E purchased by L. D. Stover of Harrison, who will 


operate the store under the new name of Heber Springs 
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i Shoe Shop. 
C h ‘<2g° A new shoe department has been added to Garfield’s 
J Ladies Ready-to-Wear Store at 122 West Randolph 
anuar y Street in Enid, Oklahoma. In Ponca City, Okla., a 
new shoe department has been added to Bernard’s 
4 5 6 & 7 Ladies Ready-to-Wear at 319 East Grand Avenue. 
eine At Holdenville, Okla., a minister, G. M.. Workman, - 


has been made manager of the Rush Shoe Shop as 


In Attendance 
week-day occupation. 
The Patrick Shoe Company of Fort Smith, Okla., 
Lou Gerson * John M. Connell, Jr. recently celebrated its 58th anniversary. It is the 
oldest retail business in the town. 
J M In Jonesboro, Ark., the new Monday & McCrady 
” . Brown-bilt Shoe Store has opened at 402 South Main 


Street. 
C ~ L L G. H. Williams has been appointed manager of the 
new Health Spot Shoe Shop, 227 West Commerce 


SHOE Street, San Antonio, Tex.; S. H. Owen has been named 
. manager of another new branch of the same firm in 
co. the Roosevelt Hat! bailding in Waco, Texas. 


A In Woodward, Okla., the Oliver’s Shoe Store has 
beg P SO. BRAINTREE, MASS. moved to a new location in a building formerly used 
—. 3 f by Anthony Dry Goods Company. - 























































































Retail Survey Shows Sales Gain 
[CONTINUED FROM PAGE 344] 


during 1936 has been at least 25 per 
cent better than a year ago. 

’ “We are looking for an exceptional 
rise in 1937,” Mr. Hamilton said. 

“I hope business will be better, but 
who can tell?” asked Samuel Blum, 
owner of the Royale Shoe Store, 8 
North Third Street. “Of course the 
beginning of the year is usually ex- 
tremely dull, but in several weeks it 
should pick up considerably. Business 
this year has been about average.” 

“We have had a 20 to 25 per cent 
increase in business during 1936,” it 
was reported by John Kelly, manager 
of the Thom McAn Shoe Store, 3 North 
Third Street. “Conditions look good 
for 19387.” 

“Business for 1936 was far ahead 
of last year,” Edward Durn, manager 
of the Father & Son Shoe Store, 1 
North Third Street, stated. “I believe 
the store will go still farther ahead 
next year.” 





Holiday Plans Largest in Years 


Brooktyn, N. Y.— Pre-Christmas 
shopping plans among the retail shoe 
outlets in the downtown section of 
Brooklyn this year are greater than 
they have been in the last six or seven 
years, and according to the sentiment 
discovered by a representative of the 
Boot & SHOE RECORDER, the best Yule- 
tide in a decade is expected. 

Brooklyn’s down town shopping area 
is the central retailing point of the 
borough, which according to recent fig- 
ures made known by the Brooklyn 
Chamber of Commerce, is among the 
half dozen largest shopping regions of 
the nation. Brooklyn’s present popu- 
lation approaches very close to the 
8,000,000 mark. 

In the vicinity of Fulton Street, 
there are approximately 100 or more 
shoe stores, most of them of the “de 
luxe variety.” Of this number about 
one-half or more sprang up within 
the last 10 years. 

The Brooklyn Eagle and the Times- 
Union, the two Brooklyn big dailies, 
report a greater use of. lineage is 
planned than for many years in the 
past. Considerable of this newspaper 
space will be utilized for shoe adver- 
tising, it is reported. 

Namm’s and Abraham & Straus, 
large Brooklyn department stores, are 
out to make men and women, as well 
as children “shoe conscious,” through 
the medium of advertising and other- 
wise. 

Vitally important in the marketing 
of shoes, or, for that matter, any other 
product, is the advertising phase. In 
the past, retailers around Brooklyn 
saw illustrated the prowess of adver- 
tising, for, regularly when advertising 
budgets increased, sales mounted cor- 
respondingly. 

This year, emphasis on shoes in ad- 
vertising is seen as a vital factor in 
sales possibilities. 
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B ack of famous Crossett Shoes there is now the 
full power of a long established, successful men's 
manufacturer. This well-known Brand, which has en- 
joyed nation-wide reputation for many years for 
quality, fit and all ‘round wearer satisfaction, is now 
offered as a strong $4 and $5 line, stocked at the 
factory. Alert retailers will be quick to recognize 
the advantages of this desirable combination. We 
will gladly send you a catalog—and have the 
Crossett representative call on you. 


At Chicago, you will find Crossett shoes on display 
at Room 807, Palmer House. 


FARMINGTON SHOE CO. 


DOVER 
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Trade Pacts Benefit Shoe Industry 





Foreign Trade Agreements Directly Benefit Shoe Industry— 
Export Figures Show Increase 


WASHINGTON, D. C.—The shoe indus- 
try of the United States has been the 
benefactor as the result of 14 recipro- 
cal trade agreements negotiated by the 
United States, according to a state- 
ment issued by Secretary of State Hull. 

The treaties “were made with Fin- 
land, Sweden, Canada, Switzerland, 
Cuba, The Netherlands, Colombia, 
France, Belgium, Brazil, Guatemala, 
Haiti, Honduras, and Nicaragua. 

Export figures already show an in- 
crease favorable to the United States 
for 1935 totalling over $17,250,000. The 
State Department predicts a steady 
and sharp rise in export of foot- 
wear as well as of leather for manu- 
facture into footwear. 

Belgium has bound itself against any 
increase of duty and has agreed to per- 
mit the importation of a specified quan- 
tity of goods annually. Brazil has re- 
duced its duties between 25 and 27 
per cent. 

Canada has given America the most 
favorable foreign nation rates and has 
reduced its duties from 8 to 20 per 
cent on various classifications. 

Colombia has reduced its duties from 
20 to 60 per cent; Cuba, 12% per cent; 
Finland has agreed to make no in- 
creases; France has greatly increased 


its quotas for importations in all 
leather classifications, and by giving 
the United States its most-favored-na- 
tion treaty in effect, has reduced duties 
on all kinds of leather footwear as well 
as other. footwear..and.other..commod- 
ities. Guatemala has decreased duties 
generally; Haiti has made a reduction 
of 38 per cent; Honduras has placed 
leather and shoes on the free list; the 
Netherlands has given a largely ampli- 
fied increase in import quotas of shoes 
and leather and has decreased duties 
in the Dutch East Indies. Nicaragua 
gives in effect a reduction in duties on 
shoes and leather of more than 25 per 
per cent. Sweden guarantees against 
increases, as does Switzerland, which 
absorbs much of our chrome-tanned 
goat and kid leather. 

Secretary Hull expects the next year 
to show a spectacular export balance 
sheet in our favor, and he anticipates 
that more trade agreements will come 
into being which will give a. still 
greater and wider distribution to 
United States shoes. 


Miles Terrill in New Position 


Boiss, IpAHO.—Miles Terrill, for sev- 
eral years with the shoe department 





at The Mode, here, has accepted a 
position as assistant buyer in Idaho 
Falls. His place at The Mode has 
been taken by J. W. Nickens, for- 
merly with the Chandler Bootery, 
Tulsa, Okla. 

Boise shoe merchants report a good 
trade in fancy party shoes this pre- 
holiday season. With more than a 
dozen large formals scheduled for so- 
ciety, including the inaugural ball and 
the charity ball, in the next two 

months, feminine buyers are believing 
in preparedness. 


Pollock's in Larger ‘Quarters 


CHARLOTTE, N. C.—Pollock’s have 
moved to a larger store now located 
at 134 North Tryon Street, here, which 
is opposite to where they were for- 
merly located. This is a corner store 
with two large display windows. 

The interior is done in rust and 
green with rust carpets and green mo- 
hair and leather chairs. 

They also have a ladies’ hosiery and 
handbag department which is doing a 
big business. 

Maurice Denker is manager of this 
shop. He came from the Bon Marche 
of Asheville, N. C., where he was 
buyer and manager. Mr. Denker has 
had charge of several stores for I. Mil- 
ler & Sons in Palm Beach, Fla., At- 
lanta, Ga., and New York City. 
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Wohl to Advertise Arch Line 


St. Louis, Mo.— Extensive plans 
have been made by the Wohl Shoe Com- 
pany to enter the field of nationally 
advertised arch shoes, with Natural 
Poise, a high-styled line to retail at $5. 

Natural Poise Arch Shoes will be 
advertised in seven popular magazines. 
Their youthful high-styling is directed 
to satisfy the increasing demand by 
women for arch shoes “that do not look 
like arch shoes.” 

The shoes are constructed over 
dimensional equalizer lasts which elim- 
inate all visible comfort features, yet 
achieve arch shoe comfort through 
skillful dimensional design. 

The Spring line has already been 
assembled . . . and particular emphasis 
will be made on having large in-stock 
facilities at all times. 

The Wohl Shoe Company entered the 
field of national mass magazine ad- 
vertising in the Spring of 1936, when 
they introduced Paris Fashion Shoes 
in five popular magazines, continuing 
in the Fall of 1936 with advertisements 
in 11 magazines. Paris Fashion Shoes 
are the only line of high-styled shoes 
nationally advertised at $3 and $4. The 
additional Natural Poise Arch Shoe 
campaign gives the Wohl Shoe Com- 
pany a definite place in the ranks of 
national shoe advertisers. 


Slipper Sales Begin Earlier 


PROVIDENCE, R. I.—The Christmas 
slipper business is starting earlier than 
usual and is producing larger sales 
volume, according to the management 
of the Florsheim Shoe Store, 119 
Mathewson St. 

Whereas the bulk of last season’s 
slipper business was done in the 10 
days prior to Christmas Day, the busi- 
ness started this year the first of De- 
cember. 

The price range extends from $1.95 
to $5, although a $2.95 number is the 
best seller. This store finds that people 
are buying better grade slippers and 
buying more freely. 

S. R. Karrel is manager of the store 
where he succeeded R. T. Leahy who 
retired. 


Harrison Shoe Co. Makes 
New Line 


EVERETT, Mass.—Harrison Shoe Co., 
for many years manufacturers of $2 
and $3 boys’ and little gents’ shoes of 
McKay construction, are now produc- 
ing, in addition, a new line of Good- 
year Welt shoes for this market. New 
lasts, and new patterns, distinguish the 
line, which is carried in stock. One 
feature shoe is an Elk moccasin style 
dress oxford, with the new Pan Cord 
sole. This shoe combines smart. style 
with rugged construction and materials 
which make it eminently suitable for 
school and play wear. 
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E MERSON’s for men cover the range from 
sports styles for young men to conservative 
models for their elders—Lasts are proven fitters 
—materials are the choice of the market— 
Emerson shoes are plus values in every sense. 
See them at 


Room 657 
Palmer House 
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TAP SLIPPERS 
HAND TURNED 
ALUMINUM TAPS 

Ne. 9787 Biack 
Ne. 9786 Patent Leather 


$i. 
B-C-D_ Widths 


BROOKS SHOE MFG. CO. 











& Rite Sts. 
Philadelphia, Pa. 











Boll's Have Fine New Shop 


MILWAUKEE.—One of the most dis- 
tinctive shoe shops in Milwaukee is 
Boll’s, 204 East Wisconsin Avenue, re- 
cently opened. The appointments in 
this store are all in the newest and 
most modern design. The chairs are 
chrome with off-white leather seats and 
back. 

The fitting room floor is completely 
covered with a modernistic carpet. The 
shop is air conditioned and has an in- 
direct lighting system which gives a 
bright even light at all times. 

This specialty shoe shop for women 
who are hard to fit is different in that 
no stock is displayed in the store 
proper, the size of which is 21 feet by 
20 while the whole store including the 
stock room is 21 by 35 feet. 

The entire decorative scheme is a 
salmon pink, stippled, with cream trim- 
mings. Venetian blinds on windows 
help to serve as a sort of background. 
Sizes carried are from 4 to 11, and 
widths as narrow as AAAAA. 

The front of the store is white vitro- 
lite with blue stainless steel letters. 


Fish Opens New Store 


PROVIDENCE, R. I—C. H. Fish has 
opened a new retail shoe store at 59 
Union St., featuring men’s shoes. Mr. 
Fish operates a wholesale and retail 
shoe store at 251 N. Main St., which is 
under the management of: Herbert W. 
Williams. 
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1937 Outlook for Handbags 





An Important Item in the: Accessory 
Department of the Modern Shoe Store 


It is a far cry from the few shoe 
bags, which every shoe store used to 
carry as_a sideline, to the bag depart- 
ments that today are a major factor 
in shoe store merchandising. 

Two influences are responsible for 
this important development of hand- 
bag volume. The first is the education 
of the customer in accessory coordina- 
tion. And the second is the realiza- 
tion, on the part of stores, that sal- 
able bags must be first of all smart 
bags; that the mere repetition of shoe 
detail is not enough to turn the trick 
and make a sale. 

A few seasons back, no shoe store 
felt it could really compete with the 
hand-bag section of the department 
store. But now the customer is so sold 
on the idea of matching up her shoes 
and bags that she is more and more 
apt to shop where she can find both 
together, at the same time and in the 
same place. We know of one outstand- 
ing specialty shop, selling women’s 
apparel and accessories, where this 
startling thing happened—the buyer of 
the bag department found one day that 
the shoe buyer was doing a better bag 
business than he! Now he works with 
the shoe buyer and coordinates his col- 
ors and leathers to shoes. Both de- 
partments are doing an outstanding 
job by keying their buying to the trend 
in footwear. 

The buyer of this shoe department, 
however, and every other smart shoe 
buyer—does not stop at buying bags 
that go with shoes. He is studying 
bag fashions just as closely as he is 
studying shoe fashions. When handles 
are smart, as they are today, he has 
them. When soft pouch types are im- 
portant, he features them. If unusual 
contrasting linings are bag news, he 
plays them up. He has broadened his 
buying resources. He follows the mar- 
ket and merchandises his bags just as 
expertly as he merchandises his shoes. 

There are still many bags sold that 
are styled definitely to shoe patterns. 
But this design tie-up is more subtle, 
less literal. And an increasing number 
of bags are being successfully mer- 
chandised in which color and material, 
not detail, is the common denominator. 

Last Spring color coordination in 
bags and shoes reached a peak of pro- 
motion. Fashion magazines and fash- 
ion advertising played accessory tie- 
ups across the board. This Spring 
there will be less noise and perhaps a 
little less excitement about exact 
matching up of accessories. There will 
certainly be fewer costumes (fortunate- 
ly for good taste) in which a whole 
string of five or six accessories are 
matched. But the shoe and bag com- 
bination will always be a natural, and 
this ‘sister act will make substantial 
profits again for shoe stores in 1937. 


The outstanding color selections for 
the coming Spring are as follows: 

Black—and black a little more im- 
portant and carried through a little 
later than last year. 

Navy for volume, with the new, 
brighter-than-Marine blues which are 
developing for shoes a possibility. 

Tan—tied up with whatever shade is 
being used for your shoes, important 
particularly for tailored wear. Note 
that wine red is a limited, high-style 
alternate for tan in suit, shoes and 
bags. 

These three are the volume shades. 
Brown should be included, but is rela- 
tively unimportant, with Cinnamon 
brown considered the best choice and 
the darkest shade required for volume. 

Gray figures as usual. Beige is com- 
ing up in bags because of its impor- 
tance in gloves and in trimmings for 
dark shoes. 

A few high shades will be shown to 
brighten up the stock. Of these the 
Coronation (Regal) Blue is outstand- 
ing. Also a Coronation (Royal) red 
which is a blueish shade, together with 
the clear, “fire-engine” red that is al- 
ways a Spring choice for bags and 
belts. Slate blue (Ardoise), register- 
ing as a novelty in shoes, is to be 
watched. Moss Green, a soft yellowish 
shade, is the newest version of the 
green family. 


Plans for Largest Slipper Business 


SEATTLE, WASH.—“Lay Away a Gift 
a Day” is the slogan of Rhodes Store 
this mid-November season. The large 
shoe department of this active Second 
Avenue store is getting ready for an 
extensive slipper, shoe and gift busi- 
ness. The rhythmic slogan featured in 
the elevators to the shoe department, 
on various store levels and in general 
sales promotion, focusses all eyes on the 
gifts that are being laid away each 
day towards a healthy Christmas vol- 
ume. 


To Distribute Beacon 
Falls' Products 


MIAMI, FLtA.—The Beacon Falls Rub- 
ber Company’s line of canvas footwear, 
sandals and sports shoes has been given 
to the State Leather Co. of 427 N. 
Miami Avenue, for distribution 
throughout southeastern Florida. The 
State Leather.Company carries a com- 
plete line of shoe store supplies and the 
addition of this new line of footwear, 
particularly adapted to the needs of 
this section, is a service that will be 
appreciated by the local dealers. 














Color, lighting and arrangement of the new shoe salon of Murray Bender, Inc., are 
attractively blended to make it a car arg addition to retail shoe shops in 
Cleveland. 





CLEVELAND, OHI0O—The smart sec- 
ond-floor footwear salon of Murray 
Bender, Inc., at 1315 Euclid Avenue, 
here, is attractively designed in a club 
room style with the sidewalls finished 
in light gray and the ceiling in white. 

One of the features of this smart 
salon is the large display niches cut 
in the sidewalls. Each of these niches 
is finished in a different pastel color 
to bring variety to the array of shoes 
exhibited. Indirect lighting in these 
cutouts, shows the displayed footwear 
to its best advantage. 

Chairs and settees are upholstered 


BOOT AND SHOE RECORDER, December 26, 


New Bender Shop in Cleveland 
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in kinkomo fabric in three solid colors 
of egg shell, garnet and coral. Curtains 
at the front windows are of gray spun 
glass material to match the sidewalls. 
Drapes are of egg shell and orange. 
Shoe cartons as well, are finished in 
gray with orange trim to harmonize 
with the color scheme of the room when 
brought forth to the fitting stools. The 
stock is hidden, being carried in a 
separate room exclusive of the salon. 

Murray Bender was for many years 
manager of Lindner Company shoe de- 
partment anda director of that com- 
pany.” : 











Condensed Department Saves 
Space and Sells Shoes 


ToPEKA, KAN.—Every bit of space in 
the twenty by seven foot shoe depart- 
ment at Harris-Goar’s is utilized. It 
would have to be, to accommodate the 
2150 pairs of shoes for which it pro- 
vides capacity. 

E. H. Stevenson, buyer, finds the 
newly rebuilt department has increased 
sales on both men’s and women’s shoes, 
and has advantages of accessibility over 
a distant stockroom for overstock. 

The department runs in a U shape, 
with the bottom of the U facing the 
wrapping desk and basement stairway 
in the center of the street floor. Shelv- 
ing lines each side of the unit and in- 
side the U are additional shelf spaces, 
running clear to the ceiling. High sec- 
tions are reached by ladders. 

The very flat bottom of the letter U 
has a recessed and well lighted land- 
scape painting, with miniature picket 
fence across the bottom. In the corners 
between this painting and the stock 
shelves are rounded sections, much like 
a what-not, each one capable of display- 
ing one pair of shoes. The shoes thus 


featured catch the eye of customers on 
both sides; and as they come up from 
the basement salesrooms or toward the 
front of the store, from the credit of- 
fices in the rear. 

Fitting space for both men and wo- 
men is provided adjacent to the stock. 
Blue leather and chromium chairs give 
tone and comfort, and permit those try- 
ing on shoes to have their backs to the 
passing shoppers. 





New Store Schedule for 
Christmas Rush 


New ORLEANS, LA.—Adoption of a 
schedule of store hours for the Christ- 
mas season was announced recently by 
the retail merchants’ committee of the 
Association of Commerce through 
Albert Wachenheim, Jr., chairman. Be- 
ginning Monday, December 14, stores 
were open from 9 a. m. to 7 p. m. 
and from Saturday, December 19, 
through Wednesday, December 23, the 
hours were from 9 a. m. to 9 p. m. 
On Christmas Eve, Thursday, December 
24, the stores were open from 9 a. m. 
to’6‘p. m: 
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SWAN GREETS each New 
Year with a greater variety 
and more attractive array of 
quality slippers and summer 


HIGH GRADE stores continue 
to sell profitably an ever in- 
creasing quantity of Swan 


DURING the coming year let 
these two Swan symbols be 
your pace makers for success- 
ful merchandising. 


Shoe Company 


Baltimore, Maryland 
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Comfort Pads 
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SPECIAL 
SPONGE COMPOUNDS 
SHOCK ABSORBING 


Arch Cushions, Heel Cushions, 
Metatarsal Cushions 
and 
Velva Snug Heel Grips 
Also: 
Specia! Features made to 
your requirements 


RATCLIFF PRODUCTS & SALES CO. 
COLUMBUS, OHIO 




















Evening Slippers 
Must Sparkle 


Cuicaco, ILL.—Evening slippers must 
sparkle—so say the wise Loop shoe re- 
tailers who are reaping a harvest of 
sales in brilliant sandals for the cock- 
tail lounge and the dance floor. A sur- 
vey of the retail district reveals that 
the big trade in evening sandals is by 

«no means confined to the “fat pocket- 
book” buyers. The popular price stores 
are also benefiting this year from the 
renewed interest in afternoon and eve- 
ning entertainment, which requires the 
sandal to top off the evening gown, 
which once more is being seen in ordi- 
nary public spots. Every popular price 
retail outlet is displaying at least one 
window to colorful sandals, mostly 
copies of the higher grades. 

At Wise Shoes.the decree of the man- 
agement is that evening slippers must 
sparkle, and sparkle they do. At $3.98 
they show a wide range of gold and 
silver kid, brilliant brocades, gleaming 
metallics and dyeable crepes and satins. 
The chains and departments are follow- 
ing suit with showings ranging from 
$1.95 to $4.98 in the popular range, with 
all managers reporting a greatly in- 
creased volume of sales. ~~ - 
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Dainty Maid Slippers, Inc., 
Acquires Second Factory 


Dainty Maid Slippers, Inc., of Brook- 
lyn, New York, are entering on an ex- 
pansion policy. The acquisition of a 
second manufacturing unit in Dolge- 
ville, New York, marks the beginning 
of a well-rounded plan for the enlarge- 
ment of the productive capacities of 
this company. 


DOMINICK CALDERAZZO 


Starting in 1932, Dainty Maid Slip- 
pers, Inc., has gone consistently for- 
ward. Headed by two able and well- 
known shoe men, Dominick Calderazzo 
and Robert Frederick, many advances 
in shoe design and shoe manufacture 
have originated with Dainty Maid. As 


ROBERT FREDERICK 


chief in charge of production, Domi- 
nick Calderazzo has won the admira- 
tion of the exponents of scientific man- 
agement of shoe-making plants. Under 
his guidance, Dainty Maid at present 
has a capacity of 15,000 pairs of shoes 
and slippers daily. His broad outlook, 
his thorough knowledge of manufac- 
ture and design, have made him an in- 
valuable asset to the company. 

Robert Frederick heads the mer- 


chandising and selling forces. His 
long experience and wide contacts in 
the shoe field have been largely in- 
strumental in placing Dainty Maid on 
the shoe’ map. 

The acquisition of the second manu- 
facturing plant in Dolgeville, New 
York, was prompted by the necessity 
for increased production. With pro- 
duction beginning about January first. 


Spring Shoes Selling in Texas 


DALLAS, TEXAS.—“We have good rea- 
sons to predict that January will be 
the best January from a sales stand- 
point that we’ve had in the shoe busi- 
ness in Texas since 1929,” said H. 
Morris Bridges, shoe buyer, Titche- 
Goettinger Co. 

“Spring shoes are already selling 
well in our women’s shoes department. 
We sold 20 pairs of a new black gabar- 
dine and patent oxford in a little over 
one day, and have sent in a rush order 
for 70 pairs more of the same shoe. 

“Our customers are saying that 
Spring shoes are better looking this 
Spring than they have ever been be- 
fore. They are interested in both the 
new materials and the new treatments, 
particularly high-riding types and the 
new sandals that wrap around the 
ankle. 

“Texas women have always liked ad- 
vance styles in shoes, and very often 
come in requesting an advance fashion 
before it is possible to get it in stock. 
Consequently we are especially en- 
thusiastic about their reception of open 
toes and open- backs in the new shoe 
treatments. Dallas women in partic- 
ular demand the very newest and 


. smartest in footwear. 


“Briefly, we are of the opinion that 
it’s a wise merchant who prepares for 
a big business increase the next four 
months. Our business increased 75 
per cent during 1936, and we almost 
doubled our sales force. This has made 
us enthusiastic, we admit, but even if 
we were pessimists, we would feel cer- 
tain that we would need to be well- 
supplied to take care of the 1397 
Easter rush. Business is bound to be 
good earlier in the season than in many 
a moon.” 


New Men's Department 
Opened 


MILWAUKEE, WIs.—In_ connection 
with a $150,000 main floor — re- 
modeling program, the Boston store 
has opened a new and complete street 
floor department for men with its own 
direct entrance. The department fea- 
tures a series of separate shops in a 
masculine setting, including a shoe 
shop near the main entrance. Shoes 
featured in the shop include Bostonian, 
Nettleton and Foot-Savers. No mer- 
chandise on the remodeled floor is above 
eye level, while an overhead, indirect 
lighting system provides comfortable 
lighting. Counters are of modern de- 
sign and have exteriors of African 
mahogany veneer. 
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Business Gets Better 


[CONTINUED FROM PAGE 158] 


tions of bones in the feet and their re- 
lation to properly-shaped shoes. 
While this new department has fully 
demonstrated its profit potentialities 
within itself, it brought along with it 
a profitable by-product. A large per- 
centage of persons who seek foot com- 
fort are accompanied by persons who 
have no need for specialized fitting in 
this narrower sense. Often a mother 
is accompanied by her daughter. Thus 
younger persons are introduced to this 
attractive store and their interest is 
captured by the many attractive and 
up-to-the-minute styles that never fail 
to appeal to them. The store finds that 
this is a profitable adjunct. 
Throughout the two floors and base- 
ment, the decorative scheme of old 
ivory and mahogany is carried out and 
thick carpets in harmony with this 
color scheme provide luxurious floor 
covering. Display cases are tastefully 
and conveniently arranged so that not 
an uninteresting moment need to spent 
there by persons accompanying others. 
Despite the fact that Akron still 
limps in the rear of the recovery parade, 
Waggoner-Marsh have finished plans to 
install a repair department in their 
basement store. This will be equipped 
with the latest machinery and every 


type of repairing will be available to 
its patrons. Standard prices will be 
maintained and only the best of mate- 
rial used. Here again is a department 
designed to enhance the sale of better 
and higher priced shoes, as customers 
must pass through an attractive dis- 
play area on the main floor to reach 
the basement stairs. 

About a year and a half ago, a 
modern children’s department was 
added to the store. Every facility to 
keep children happy while waiting is 
used in the decorative scheme of this 
department. Fitters are selected for 
their qualities in handling children and 
mothers who are sometimes the great- 
est problem. The success of this de- 
partment in causing interest which de- 
veloped into sales in other departments 
is more or less responsible for the new 
foot-comfort department. Thoroughly 
schooled in merchandising, President 
Julius Siff and Manager D. Larry Wil- 
liams know that any department that 
offers interest to potential patrons car- 
ries a plus advantage that creates good 
will generally. 

This company began business in 
Akron in 1892—rather the original 
Waggoner-Marsh company. It has 
kept pace with the city’s progress and 
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is now the largest and one of the oldest, 
if not the oldest, in the city. It has 
moved its locations to keep in step with 
the shifting shopping centers and is 
now on the main street in the heart of 
retailing. ; 

The rubber center has rather a large 
shifting population. It is not unusual 
for a minor rubber executive to be 
called into Akron from Timbuctoo, to 
be shipped out a year later to Kalama- 
zoo. It is traditional for newcomers of 
both sexes, especially the ladies, to be 
directed without hesitation to Wag- 
goner-Marsh as the smart place to buy 
shoes. Personal experience vouches for 
that. But, while this established com- 
pany caters carefully to this more select 
trade, it does not turn indifferently 
from the dollars of the men and maids 
who come in with the soapstone of the 
gum shops in their ears. 

The Suzanne department in the Wag- 
goner-Marsh basement offers the maid 
who makes wringer rolls the advan- 
tage of Waggoner-Marsh shoes at 
prices she can afford to pay—with no 
extra charge for removing the soap- 
stone dust she may have deposited on 
the chair cushion. And she is very 
welcome to ride the elevator up to the 
main or next floor, if she is not too 
timid to operate the automatic thing. 
This is a recently installed convenience 
in the store. 

Both Bridget O’Grady and _ the 
Colonel’s lady may have credit at Wag- 
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Shoe Cleaner 












Asso LUTELY 
the brightest finish. 


silver slippers look like new 
. . . and may, in fact, be used 
to change any white kid slip- 
pers to silver. 


EVERETT & BARRON CO. 
Providence, R. |. Toronto, Canada 








goner-Marsh and an open account. 
This has long been a traditional fea- 
ture in the store and, handled expertly, 
is an asset and not a liability. This 
department is in charge of Miss Ruth 
Wilhelm, a young woman who under- 
stands the various angles of safety in 
credit work. 

This company’s merchandising poli- 
cies in men’s footwear follows a 
strategy which anticipates all competi- 
tion. While it features well known and 
nationally advertised brands, its prices 
range up from the popular prices of 
shoes sold extensively in chains and the 
lower price stores. This is in harmony 
with the general store policy to supply 
the needs of every member of a family 
in about all of the price ranges. With 
departments arranged carefully, one 
does not conflict with another and the 
most fastidious customer finds no cause 
for offense. 


Deroche Named Shoe Manager 


Woonsocket, R. I.—The shoe de- 
partment in McCarthy’s, large depart- 
ment store, is now managed by Edward 
Deroche, who was manager of the de- 
partment a few years ago. He replaces 
W. O. Belhumeur. Leo Caroline is as- 
sistant manager. The department is 


operated by the Carl Spector Shoe Co., 
Boston. ; 
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Shoes Moved to “Traffic Spot” 





The new main floor shoe department of Sage Allen's which was moved from the third 
floor, provides a modern and i setting for footwear to attract the casual 
shopper. 


HARTFORD, -CONN.—Sage Allen’s, one 
of Hartford’s most exclusive specialty 
stores, has moved its shoe department 
from the third to the first floor for a 
very specific reason. Harold Underhill, 
manager of the department, says that 


. shoes should have a “traffic spot” to 


sell. 

“People nowadays do not necessarily 
start out to purchase a pair of shoes. 
They may start out to purchase noth- 
ing at all. If the shoe department is 
to ‘get a break,’ it should be in the line 
of traffic where such shoppers will see 
a display which attracts and reminds 
them to buy.” 

The soundness of Mr. Underhill’s 
theory has been proved by the in- 
creased business which the department 
hes enjoyed since its relocation. 

The traffic spot location brought up 
a new question. Sage Allen’s usual line 
of shoes run from $6.75 to $12.75 and 
as the casual shopper seldom carries 
much money or wants to spend that 
much, one section of the new depart- 
ment was made into a “Modette Shop,” 
as it was called, in which a popular 


line of shoes at a uniform price is car- 
ried. This section consists of two dis- 
play cases and two display cutouts in 
the walls of the section in which the 
popular-priced shoes are displayed. 

The department provides space in 
which to walk about leisurely. It is 
also arranged so that one is not at 
all conscious of going into the shoe 
department but is, rather, still’ stroll- 
ing around the store on a general sur- 
vey. There is good psychology behind 
this. Shoes cost lump, sizable sums. 
Because of that it is a problem to at- 
tract general shoppers. Sage’s have 
managed to get the customer into the 
department without her being aware 
of having entered it by having it “melt 
into” adjoining departments. That is 
achieved by inconspicuous arrangement 
of chairs, little or no obstruction, and 
easy access. Soft rugs, pleasant and 
plentiful display, and comfortable 
chairs invite rest more from the stand- 
point of a lounge than a shoe depart- 
ment. All this has more influence on 
the prospective customer than is at first 
imagined. 





Wage Increase for Sibulkin 


Employees 

MANCHESTER, N. H.—The 400 em- 
ployees of the Sibulkin Shoe Company, 
Morris Sibulkin, president and trea- 
surer, announced a 10 per cent wage 
increase for all employees, effective 
January 1. 

One of the reasons given for not put- 
ting the wage increase into effect im- 
mediately is that the company has a 
fairly large stock on hand as a result 
of having kept the plant in operation 
during a dull period. 

Work on spring orders will start this 
month and it is expected that orders 


will keep the plant in operation at 
capacity for many months. 


Adds Men's Shoe Line 


DALLAS, TexAs.—Another prominent 
Dallas store has joined the ranks of 
men’s stores adding shoe departments 
to complete their men’s furnishings 
service. The new Dallas department 
is at Victory-Wilson Men’s Store, and 
occupies a distinctive location on the 
mezzanine overlooking the main floor. 

A. H. Patterson, store manager, 
mentioned that two makes of nationally 
advertised shoes will be featured. 

Dick Mitchell, well-known and ex- 
perienced Dallas shoe man, will be in 
charge. 
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COMMERCIAL 
FACTORING 


Shoe firms that need 
more working capital can 
find it in their accounts re- 
ceivable—and put it to work 
through commercial factoring. 


COMMERCIAL FACTORS CORPORATION 
TWO PARE AVENUE, NEW YORE 














Money Influx Expected to 
Boom Business 


Dayton, OH10—With more than $3,- 
000,000 in bonuses and bank dividends 
already scheduled for release in this 
city during December, all lines of re- 
tail business, including shoe dealers, 
are looking forward to the biggest and 
best holiday season since 1929, accord- 
ing to M. L. Riggs of the Baynham 
Shoe Company and president of the 
Dayton Shoe Retailers Club. Other 
financial announcements of additional 
bonuses and dividends which are ex- 
pected to be made before Christmas 
should bring the total to beyond 
$4,000,000. 

The largest distribution to date will 
be the $2,100,000 coming to depositors 
of the defunct Union Trust Company 
in the form of a 20 per cent dividend. 
Several shoe dealers were “caught” 
when this bank closed its doors several 
years ago. This dividend will make 
75 per cent returned to depositors. 

“Without question,” said President 
Riggs, “the large amount of money 
should stimulate the shoe business in 
Dayton during the holidays. I feel 
that while we have been anticipating a 
very good trade, this new money being 
thrown into circulation at this time. 
will do much to make our business quite 
a bit better. It should be felt by all 
forms of retail business, as a matter 
of fact.” 


Louis A. Miller of Elder,& Johnston 
Company and a past president of the 
local club, indicated that his shoe de- 
partments are “loaded to the gills” and 
ready for the rush. “However, I feel 
that our biggest problem is going to be 
in handling the traffic. We are now 
opening up our charge accounts and 
showing more leniency in order that 
they buy now instead of waiting until 
they get their bonus money. Our re- 
ceiving room now is so jammed that it 
is almost impossible to get around. This 
is going to be the biggest holiday sea- 
son since 1929 and this huge amount of 
money being poured into retail channels 
is going to aid just that much more.” 

Elmer Blomquist of Rike - Kumler 
Company, was also among those highly 
enthusiastic over the exceptionally 
bright prospects for the holiday trade. 
“It’s the best news we have heard in a 
long time,” said Mr. Blomquist. “and 
we are all set to take care of them. 
We anticipate the bulk of the business 
will be in slippers and we are prepared 
to handle the crowds that we know that 


will visit the stores as a result of this 


extra money being turned loose into re- 
tail channels.” 

The Dayton Shoe Retailers Club held 
its Thanksgiving Party on Wednesday, 
November 18, and many shoe dealers 
and clerks in the Miami Valley as well 
as traveling men were present. 


New Shoe Factory in Milwaukee 


MILWAUKEE, Wis.—The Union Co- 
operative Shoe Co. has leased 15,000 
square feet of floor space here and 
will start operations by January 11 
under the management of E. L. Riebau. 
An additional $12,000 worth of stock 
will be attempted to be sold before the 
plant opens. The original goal of the 
board of directors of the shoe company 
was $75,000. Organizers maintain the 
factory will be an aid to shoe workers 
here who have lost their jobs through 
the moving out of Milwaukee of shoe 
plants to various Wisconsin cities. 
Present plans call for the production 
of shoes retailing at four, five and six 
dollars. 


Kent Bootery Moves 


KENT, WASH.—With greatly en- 
larged stocks, the Kent Bootery, of 
which Sam Hoffman, Jr., is manager, 
has moved this December into a splen- 
did new home at 109 First Avenue, 
where exceptionally good holiday trade 
is confidently anticipated in this city 
south of Seattle. Mr. Hoffman opened 
the doors of the new store with house- 
warming appeal, greater merchandise 
stocks, larger floor space, and finer fix- 
tures, all making a bow for better boot- 
ery business. 
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New York to Have Shoe Fair Train 


New York—On Jan. 2, 1937, the 
New York Central Line will operate a 
special train to the National Shoe Fair 
which will leave the Grand Central 
Terminal, here, at 4.20 p. m. and ar- 
rive in Chicago at 8.30 a. m. the fol- 
lowing morning. 

This train will be known as the 
“New York Shoe Special.” The equip- 
ment will be air-conditioned and will 
consist of lounge car, section, compart- 
ment, bedroom and drawing room sleep- 
ing cars, diners and observation car. 
Special baggage cars will also be oper- 
ated on this train so that members can 
take their luggage and sample cases 
on the train with them. 

The railroad fare in each direction 
between New York and Chicago is 
$27.25. These tickets are good in Pull- 
man cars upon payment of additional 
charge for Pullman space occupied. 
The one-way railroad fare, good in 
coaches only, New York to Chicago is 
$18.20. 

The one-way Pullman fares are as 
follows: lower berth, $6; upper berth, 
$4.80; section (one person), $8.40; sec- 
tion (two persons), $10.80; private 
bedroom (one person), $10.80; private 
bedroom (two persons), $12; compart- 
ment (one person), $12; compartment 
(two persons), $17; drawing room 
(one person), $15; drawing room (two 
persons), $21. 

A minimum of one and one-tenth 
railroad tickets is required for exclu- 
sive occupancy of a compartment and 
one and one-quarter tickets for a draw- 
ing room. 

Reservation for this train can be 
made by writing or telephoning Robert 
Thorn, Murray Hill 2-8000, Extension 
3489, who is making traveling arrange- 
ments for New York shoe men going to 
the Shoe Fair. A committee, com- 
prised of Jesse Adler as chairman, 
Frank Garside, John Slater, Frank 
McLaughlin and Maurice Miller, are 
working with Mr. Thorn in getting 
New York shoe men together on this 
train. ' 


. 


‘New Brooklyn Store 





BROOKLYN, N. Y.—One of the newest 
Physical Culture shoe stores, located 
at 1036 Flatbush Avenue, is shown 
here. The front is entirely of Georgia 
white marble, flanked on both sides by 
decorative pilasters, constructed of 
Georgia pink marble. This material 
was selected not only for its beauty, 
but also because its durability makes 
it withstand the effects of time and 
weather. 

The sign “Shoes by Physical Culture” 
is literally part of the store front. It 
is made of three-feet-high bronze let- 
ters, finely cut to a five-inch depth and 
mounted in front of a recess. Lighting 
from a trough above this recess gives 
a dramatic high-light to the letters in 
the sign. 

The windows are in the most modern 
manner. Circular glass is used. The 
window depth of fifteen feet allows for 
effective display of men’s, women’s and 
children’s shoes. The fine woods used, 
back panels of avoidere and the white 
maple floors, contribute a rich note. 





Daniel Green Gives 
Pay Increase 


DOLGEVILLE, N. Y.—An increase in 
wages amounting to 5 per cent was 
granted this week to the 600 employees 
of the Daniel Green Co., of this village, 
it has been announced by James A. 
Green, president of the company. Pro- 
duction has been increasing at the 
plant steadily, and indications are that 
full-time operations will be under way 
in 1937. The company manufactures 
ladies’ slippers. 





Shoe Traveler Hurt in Accident 
Syracuse, N. Y.—Paul A. Whitney, 


‘shoe salesman for the Simplex Shoe 


Mfg. Company in this district, met with 
a severe accident, when his car skidded 
off the road, while he was driving to 
Ogdensburg, late one evening, recently. 

A passing motorist stopped to inves- 
tigate and found Mr. Whitney some 
distance from his wrecked car, in an 
unconscious condition. 

He was taken to Ogdensburg hospi- 
tal, where it was found that he had 
three ribs fractured and a. number of 
cuts and bruises. 
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lowa Travelers Hold 
Election Meeting 


Des Moines, Iowa—The annual meet- 
ing of thte Iowa National Shoe Travelers 
Association was held in Hotel Fort Des 
Moines on Saturday, December 12. The 
officers elected to serve for the coming 
year are F. W. Sampson, president; 
Willard M. Griest, vice-president; H. 
N. Gyldenvant, vice-president, and J. 
E. Wm. Prescott, secretary-treasurer. 

Plans were made at this meeting for 
the Northwestern Regional Shoe Con- 
vention to be held in Sioux City, Janu- 
ary 17, 18,19. A stag party was plan- 
ned for Saturday night, luncheon 
Monday noon, and banquet Monday 
night and luncheon Tuesday noon. 

An outstanding national figure will 
make a short address for the luncheon 
on Monday. 

All exhibitors must hold paid-up 


‘ membership cards in the National Shoe 


Travelers Association. 

The following delegates were ap- 
pointed by the incoming President to 
the Annual Convention of the National 
Organization: F. W. Sampson, O. R. 
Blechinger, Willard M. Griest, J. E. 
Wm. Prescott, John Copeland, Carl 
Ortlund. 

The first meeting of the new year is 
called for January 9, 1937, at 1:00 P. M. 
—Hotel Fort Des Moines, Iowa, when 
the various appointments for the year 
will be made. 


Gregory & Read Hold Party 


LYNN, Mass.—The Gregory & Read 
shoemakers had their 15th annual din- 
ner and dance, Saturday night, De- 
cember 5, more than 700 attending. 
Harry M. Read, manager of Gregory & 
Read Co., said that the factory has 
started on the new run with.such orders 
that it will run to capacity for several 
months to come. 

Among the guests were George Vin- 
cent of the sales staff, Mrs. Vincent, 
Mrs. Harriss, wife of John Harriss of 
the New York sales office, who is now in 
Europe, John Read and Mrs. Read, 
George Clemen, manager of the shoe 
factory, and Samuel F. Kinsman, man- 
ager of the wood Mitel department. 








D. H. Bryan With Lou Gibbs Shop 


MiamI, Fia.—Dell H. Bryan, who 
has been connected for some years with 
the Baker shoe store in Miami, has 
resigned to take over the management 
of the Lou Gibbs College Shop in Tal- 
lahassee. This shop is devoted to 
women’s foot wear. 





New Miami Shop Opened 


MiaMI BEACH, FLA.—A new shop for 
Miami Beach is the Pollyanna Bootery 
at 764 Washington Avenue. Popular- 
priced shoes will be offered in the smart 
resort patterns which this locality calls 
for. J. Kriegler is manager of the 
shop. 
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THE 


SHOE 
CENTER 
IN NEW YORK 


Retailers and buyers can see the new- 


covering is well represented. 


D. S. MACDONALD, Msgr. 


est models in every grade footwear 
at the Marbridge Building. Here, in 
one building, every shoe need can be 


filled, for. every line and type of foot 











Washington Shops in Holiday 
Setting 


WASHINGTON, D. C.—As part, in 
fact as the nucleus of his cheerful 
Christmas display, F. S. McFarlane, 
manager of the Regal Shoe Store at 
13833 F Street in Washington, D. C., 
exhibits and emphasizes the recent fea- 
ture in Regal winter shoes, the process 
called Norwegian stitching, a method 
of putting shoes together, which dates 
back over 300 years as far as histor- 
ically known, and probably originated 
much earlier. This strong and staunch 
feature of his leader enables Mr. Mc- 
Farlane to utilize the quaint decora- 
tions that are reminiscent of ancient 
Christmas. 

Mr. McFarlane reports that the holi- 

day trade has developed a tremendous 
increase in the sales of brown shoes 
in shades varying from light tan to 
dark cordovan. 
q Rich’s Shoe Store at 1001 F Street 
in Washington, D. C., is an interesting 
place during the holidays. It is a cor- 
ner flanked on either side by the larg- 
est department store in the Nation’s 
Capital. The department store beetles 
over Rich’s like a huge block or moun- 
tain. But Rich’s is one of the most 
busy Christmas spots in the region. 

The Bootery, on Connecticut Avenue, 
within sight of Dupont Circle, the 
boundary line between great society 
and lesser folk in the Nation’s Capital, 
has window-dressing that reminds you 


of Christmas among the world’s wealth 
and royalty. With crystal stuff as the 
basis it has built one of the most fas- 
cinating displays in the city. 

Florsheim’s men’s and women’s shoes 
are sold in four different stores in 
Washington. Each store uses the yule- 
log as the keynote of the Christmas 
decorations, and they all report the 
greatest volume of business since 1929. 

William Hahn & Co. celebrates its 
sixtieth Christmas season in business. 
It has two general stores and a store 
for men and another for women. Mr. 
Hahn maintains a Santa Claus to chat 
with children at each general store. 
And every child visitor, whether the 
parents buy or don’t buy, receives a 
gift. At this season of the year the 
Hahn system gives away a great num- 
ber of shoes to those who can’t buy. 

Christmas in early America, as ex- 
emplified in scenic settings of bright- 
cheeked men and women and glittering 
landscapes, signalizes the holiday 
background for the enormous trade in 
the Hanan Shoe Shop on F Street. 

The three Hanover Shoe Shops in 
Washington have sold more goods this 
holiday season than any time during 
their existence in the city. Brilliantly 
illuminated Christmas trees are their 
outstanding decorative features. 

The Arthur Burt Shoe Shop on F 
Street, which is celebrating its diamond 
jubilee as a shoe merchandiser in the 
Nation’s Capital, uses many glittering 
combinations of stones that look like 


diamonds as part of the holiday dec- 
orations in the shop. This is one of 
the most dignified retail business 
houses in Washington and reports a 
notable increase in sales. 


Oldest Shoe Traveler Celebrates 
Birthday 


RocHESTER, N. Y.—Douglas S. King, 
who holds the honor of being the old- 
est living traveling shoe salesman, 
celebrated his 88th birthday on De- 
cember 9 among friends, who called 
to extend their congratulations. 

Mr. King sold shoes on the road for 
35 years, his first major connection 
being with Dodge Bros., of Newbury- 
port, Mass. 

He represented other shoe manufac- 
turing concerns in the New England 
States and later in life moved to Ro- 
chester as representative for Wright & 
Peters Company. 

For 17 years he has been totally 
blind, but this sad affliction has not 
taken away from him the inward joy 
and happiness which he gets out of 
life. He has a kindly and happy disposi- 
tion. 

Those of the shoe traveling frater- 
nity and others connected with the 
shoe industry, may wish to extend to 
him their congratulations, and if so 
a birthday card will reach him at his 
home address, 120 Chestnut Street, 
Irondequoit Apts., Rochester, N. Y. 
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THE TICKET 


AND/CARD 
> 
yO? 


JANUARY 


ARE NOW 
READY 


The January price ticket 
is in white, blue and gold 
and has adequate space 
for wording or stock 
number. 


Freshen up your New 
Year window display with 
harmonizing show cards 
and price tickets. The 
January show cards are 
now ready in an attrac- 
tive and seasonal design 
in gold and blue on a 
snowy white background 
and bear messages per- 
taining to style, quality, 
protective footwear, and 
January Clearance Sales. 


CARD HOLDERS 


Two styles are available; 
Natural wood finish or 
oval base — burnished 
gold — three color trim. 
These modernistic holders 
take any size card, and 
harmonize with the finest 
window display fixtures. 
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Everyone Passing 
is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 














Polly Clips 
Pouy Cu P for Price Tickets—Adjustable— 


for Price Tickets Tilt at any angle. 





Polly Shoe Holder 7 . J 


To display arch, branded, and 
fibre-sole shoes. Always re- 














mains in upright position. sssecesea 

Yq dozen ............. $1.65 

1 dozen .............. 

Recorder Stock Record ‘i 

Tickets scree 

for shoe cartons. Cycl fi 

eee yclone clips Price.......... 

Phos ieee ea. hecbs $1.25 

WO. 6 iS yekues  eeRw $2.25 sesacaeé 




















eee 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
é Lid eo Lid ww 




















(Cross out 


We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


CARD 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF OARDS: Annual card service subscribers may exchange any 
ecards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


ee ee eee 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 
lines not carried.) 

quantities and denominations: 

STREET 


eee e ecm w were es cwepececccsee 


For 
for 





SERVICE | MONTHLY HOLDERS Tickers 





subscribers 


must be drawn on U. S. 


Ne. | ° $5.00 é 160 





ANNUAL 
additional 


per month. 
each month’s service deliv- 


Ne. 2 4.00 4 100 


- per year, payable 





card holders. 


foreign 
month 


Ne. 3 60 








For this service we will pay 
cash in advance, full year’s 
service, 5% discount. Checks 
banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 














from 
per 








FOR 








MERCHANTS SERVICE DEPARTMENT 


7 FOR ITSELF + IN ~ 
(exe HOE 
INCREASED BUSINESS BOOT & SFIC 
75 CC OVAEV 


/Miail (ovfot vf Vow! 209 S:STATE ST: CHICAGO-ILL: 


Cheek, with order, please, unfess C.0.D. 
i 
“DD”; White 


board, = green “R”: Pale yel- “QO”: White “Pp”; White 
and gold—yel- low board. De- board; design board. Design 
low design. sign in: me- in two shades in turquoise 
“oO”: dium blue. of green. blue and rose. 
pe yellow 5 sit # 

o green 122.5... — Pri i " 
ig Spe Size;,.JY/2” x 234”—Prices on opposite page 























IMPRINTED 


at 35¢ per fifty, 











«++, consisting of 


. card holders (with 
additional. 


the first month’s§ service), 








Please enter our order for the 
for Card Service 


Recorder “Selling Messages,” 
beginning with JANUARY, 


continuing monthly for one 
blank tickets each month, 
TICKETS, 


year, 





TAS 


+) aS 


sea AS: 


SEES ESTE Le SSSA Sa eee ase ee 


sw 
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LINE WANTED 








Experienced Salesmen 


We have several openings in Middle West 
territories including Ohio, Michigan, Ili- 
nois. Exceptionally strong line of $3.00 
retailers — women’s sport and novelty 
shoes, sandals, slippers, all in stock. Must 
have following in respective territories. 
Only experienced men need apply. Phone 
Room 886, Palmer House, Chicago, during 
Style Show, for appointment. 


GOLO SLIPPER COMPANY, INC. 
129 Daane St., New York, N. Y. 








SALESMEN 
0 Michigan, Indiana, W 
leon, and patty  B Minot for 2 . a sling ne tine 
of Men'ss and Boys’ work and d 
and Canvas Footwear ri out a Le 


stock department, strai commission. Only 
with following need apply. Will alse 
with other line to carry ours as side line. 


Address F 175 care Boot and Shoe Recorder 
209 S. State St., Chicago 





WOMEN'S SHOES 


Splendid proposition on Arch Shoes, Dress, Sports, 
Sandals and Comforts. . . . Uco and Welts to 
retail at $4.00 and $5.00... 
perienced salesmen .. . 
Show, Palmer House, 954... 
first letter to 

MAYER MARTHA WASHINGTON SHOE CO. 
108 East Walnut, Milwaukee, Wisconsin 


write full details 











SAaanee OF HIGH GRADE MERCHAN- 

If you have a main line t takes 
you ae ‘the better stores, our quality infants’ 
shoe one gm appeal. Me a line, patented proc- 


ess, and recommended by doctors 
re CLAPP SHOE CO., ROCHESTER, 





WANTED EXPERIENCED SALESMEN. 
For Eastern Penna., Ohio, New York State, 
New England. To represent leadi Philadelphia 
juvenile house. Line consists of infants’, 4 
dren’s, misses’, growing girls’, and boys’ po 

lar price lines. Address F-176, care Boot’ & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








SANDALS & SLIPPERS 
Established territory in Kentucky and Ten- 
nessee, also Ohio, Indiana, Illinois, Wisconsin, 
Iowa, Minnesota, Nebraska, Arkansas and 
Oklahoma. 

THE GEO. N. COHEN CO. 
81 Reade St. New York City 











MANS AUTO TUSES, making 


Stagg orn to real for ee 00. 
Wante't live oe to ll department 


stores and well rated retail Bit af on straight 
attractive commission basis. Reference required. 
Address F-149, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 





bg nog bd gong WANTS — to sell 
her boudoir a ippers. e are re- 
Y, re interested in 





S ALESMEN WANTED who are interested in 
a live side line of 


Rites” sore.” 10% commiesion. 
HAWKES & SON. Inc, ROCHESTER, N. Y. 





S OME re-arrangement of territories enables us 
now to consider applications for salesmen. 

ou are interested in a permanent connection 
oF an opportunity to make money with a fast- 
growing, live house, selling $1.49 to $1. 58 re 
tailers, write to Boston Novelty Shoe Corpora- 
tion, 179 Essex Street, Boston, Mass., givin 
age, road-selling experience, and volume o 
sales; or see our Mr. Stanley Morton at Room 
1258 Palmer House, Chicago, during the Chicago 
Shoe Show in January. 





Gseues wanted for following territories— 
Minnesota, Iowa, Wisconsin, ichigan, RY 
and Indiana. Ladies’ novelty shoes, $2 and $3 
retailers. Stock proposition. For further de- 
tails address F-17 , care & Shoe Recorder, 
209 South State St., Chicago, Ill. 





A TRIED and tested footwear salesman who 
can produce results is interested in making 
a permanent connection with a nationally known 
line for California. Fred W. Grube, 2039 
Malcom Ave., West Los Angeles, Calif. 








LINE WANTED FOR PACIFIC COAST. 

Experienced shoe man with fine training and 
experience is desirous of securing representa- 
tion of a line of men’s shoes for far Western 
trade. He is 31 years old, single, and without 
any family pm ppg His knowledge of con- 
ditions and styles on the Pacific Coast should 
make him a valuable man for the territory. For 
further particulars refer to Address F-178, care 
Boot & Shoe Recorder, 239 West 39th Street, 

New York, N. 





BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are bullding successful 

this new and dign’ Kt, .- fees Study 
Course. "i equipment, 
furnished at low cost. Easy terms. 
THE TECHNOPEDIC di 
665 Broad Street Newark, N. J. 














WANTED TO PURCHASE 








ty, 
tonians, Stetson, Red’ Cross, Nunn Bush, 
IRVIN BUBIN 
“The House Jebe”’ 
88 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








POSITION WANTED 
Pasemen, 33 geome clk Chy, ee Seatrn SHOE STOCKS BOUGHT 
Long Island. following. eoruees Ss in Complete or Part 


Factory (Boston) or local iy ae 
omens—Childrens—General line. “Drawing or or 

Salary. Well known in market and 

retail dealers. Permanent Connection ired. 

What have you to offer. Address F-180, care 

Boot & Shoe Recorder, 239 West 39th St., 

New York, N. Y. 


Wholesale or Retail 


BARIS SHOE COMPANY, Iac. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 








HELP WANTED 


bs ip Sg tape 5 mi to take complete charge 

factory making, sandals to retail for two 
dollars Experi in this field and ability to 
handle factory's of f five hundred people essential. 
This is an unusual 0; nity for an experi- 
enced sandal man. Address F-177, care Boot & 
ort, te aa 239 West 39th Street, New 

or! 











Buyers of Surplus Stocks 
Wo wil bey svn of aatre eats f com 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














mum charge, 75 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. S25. 


cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
IF” Advertisements for this page must be in our New York office on Friday of the week preceding publication. "@pg 
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MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 








Pou» Shoe 
OLDER. 


Pat. Pending 
Shows arch supports, brands, golf shoes and 
fibre soles properly. Holds shoes in correct up- 
cue position. Practically invisible when used. 
Will never topple over. For men’s and women’s 
$3.00 per dozen $1.65 per 42 dozen. 
M. D. POLLINGER CO. 
Holland Buildin St. Louls, Mo. 
CANADIAN DISTRIBUTOR 
M. BRADKIN & CO. 
6 Northeote Avenue, Toronte 3, Canada 














THE LAUBER CO. 


“For Your Service” 


Brokers and Consultants 
in leasing 


SHOE DEPARTMENTS 


in 
Department Stores 
and 
Specialty Stores 
of Prestige 


521 Fifth Avenue, New York City 











PROTECT AND IMPROVE YOUR SALES WITH 


MANOLIS PRODUCTS 


Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 


4246 North Crawford Avenue, Chicago, Illinois 
Side Line Salesmen Wanted. Please furnish references with application. 











MERCHANTS’ NEEDS 





. MERCHANTS’ NEEDS 











THE ORIGINAL 


Shoe Shrinking Devices. 
DO NOT BE MISLED 
by patent warning notices. 
We own Patent No. 1990142 


These shrinking devices enable you to 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
top of shoes, preventing 
slipping at the heel or 
gaping at the sides, and 
by removing wrinkles 
from quarters, vamps, 
and linings. These de- 
vices when used with 
our specially prepared 
fluids, which are scien- 
tifically necessary 
shrink fullness from alli 


$1250 { 
leathers or fabrics with- 


Curved type iron = out harm to either. 
Send your order or write for detail in- 
formation. 


Special combination offer $25.00 (fluids in- 
oe in above prices) f.o.b. Indianapolis, 
ndiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 








Pouy Cup 


for Price Tickets 


$4.00 


gross 


$2.25 


half gross 


Will tilt at 
any angle 


M. D. Pollinger Co. Holland Bidg., St. Louis, Mo. 








SHOE STORES 


CANNOT AFFORD TO BE WITHOUT 
ONE OR THE OTHER OF THESE 


SHOE STRETCHERS 


THEY STRETCH— 
THEY LENGTHEN— 
THEY EASE VAMPS— 
THEY LAST A LIFETIME 


Made in U. S. A. 


MAJESTIC TWIN STRETCHER 


working two shoes at a time—even if they are of 
different size and kind—it renders double duty. 
The price complete including three pairs of Right 
and Teft Lasts, Vamp Easers and Bunion Irons is 
$25.00 F.0.B. Philadelphia. Weighs 60 lbs. 


Made in U. S. A. 


PARAGON STRETCHER 
COMPLETE WITH 3 LASTS 
VAMP EASER AND BUNION IRONS 
$15.00 F.0.B. PHILADELPHIA 


Order through your Findings Dealer or write to us 


Laing, Harrar and Chamberlin 
43 N. 3rd St. Philadelphia 








MERCHANTS’ NEEDS 


PREVENT LOST SALES! 


THERE is a way and a proven way 
to give all customers (even the hard- 
to-fit) shoes that fit perfectly and 
comfortably. It’s a way that’s now 
used by thousands of wide-awake 
retailers who enthusiastically en- 
dorse it. It consists in reshaping 
shoes to conform to the individual 
foot. It’s so simple that any of your 
employees can use it. Inexpensive 
to operate, too. Write for details or 
grasp this— 





SPECIAL 
Combination 
Offer 


Machine and Hand 
fron, Complete, $35. 
F.0.B. Lynn, Mass. 


Machine Alone 
Hand tron 


DUNDE SHOE 
RESHAPING DEVICES, INC. 
Republic Building, 


209 South State St. 
Chicago, Ill. 





DISPLAY 


AND 
BACKGROUND 
MATERIAL 


A Complete Stock on Hand 
for Your Every Display Need 
e 
Moderne Display Fixtures 
and Store Equipment 
® 


Send for Our 
Illustrated Folder 


Arrow Decorating & Fixture Co. 
19 South Fourth St., Philadelphia, Pa. 


























Leather for Apparel 


Boston, Mass.—The A. C. Lawrence 
Leather Co. is displaying in Boston 
stores specimens of leather for winter 
sports apparel, even including leather 
for underwear, as well as outerwear 
from shoes to hat. 

Other leathers for summer sports 
apparel will be displayed in due season. 
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Perpetual Inventory Asieves: an Increased Profit 
... and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business = Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
RECORDER 


BOOT AND SHOE 
Helps you to “buy as you sell”—to know whether each shoe rs oe Sey: See 
is paying its way with a profit, to go light on slow movers, ae a etiee Sar enoras sr OO 
to re-size frequently on wanted style and sizes. 


When writing advertisers please mention Boot and Shoe Recorder 














Canadian Leather Industries 
Active 


Montreal, Can.—Canadian industries 
which work in leather are active. This 
is indicated by trade returns and pro- 
duction figures for boots and shoes. 
Production of leather footwear in re- 
cent months has not been quite so large 
as last year, but the total to date is well 
in advance. Last year, it may be added, 
set a new high record for the industry. 
For the year ended with July, imports 
of both leather manufactures and of 
unmanufactured leather showed gains; 
also imports of hides and skins. Exports 
also showed gains. Canada is on bal- 
ance an importer of hides and skins and 
of leather manufactures; but her ex- 
ports of unmanufactured leather are 
larger than her imports. 

Imports of hides and skins into Ca- 
nada for the 12 months ended with 
July were valued at $4,777,000; while 
exports of hides and skins for the same 
period had a value of $3,396,000. Im- 
ports of hides and skins had increased 
from $3,208,000 in the year ended July, 
1935, while exports of these products 
had risen, on the same comparison, 
from $2,033,000. 

Imports of unmanufactured leather 
for the year ended with July were 
valued at $2,956,000 as compared with 
exports of $5,194,000. As compared 
with the similar period ended in 1935, 
imports had advanced from $2,709,000 
and exports from $3,654,000. Con- 
tinuing the same comparison, imports 
of glove leather rose from $360,000 to 
$428,000; and tanned leather from 
$106,000 to $125,000; but waxed or 
glazed leather imports declined from 
$1,638,000 to $1,605,000. Similarly ex- 
ports of patent leather declined from 
$1,783,000 to $1,602,000; but sole 
leather increased from $297,000 to 
$878,000 and upper leather from $1,- 
524,000 to $3,087,000. 

Imports of manufactured leather, for 
the year ended with July last, were val- 
ued at $1,953,000 as against exports of 
$926,000. Continuing the previous com- 
parison, imports had risen from $1,875,- 
000. and exports from $727,000. Im- 
ports of harness and saddlery, on the 
same comparison, declined from $104,- 
000 to $103,000 and gloves and mits 
from $810,000 to $761,000, but imports 
of boots and shoes increased from $627,- 
000 to $734,000. Similarly exports of 
cut soles of leather advanced from $425 
to $40,000; while exports of boots and 
shoes increased from $291,000 to $395,- 
000. 

Production of leather footwear in 
Canada for the first 8 months of the 
current year totalled 14,711,000 pairs. 
In the corresponding period of 1935 out- 
put was 14,546,000 and in the eight 
months of 1934 it was 12,518,000 pairs. 
For the calendar year 1935, the cumu- 
lative (preliminary) production 
reached 21,712,000 pairs. The highest 
previous reported output was recorded 
at 20,793,000 pairs in 1928. 





BOOT AND SHOE RECORDER, December 26, 











1936 Page 371 


A BUYING GUIDE 


To Our Advertisers in this Issue 





BOOTS AND SHOES 




































































‘Air-0-Pedic Me. ce bc ccwieseesctescebvesevecéccbevestqnees 273 
Ault-Williamson Shoe Co., Auburn, Me. ........... 0c cece cece eee eee eee e en eeenees 251 
RR OE Es TUE SUD Ids oa cin. doy cc bc ev ec ccececcccccecccesegsctececsesceoences AA 
i OR EN Te sce ic nc cbc cece ectcedecccnccccccecsccceececeeceevece orn 
Blue Ribbon Shoemakers, Imc., St. Louis, Mo. ........6.6 6c c eee cece eee eeeees 
Booth, Walter, Shoe Co., Milwaukee, Wis. ...............cc cece cence cee eeee $5-26-37128 
I, I EMM TIDY 666s cc ccc tec cccerececsccececeeeesesssecewseeecegscooes 1 
Brauer Bros. Shoe Co., St. Louis, Mo. ......... 6. cece cece eee ee eee e eee teewees 178-1 4 4 
TROGIR DOO MOGs Cig PRANK. Pa. cocci cc ccc ccc cece ccc ccc ccccceccccccceccescocces 35 
Brown Shoe Co., St og tb AP Se Tere rer rrr rere. Tee 166-167-196 
mr Rubber Co., Cambridge, Mass. .............. ccc cccecceceeceeteeeees 41 
Capitol I A Sogo bv ccc ode reece cc cccebecccecseesecceceosceceses Onto 
Carlisle Shoe Co., New York DECALS OSs cca che CeCe une echece seb even eaCtheneEeERs 349 
Carmo Shoe Mfg. Co., i E pe OEE ISLES E? OP reee ee eet Pes re ee PT 187 
Central Shoe Co.» St. ” Louis, PCE asta cetndeebeseudcecesddeeddccetocerdsneceuegueee 164 
Ciapp, Edwin, & Sons, Ine., E. Weymouth, Mass. .......... 00. cece ee eee cence 356-364 
Cole a & = futon Save sc ieccccecvetarecctdacebesvercesecessuculeas 43 
onform Ew dad bb oe css ev dees tet6ede be ebnns bacedéwunee 201 
Connell, 3. ms Snoe'c SR MMINENEM MN cos gs co cces cicccscccsevisccuecncecaded 354 
Connoll SDN eb aeepc cc cvagceccceceneeaenecesecessteenens 335 
Consoli bm ay ee Os POON, I, WL wc ccc ccc cc ccnescccctecccsseseeees 3A7 
ccc ei ccc cc cect ct ee ces nase cceceesecceceeeseseues 265 
Copeland & Ryder Co., Jefferson, Wis. ........... 6. ccc eee ees ee errr ber ty A27T 
Gracmeen<seary ES aye cone we hs deco es eeenckeeeseseeees “hkenetns 46 
Curtis Shoe Co., Imc., Marlboro, Mass. ..........0 2c cece ccc cece cee tee seeteeeeeseseees 3 
Cushman, Charles, Co., Auburn, Me. ............ 0 cc cece cece cece eee eee eeeeeeeceses v 
Dainty-Mailé Slippers, Imec., Brooklyn, N. Y. ........ce cece cece eee eeeeeeees 47-151-157 
Dickerson, Walker T., Co., Columbus, 0. ............. cece cece cece cece eee eeeeeeeee 241 
Douglas, W. L., Shoe Co., Brockton, Mass. ..............0 0c e ee cece ete eee eeeeweeed 342 
Drew, Irvin; ng, Company, Portsmouth, CPP rrrerrrrrrer rrr rer cri er 249 
Dunn & McCarthy, Ime., Auburn, N. Y. 2... cece cee eee eee tenet eeeeeee rrr 
Eastern i dl of Int. S shane Co. RMMOMMAN OTE... cc pccceccccccedccecsasscuceseee 143 
Eaton, Charles A., Co., Brockton, Mass. ..........00 cece cee cece cece eee eet eeeeeenees 207 
Edwards, ay ee Ue aa Wks 6066 0.05 0 8 eeadecrcecbsceecieeswutes 136-137 
Elam, F. S., & Son Shoe Co., Rochester, MI WE. nas s Cotcadsrcbinedées cemegemeseeenen 
Endicott-Johnson Corp., Endicott, N. Y. ............ ccc ec ccc ceceeeeeee 4-5- 9-10-11- 12 
Enna Jettick Shoes, Inc., Auburn, N. X reese Cabwnkanuwas caeseuanceauarenaeaeneen 257 
Farmington Shoe Mfg. Co., Dover, N. HH... 1.6.6. cece tee eee een teee 355 
I IE is, CU Be cc ccc ne ricccccvccccccrerescesbeuectoccccecsiecoeses 60 
ee ac eclncccclccccresccstetececectcetcceccececnesceos 130 
Forest Park Shoe Company, St. Louis, Mo. ........ 0.6. c cece cence eee e tee ee eens 197 
Friedman-Shelby enee Co., Ls page. MR eS. cdc. Cede even te eaeneedentenn = 
Geller,.Andrew, Co., Broo CT weet eadeen 16d ad cecevredsescecssivabakeame 
Gerberich-Payne Shoe Co.. "ut. Noe Coo cei'iu8 af pneeccauctacdearet@uneee 
Great Northern Shoe Company, Bakes, N. H. 
Green, Daniel Co., Dolgeville, N. Y. ...........-..2.0-5- 
Green Shoe Mfg. Co., Boston, MUM eee cea ceccdeccue ss 
Hamilton, Brown Co., St. Louis, Mo. 0.0.6... ccc cece rete ene e eee eteeeeeeees 
a occ déecdgcceeccctcccccseercse tees eteeecseeeneseeeees 337 
PIII PERI BI, cc cc cc ccc sec cctcceccc cr ncvesercccecccersecesteeeteeoeos 17 
Harrison Shoe Vw NE Bk iloas cis do cas vcvenns vachousqucecenaes dad 153 
Hazzard, Gardiner, PME Se aCe ches usececenahecens'yecdeCeceeeenewint 
Herbst Shoe Mtg. ¢ Ns ae asda s4 60 bese sed ssepesccvnecsveebtbacsaaens 339 
ese Monteomery Co., Frankfort, PE Chwereécnececes y 
Hood Rubber Co., Watertown, Mass. ...............05: 38 
Heth & James Shoe Mfg. Co., Milwaukee, . arr 
My Pe Ginn its EAU, BO. ccc ccc ccc ccc cree ccscccserscesecccccceose 
oe all Shoe Co., Dun-Deer, St. Louis, Mo. 
Interstate Shoe Company, Manchester, N. H. ........0.. 0 ccc cece csc ceceteeeeeeenaee : 
Jarman Shoe Company, a me — MUEWOAG Kaibab 56d case pecaekectadacaamneanes 159 
Jefferson Shoe Com m3 ES eee TiGdewesn ke snlee annual 204 
Johnson, Ste ephens & nkle Shoe Co., OPO MN i ces colicincccescecatscavanbbe 182 
Julian & Ko — ees ce decccsdcceseccdoenesoneeead s56-5 
Justin, H. J., & Sons, be Fort Worth, yy EE iene Puce weernseen es ecescnee wane eueuen 
Juvenile Shoe Co., St. ME cc, occ cccccusscnccumeocesncupeaal igs 
Keith, Geo. E., a EES cade ce wcadeccnceosadenvesnhemseneeeni 18-19 
Laird-Schober’ Co., ine. MUN os occ. uct vevcsccetscsscuvceccecncegaaaed 31 
Lockwedge Shoe C: f America, Ine., GUNN Ooo ccccccvccicsceseee 
Mackey, ‘ & Son, ow York a... DUMNEETEGE Wade aes cdcocdeccesvetobicaces 
Marshall, Meadows itewa: ty WE eis hd eS wise o eaten denn in dee 147 
Mayer-Martha Washington Shoes, “Fciwaukee, wis. Devic uetanccdes<acsesarewnte 269 
Metrocraft Shoe Company, Manchester, NE ASC Hut bdr cdeccarcetavdocuvewemnne 143 
Middletown Footwear, Imc., Middletown, N. Y. .............00 ccc cc cee cece teeeeees 
Milius Shoe Compamy, St. Louis, Mo. .....ccec cece cece ee eee eet ee eee eens etna ees 
Miller, I., & Sons, Long Island City EE eck ceuvea be Ves cicecceorddeceecuaduncee’ 54-55 
Miller Shoe Co., The, Cincinnati, O. ...........- + 1s. s cscs ccc c rec ccesccecccewsuetes 230 
Mrs. Day’s Ideal Baby Shoe Co., Danvers, Mass............0.00000 0000 
O'Donnell Shoe Co., St. Paul, Minn., and Humboldt, Tenn, ........... 0s eeeeeeeeee genes 259 
Dwens a: ERG la Galsceecsc sche cccccctecstwececceseodcewse 345-358 
, Me A., Sh oe Cox, ae ie 6 hana ge6besdeued sees svacesdeueeda ewan 
Paramount Shoe Mfg. OOig BE. LOU, MO. ....cccccssccccveccccvece 
Pasadena Slipper age me zeae. Cal. 
Pennant Shoe Co.. St. Louis, Mo. ........... ccc cece eee e eee eeeeee 
Peters, Branch of I. 8. Co., Bt. Louis, Mo. 
Physical Culture Shoes, Inc., Portsmouth, 0. 
Pied Pi |e Si be ty iwi kdinewkeees as ebiedavcachoecsqe dadaue 156 
Queen uality Sh Cox, St. Louis, TES Ck eeR ECC ePenveveced toexkeencdexcceugmene 186 
Racine | hee tg. “Eon. Racine, Wis. ae co eb cde onc kileinededibecutestieans 246-247 
Reed, Ons — a ties pcenescebseeseudeecessécesaneesegnned 
Restful ‘Footwear "Con OE once cc cbsctetsccsccccsseeececevescccemens 
Roberts, Johnson & ee fC tee ee 162-163 
OO ME Gme Clee MIWAUEBS, Wie. 26 occ ccc ccc ccc ccc tcc cc ccc cc cece etacceccesceces 270 
Sake, M. “I. UM MINIs TOW BOOK ONES. co occ s ccc ccc cc cccccccccccccccccceccceccceccce 350 
jel A Cag I, WUMUMIOUE, OL occ ccc ccc ccc ccccediovccccccctsesecencccccccete 123 
Smith, J. P., Shoe Co., Chicago, Ill. ........... cece ccc ce eee cet teen eeetgeeeeee i 
Stacy-Adams Co., Brockton, Mass. .......... 0. cece cece cece eect ence een tens eeeeees 
Stix-Altman-Weiner Inc., Cincinnati, 0. ......... cee ccc cece teen ete e eet eneeeee 3088 
Swan Shoe Cow LS 5 5 lw ole 6 BSB Ci access ccccctenecereceeceecuseeess 
Taylor, E. E., Corp., Brockton, Mass. ............. 
Teeple Shee Company, Waupun, Wis. ............05. 
4 Bros. Shoe Co., oo rr 
upper, i TS ad'ed a teen. v oe cb sce voces escesccsesedecsceecececceroees 
Tw fe Footwear Corp., Jeerson City, Mo. 
United Shoe Mfg. Co., St. Louis, Mo. 2.0.0.0... ccc ccc cece eee eee eee eeennnes 171 
United States Shoe Corp., Cincinnati, Mae Teed 406 dis SA Oe her ee setae dete ckcaueeen 233 
Val Ars Shoes, Imc., New York City 0... . ccc cece cece cece rete eee e tenses teeeerteseees 49 
Vitality I ME NN os nce cedivgs wecercccccevcesaheseccencecesete 184-185 
Wall-Streeter Shoe Cor, TEN ic accdce ca sascccceteretterecnse a «6d aga 
Well, M. Ku, St. Louis, Mo... .. cece cece ccc cee cece e nent eee qeeeee 
wires Shoe Mfg. Co., Milwaukee, Wis. Te 
Shoe Company, . Louis, ‘188-189 
wo nl Shoe Company, St. Louis, > Peale taGeCweduedeWed ke ese eces i90-161-182-193-106 
Wolff-Tober Shee Am OM «oh Savi b.0l6 0.6. dele 0.0 0/8 6 iGuweccest rekeceeeeeneneenes 177 
Wright, E. T., & Co., Inc., Teskiast, MEM ath ccddcdedncdrsidtdcadddeswndeceden 36-37 




















Page 372 


Roses for Customers 


Decatur, Itu.—The latest edition to 
Decatur’s business district is the new 
Hardin-McCoun shoe store, located at 
Water Street and Prairie Avenue, fea- 
turing women’s and men’s fine shoes. A 
beautiful fresh rose was given to every 
woman visiting the store on the open- 
ing day. 

The new store has a striking and un- 
usual interior appearance. The walls 
are done in variegated panels; the ceil- 
ing in tile-shaped pieces of composition 
wood. The numerous hanging lights 
suspended from the high ceiling are of 
modernistic design and finish. 

Two rows of chairs, back to back, and 
18 chairs in each row, are in the center 
of the store and so arranged as to 
prevent all crowding. The chairs are 
of wood, upholstered in leather. Com- 
plete stocks of shoes are housed behind 
artistic paneling arrangements with 
curtains covering all entrances to the 
stock. Not a single shoe box is in sight. 

Displays of shoes are in shadow 
boxes effectively set into the panels and 
are strikingly illuminated so that the 
shoes portrayed stand out in sharp 
relief. 

The store front is done in black with 
aluminum trim. The windows are of 
modernistic design and so arranged as 
to provide for considerable display 
space. The structural glass in black 
and ivory and the aluminum trim give 
the store an inviting outward appear- 
ance. A small show window that sepa- 
rates the two front entrances is an- 
other feature that contributes to a 
harmonious whole. Indirect lighting 
shows off the merchandise to the great- 
est advantage. A distinctive treatment 
of the store name is carried out over 
the entrance. This same treatment of 
name appears on the company’s busi- 
ness stationery and in its newspaper 
and other advertising. 

This distinctive store also has a fine 
millinery salon, bag and hosiery depart- 
ments, each boasting of a number of 
innovations in display equipment. The 
shoe section is in the front of the large 
store while the millinery department is 
in the rear. 

Arch T. Hardin, former manager of 
Block & Kuhl and of Stewart’s shoe de- 
partment, both of Decatur, and W. 
Max McCoun, who came from Indian- 
apolis, where he managed a shoe store, 
are the new owners. Miss Marian Mur- 
ray of St. Louis, Mo., manages the 
millinery section. 

The new firm has taken a long-term 
lease on the first floor and basement of 
the building occupied. The owners plan 
to remodel the basement to house a 
lower-priced line of shoes, millinery and 
women’s apparel. The staff now com- 
prises twelve persons and when the 
basement department will have been 
added, an additional force of fifteen or 
more persons will be employed. 

Already the new firm is evidencing 
that it is in business to stay. 
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ON THE SEA OF FASHION 





The percentage of Hub Gore fas- 
tened shoes is steadily increasing. 
Women like the gentle, snug, glove- 
like fit imparted by Hub Gore—the 
goring that never binds or cuts. Hub 
Gore'gives versatility to style—fit to 
shoes—snap to sales. Your spring 
prométions will be translated into 
larger profits if you show plenty of 
gore fastened patterns. 


EVERLASTIK. INC. 


CHELSEA, MASSACHUSETTS 
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| touch of summer, women the world P 


‘over poles the sparkling, always smart. accent of | 
brilliant white kid shoes...most dramatic in all-over use s 

wcolorful costumes. Retailers everywhere admit, ate e 
of every white season, they could have sold : 


y more P — of — in white LEVOR kid if ample i 
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Colonial Patent gives an 
artistic climax—@ finesse—t©° # leather that it makes 4 Colonial 
. shoe. At one hand it imparts 4 depth Shoe reach the artistic heights 
of feeling because of its rich, fine grain. that ensure consumer appreciation 
Onthe other hand itruns through the gamut of and applause- Colonial Patent brings 
emotions and achieves atightness,arwinkling PA a subtle quality to @ well-designed shoe. 
liance of unrestrained life and youthfulness: Colonial Ir adds that undefinable aura of appeal, 
Patent in its proadrange of live, authentic colorsadds char- called style. Go Colonial and g° ahead! 
acter too. Character that is SO deeply a part of the fine grain Colonial Tanning Company: Boston, Mass- 
of the new Colonial Swatch Book .§. 
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POLICY 


OF THE 


‘HEALTH SPOT SHOE DEALER 


Health Spot dealers everywhere have the following uniform 
policy of public service, to which they and 
their employees willingly subscribe: 


1. A Health Spot dealer must be more than merely a merchant; he 
shall always be in every sense genuinely a public servant. 


| 2. He shall give freely and cheerfully of courtesy, and sympathetic 
consideration to all who enter his doors. 


3. He shall give of honest knowledge, gained by authorized training 
and study, of feet and of shoe construction. He shall give of a 
thorough knowledge of fitting, so that no customer need ever 
again suffer the curse of ill-fitted shoes. 


4. He shall be prepared to cooperate with the customer's doctor 
when needed, so that his shoe recommendations shall be carefully 
and conscientiously fulfilled. 


5. A Health Spot dealer shall never consider his duty ended to a 
customer simply because a sale has been completed; rather shall 
his service be continuous and unending, friendly and sincere, for 
so long as the customer desires. 


6. Health Spot Shoes are sold for reasonable profit. But a Health 
Spot dealer holds that truth shall prevail over any anticipation of 
personal gain. Truth is his watchword and abiding creed and aught 
but truth to every customer, in all transactions, shall not be 
tolerated. 


7. To all who suffer with foot troubles, the Health Spot Dealer pledges 
his utmost to aid with proper shoes and proper fitting, their realiza- 
tion of foot health and happiness. 

a 


Copyright 1936 


MUSEBECK SHOE COMPANY 
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6142—Women's white duck, white 
trim, white sole, leather insole. 
Sizes 3/8 . 664 
614244—Same in Misses Sizes 
12!/2/3 60¢ 


6120M—Men's white duck, white 
trim, crepe sole, leather insole 
Sizes 6/2/12 80¢ 
6120—Same in Boys’. Sizes 2!/2,/6 

73 


6120'4—Same in Youths’. 

13/2 

6121M—Same in neutral duck, 
brown trim, crepe sole, leather in- 
sole. All sizes 

6124M—Same in blue duck, grey 
trim, crepe sole, leather insole. 
All sizes 


6100M—Men's white canvas, black 

trim, black sole. Sizes 6!/2/12.49¢ 

6100—Same in Boys’. Sizes 2!/2/6. 
49 


6100!—Same in Youths’. 

11/2 

610044—Same in Little Gents’. 
Sizes 5/10! ¢ 
6102M—Same in black with grey 
trim. All sizes 49¢ 
6103M—Same in brown with O D 
trim. All sizes 9¢ 


6107M—Men's white oxford, white 
sole. Sizes 6!/2/12 50¢ 
6107—Same in Boys’. Sizes 2!/2/6. 

50¢ 


6107!—Same in Youths’. 
11/2 
6108—Same in Women's. 


3/8 
6108'!/,—Same in Misses’. 


1244/3 
610844—Same in Childs’. 
2 


6112M—Men's black canvas, 
black trim, white sole, leather 
insole. Sizes 6/2/12. . 4g 
6112—Same in Boys’. Si 
22/6 6I¢ 
6112V/p—Serne j in Youths’ Sizes 
11/2 58¢ 
611244—Same in Little went 
Sizes 6/!0!/2 
6110M—Same in white duck 
black trim, white sole. All sizes. 
b4'/n¢ 
6113M—Same in brown duck, 
brown trim, white sole. All 
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“Hi-Kix” Tennis Shoes— 
The Talk of the Town for Spring 


Practically every member of every family in your town will be 
a potential customer for Endicott Johnson's newest of Tennis 


Shoes, the already famous "'Hi-Kix"’. 


Styled and constructed by designers and craftsmen who were 
determined to build the finest tennis shoe possible—"'Hi-Kix"' 
have extra features which are demanded by every sports en- 


thusiast. 


Genuine Leather Insoles, good workmanship, sturdiness and EJ’s “Hi-Kix” are made 
with a genuine leather, thor- 
oughly flexible insole, vul- 
canized into the shoe. In 
start you off to a profitable Spring season. ehh: he. emte-on 

‘ stitched to the insoles, each 
stitch a lock-stitch, doubly 
protecting the shoe against 
seam splitting. 





comfort are the keynote of every pair of "Hi-Kix''. Don't fail 
to feature them in your store! Order now and let "Hi-Kix"’ 





6145M—Men's white duck, white 
trim, crepe sole, leather insole. 
Sizes 6'/2/12 ...... 74¢ 
6146M—Same in blue duck. ‘Sizes 
6/4/12 74¢ 


6122M—Men's black duck, black 
trim, white sole, leather insole. 

Sizes 6/12. 
6122—Same in Boys’. Sizes thf 
\¢ 


s122%—Same in Youths’. = 
biZaM—Saine in brown duck, 


brown trim, white sole. All ~~ 


6141M—Men's white bal cabord: 
white foxing wn sole, leather in- 
sole. Sizes 6/2/ 


6141—Same in 4 Sizes Bs 
nm in Youths’. 


















aptures spotlight 








GLAMOROUS STYLES plus the thrill- 


Pate Mb 401-3 0U-salel- Mo} ame Mol bb ate) oleh ail Ores aab cod ans 


have ...in tnree short years... made 
FOOT REST the most talked about 
fine shoe in the country... lifted sales 


and dealer profits to new peaks, 


NATIONALLY ADVERTISED 


| TeVe OUT & Cob aa Mo koh bb a at-) OM CLololc Ww Col bt-1-3-<:1-5 ob bale SEMEB nate) al dat-UE-0 Ce) ol-MMMEE- To Co Ob ale M5500 GD aatoba-MB dob ael 


Vs \fodaat= bali-@ = Cobaat-M Orobaat ol-bab to) ati \/ (ol Or-00 MH = (br mmm fon ot-MERCG ohiia- bac MSP bac (- Mod a Molo aN 34:13 ETUC Le 
per s Bazaar, Vogue, Sunset, and American 
| Moto) al 34 -3-5 ao} 0<:)a-Mh coho ee- Merodaahol(-14-Is bb al- Mob an bles abe 
I Kohvbaat=) Mes ae \ ROR a-tb ale pen dal-1-1-Mepa-t-habaat-Vet-tAbat-1— 


ba: at:ba-¥ heb bale mh dal-Me oleh ai .¢-1-3alt-ide) aan dole del-Sba 


soles and Goodyear welts; advertised resale 
. price; established quality; permanence: 
raa0000te)at-Mos ab a-T-lol-ba-Mn\ 2 atolls ole Gab ob al: Es coloh a'4-1- a , , 

jeX:}ad-b and at-ballt-WtZ-Sarclei-Wh ob coh oh abaat-bacpbelae |'bba-Mesa 
15,764,067 individual messages will reach write today for details of Dealer Franchise. 


the best families in America in the spring Grow and Prosper with Foot Rest. 


RETAIL 


Slightly H 


zher Denver West 


very hrippendor, Shoe 


Py 2? 2 
“$4 ewe, 2 10€ 


B—New Rolled Insole contributes to bal- 


ance, poise, confidence, grace.” 


C—Metatarsal Cushion makes the step 
: amazingly light and buoyant. re 
" D—Snug Heelast insures perfect heel fit, 





THE KRIPPENDORF-DITTMANN CO. 
CINCINNATI. OHIO 





